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NAB Convention 
May Be Last Big 


National Session 


By-Law Shift Cuts 
Roster, Puts Stress 
on Regional Meetings 


Los ANGELEs, April 24—The first 
wave of radio and television execu- 
tives began streaming into Los An- 
geles this weekend as the National 
Assn. of Broadcasters prepared to 
stage what may turn out to be 
the last of its big industrywide 
trade shows and conventions. 

From advance registration, 
broadcasters are expected to turn 
out in near-record force for the 
conference, although the western 
meetings have always had some- 
what smaller registration than 
those in the East. 

Just before the convention began 
assembling, the association an- 
nounced the membership has rati- 
fied a change in by-laws which is 
expected to result in more empha- 
sis in the future on regional con- 
ferences, and less hoopla at the na- 
tional convention. 


= Under the new plan, attendance 
at the annual convention would be 
confined to owners, managers and 
officials of stations. Associated 
groups, such as the film compa- 
nies, which account for a large 
percentage of the exhibits and 
much of the color at NAB conven- 
tions, will be encouraged to do their 
week at the regional meetings in 
(Continued on Page 126) 


Dailies Run 


Despite ‘57 Success 


Fight Harder, Lipscomb 
Tells ANPA; Statistics 
for ‘58 Show Declines 


For other news of the ANPA con- 
vention see Pages 2, 24, 86 and 87. 

New York, April 24—National 
advertising investments in news- 
papers were at an alltime high in 
1957 (see story on Page 2), but 
executives attending the annual 
convention of the American News- 
paper Publishers Assn., which 
closed here today, have decided to 
run scared. 

Their worries stem from declin- 
ing linage figures growing out of 
the recession and inroads made by 
major media competitors. Daily 
newspaper linage was off 2.8% 
in 1957—while national revenues 
were going ahead—a decline of 
81,648,819 lines from the 1956 
total of 2,910,780,5095 lines. The 
downward trend has continued 
through the first quarter of 1958: 
Linage was off 6% in January; 
9% in February; 8.7% in March— 
and 8.1% for the first quarter (see 


«»» story on Page 83). 


Charles T. Lipscomb Jr., presi- 
dent of the ANPA’s Bureau of Ad- 
vertising, in a presentation yester- 
day, voiced such remarks as: 
“Agencies think newspapers are 


THE NATIONAL NEWSPAPER OF MARKETING 


Postal Hike Bill | 
Faces Veto by lke, 
White House Says | 


WASHINGTON, April 23—The| 
postal rate and pay increase bill) 
now in conference faces an almost 
certain veto, according to word 


from the White House. Sen. Frank || 


Carlson (R., Kan.), one of the con- 
ferees, also predicted a veto as the} 
committee postponed further meet- 
ings until April 29. 

The conferees, seeking to adjust 
differences between Senate and 
House versions, accepted the House 
4¢ first class rate instead of the 
Senate 5¢, and took the Senate 8¢ 
air mail instead of the House 7¢. 
It approved pay raises amounting 
to 10% for postal employes. 

Sen. Mike Monroney (D., Okla.) 
hinted that the conferees might be 
aiming at increases in second and 
third class rates to offset some of 
the revenue loss from rejection of 
the administration’s proposed 5¢ 
first class rate. He said that the air 
mail increase and other changes 
might head off a veto. Second and 
third class rates are the major 
items still open for consideration. 


s At the White House an official 
charged that some of the conferees 
must have been working for a veto 
in voting the way they did, and 
he indicated they would get it. 
“They care more for the magazine 
publishers and the large mailers 
than they do for the welfare of 
postal workers,” he said. 

Sen. Carlson said, “I don’t see 
how President Eisenhower could 
possibly sign this bill.” A veto 
would very likely kill any chance 
of new postal rates or postal pay 
increases for this year. # 


Scared 


too expensive to be their No. 1 na- 
tional medium; too many advertis- 
ers think of newspapers as pure- 
ly local; the competition is gaining 
at our expense in the transporta- 
tion advertising classification,” 
and “newspapers are getting a de- 
creasing percentage in grocery ad- 
vertising, a field where competi- 
tors are giving us a little bit of 
a fit.” 


s Mr. Lipscomb’s comments were 
not offered out of a defeatist pos- 
ture; his was a challenging speech 
in which he urged newspapers to 
fight harder for a larger share of 
(Continued on Page 8) 


Mcllvain Gets Top 
Burnett Broadcast 
Post; Louis to N.Y. 


Cuicaco, April 24—In a switch 
of twc of its key broadcast execu- 
tives, Leo Burnett Co. has promot- 
ed William J. Mcllvain, network 
relations vp in New York, to vp in 
charge of the agency’s broadcast 
department in Chicago. 

At the same time, Paul A. Louis, 
broadcasting program division vp 
in Chicago, is being moved to New 


(Continued on Page 8) 


The wondertut world of 26 Navors 


HOWARD Jounsons 


Lanemae Fa tenery Aemwome 


ALWAYS GOOD—This ad, scheduled 
for Life May 26, is an updated ver- 
sion of a 1952 poster chosen as one 
of the best of that year in the Art 
Directors Club of Chicago compe- 
tition. N. W. Ayer & Son, New 
York, is the agency for Howard 
Johnson, 


GM, Ford Execs 
Back Car Price 
Labeling Bill 


But Chrysler’s Jacobson 
Testifies Against It as 
Invading ‘Dealer Privacy’ 


WasuincTton, April 24—A Sen- 
ate bill which would require the 


display of suggested list prices 
on new cars has been given the ap- 
proval of William F. Hufstader, 


General Motors Corp. vp in charge 


of the distribution staff. 
The proposed law could “make a 
real contribution to the re-estab- 


Despite Conventional Convention ... 


Convention Program, 
Mood of Conferees in 
Two Different Gears 


For other news of the Four A’s 
convention see Pages 3, 126, 127. 
Wuite SuLPHUR SPRINGS, W. Va., 
April 25—The shadow of the re- 


Greenbrier during the 40th annual 
meeting of the American Assn. of 
Advertising Agencies this week. 

While the program was geared 


$2,000,000 Cosmetic 
Account Shifts to 
Doyle Dane in June 


STamForpD, April 24—After June 
20 the cosmetic account at Doyle 
Dane Bernbach will be Northam 
Warren Corp., arriving with bill- 
ings of approximately $2,000,000 
for Cutex, Peggy Sage and Odor- 
ono. 

The cosmetics company is ending 
a nine-year association with J. M. 
Mathes Inc. to step into the spot 
at DDB vacated last month by Max 
Factor & Co. ($3,000,000) in a 
“sudden but amicable” mutual 
agreement (AA, March 31). 

The Northam Warren decision is 
believed to have been a rather sud- 
den one also. However, other than 
a terse press release issued by the 
new agency, there was no “addi- 


(Continued on Page 123) 


cession hung over the luxurious) 


Slump Muscles Its Way 
Into Four A's ‘Agenda’ 


to (1) creativity, (2) the market- 
ing concept for advertising agen- 
cies and (3) a withering analysis 
of the Frey report, the casual 
conversation at luncheon tables 
pivoted on (1) the recession in 
business, (2) the drop in adver- 
tising billings and (3) its prob- 
able effect on the advertising 
agency business. 

The official atmosphere was one 
of controlled optimism; the un- 
official attitude was tinged with 
doubt: For the first time in 12 
booming postwar years the ad- 
vertising business was confronted 
by a full-scale dip in business 
activity, and the prevailing atti- 
tude was one of puzzlement and 
concern. 


= Two years ago the accent of the 
Four A’s meeting was on the future 
of the agency business, in the 
wake of the consent decree. 

Last year the emphasis was on 
public relations, the image the 
advertising business was project- 
ing to clients, potential clients and 
the public at large. 

This year, despite concern over 
many aspects of the agency year, 
the overriding emphasis centered 
on the economy, and the future 
of the agency business when con- 
fronted with a distinct business 
downturn. 


® As eloquently as any, perhaps, 
the new chairman of the Four A’s, 


(Continued on Page 126) 


ISIM Will Be Born, With or Without 


lishment of sound business prac- 
tices in our industry,” Mr. Huf- 
stader said today in testifying 
before the subcommittee on auto- 
mobile marketing practices of the 
Senate interstate and foreign 
commerce committee. 


NIAA, Myers Tells Chicago Unit 


Local Chapter Sentiment | Society for Industrial Marketing 


idea or not, ISIM will sooner or~« 
later come into being in some 


= “We are all aware of the condi- 
tions which have developed in 
(Continued on Page 126) 


Heavily Against Idea of 
. . form, possibly through an organi- 
New Marketing Society zation like the American Market- 
Cutcaco, April 22—Whether the ing Assn., NIAA’s Chicago chapter 
National Industrial Advertisers | WS told last night. 
Assn. buys the International; Im a presentation of the ISIM 
idea to the chapter, Robert C. 
Myers, U. S. Steel Corp. market- 
ss 
Ww ash ing development director and 
Last Minute Ne Ss Fl es chairman of the NIAA task force 
Hulshizer Goes to DCS&S with Mueller Macaroni committee that evolved the ISIM 
New York, April 25—Eugene Hulshizer, account executive at Calkins 4 “ = pees = = 
& Holden, will move to Doherty, Clifford, Steers & Shenfield May Al ccententien ode a will 
the date Doherty, Clifford takes over the $600,000 C. F. Mueller Co.|MaTkeUns gods, LStM will 
account from Calkins. Mr. Hulshizer has been account exec on Muel-| a in a al ” & 7 
ler macaroni for years—at the Duane Jones Co., at Scheideler, Beck & | on M ' ant 
Werner and at C&H. Robert Hayes has been named account super- i y sen inguing ‘tn tte which he 
visor on Mueller by Doherty, Clifford (AA, April 7). said were not in threat but only 
in answer to the question: What 
MacManus, John to Get Dow International Account nege if NIAA turns down 
MIDLAND, Micu., April 25—-Dow Chemical Co. is planning to move its ~y . — i ak rane) the 
international advertising account from Foreign Advertising & Ser-|“"° °% 4. ry: il pene and 
vice Bureau, New York, to MacManus, John & Adams, New York, Oh eater 4 on - a 
forecast in Apvertistinc Ace March 3. The move is expected to be ef- een “an © pian %& . 
fective in January, 1959. — 
Motor Wheel Shifts to BSF&D trom Y&R = The way the ISIM situation 
LANSING, Micu., April 25—Motor Wheel Corp., maker of Duo-Therm Stacks up at this date, indications 
oil and gas space heaters, mobile home heating and air conditioning |@™¢ that the chapters in Albany, 


equipment, and Reo and Duo-Trim power lawn mowers, will move its| Buffalo, Denver, Eastern New 
advertising May 1 from Young & Rubicam’s Chicago office to Brooke,|Eslaud, Hartford, Milwaukee, 
Smith, French & Dorrance, Detroit. Minnesota, Philadelphia and 


(Additional News Flashes on Page 127) (Continued on Page 123) 
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In ‘57 Dailies 
Set Ad Record: 
$757,401,000 


Automotive Leads with 
$199,578,000, Highest 
Volume Figures on Record 


New York, April 23—A new 
record of $757,401,000 was invested 
by national advertisers in newspa- 
pers last year, according to a Bu- 
reau of Advertising report given 
today to the annual meeting of the 
American Newspaper Publishers 
Assn. here. The 1956 figure was 
$737,996,000. 

The Bureau of Advertising said 
that with production costs added— 
generally calculated at 6.9%—the 
1957 expenditure figure was about 
$810,000,000, an increase of 2.6% 
over the 1956 total. 


® Most advertiser dollars went in- 
to automotive, which garnered 
$199,578,000, an increase of 9.5% 
over 1956’s figure of $182,214,000 
and topping the record 1955 dollar 
figure of $199,438,000; groceries, 
which got $149,790,000, a slight 
bulge on the $149,011,000 spent in 
1956; alcoholic beverages, where 
$68,934,000 was spent, a 4.7% gain 
on the $65,837,000 spent the pre- 
vious year; transportation, which 
got $40,439,000 as against $39,511,- 
000 in 1956, and toilet requisites, 
which attracted $36,108,000, a de- 
crease from the 1956 total of $36,- 
480,000. 

The Bureau of Advertising noted 
that competing media “greatly in- 
creased” their use of newspaper 
paid space in 1957. Radio and tele- 
vision stations boosted their news- 
paper advertising by 25.3%—mov- 
ing from $14,352,000 to $17,987,000. 
Magazines increased their budgets 
from $8,449,000 to $9,176,000, a 
jump of 8.6%. (The tabulation of 
expenditures in newspapers is on 
Page 84). # 


Plough Inc.'s 50 
Years of Newspaper 
Ads Hailed by BofA 


New York, April 23—Plough 
Inc., Memphis, which has spent 
$80,000,000 in newspaper advertis- 
ing, got a special award today for 
“50 successive and successful years 
of newspaper advertising.” The 
presentation was made for the Bu- 
reau of Advertising at the conven- 
tion of the American Newspaper 
Publishers Assn. by Louis A. Weil 
Jr., president of Federated Publi- 
cations Inc. and vice-chairman of 
the bureau. 

The award, bronze reproductions 
of Plough’s first and more recent 
advertisements mounted on a swiv- 
el-base desk piece, was accepted 
by Abe Plough. The company, 
which makes St. Joseph aspirin 
and other products, was said te be 
investing “at a rate of more than 
$1,000,000 a year” in newspapers. 


@ In other action, the BofA 
named two new members to its 
board. They are William Dwight, 
publisher of the Transcript-Tele- 
gram, Holyoke, Mass., and outgoing 
president of the ANPA; and Pal- 
mer Hoyt, publisher of the Denver 
Post. # 


Pilot Appoints Joachim 

Ira L. Joachim, former adver- 
tising and sales promotion manager 
of Fisher Radio Corp., has been 
appointed advertising manager of 
Pilot Radio Corp., Long Island City, 
N. Y., manufacturer of high fidel- 
ity components and component- 
consoles. Arnold Platt, former ad- 
vertising manager, has resigned. 


Schmitt 


Moloney Regan 


JUBILEE—Herbert W. Moloney of Moloney, Regan & Schmitt, cele- 
brates his 50th year in the newspaper business on June 10. Here 
he receives a gold-plated, mahogany mounted newspaper page car- 
rying the story of his life. The presentation was made during MR&S’ 
dinner for publishers at the American Newspaper Publishers Assn. 
convention in New York. With Mr. Moloney are his partners, Wil- 


liam J. Schmitt and 


Cornelius A. Regan. 


Average Auto Ad Investment in Magazines 
in ‘57 Was $4.54 per Car, ‘Farm Journal’ Finds 


PHILADELPHIA, April 22—Motor|promote their products. In 1957 


car manufacturers invested $4.54 
in magazine advertising for each 
new passenger car produced last 
year, Farm Journal has reported 
in its annual analysis of automo- 
bile and truck advertising vol- 
ume. 

With 6,110,548 units produced 
last year, this expenditure totaled 
$27,747,625. This was $19,096 less 
than the total the industry in- 
vested in magazine space in 1956. 

While dollar volume remained 
almost the same, the number of 
pages of advertising used dropped 
sharply. In 1956, the motor mak- 
ers used 1,918 pages of space to 


Moore Blasts 
Nets’ Efforts to 
‘Nationalize’ TV 


KTTV Head Scores Nets’ 
‘Unconcern’ About Local, 
National Spot Advertiser 


Wasuincton, April 22—The 
television networks seek to “na- 
tionalize” the medium to insulate 
themselves from competition, and 
option time and the “must buy” 
practices are the methods they 
use, Richard A. Moore, president 
of KTTV, Los Angeles, told the 
Federal Communications Com- 
mission yesterday. 

Mr. Moore ridiculed assertions 
that the practices are necessary 
to preserve networking. He said 


(Continued on Page 128) 


3-Day Summer Workshop on Creative 


they used 1,658 pages, a decline 
| of 260 pages or more than 13%. 


s Life edged out The Saturday 
Evening Post for first place in 
number of pages in 1957 by the 
narrow margin of one page, 226 
to 225. A year ago it was the Post 
with 246 pages, followed by Life 
with 222. 

The two leaders accounted for 
27.20% of all pages, and 55.25% 
of all dollars of motor car adver- 
tising in magazines last year. Dol- 
larwise, Life led with $8,184,228, 
with the Post second with $7,- 
143,875. 

Of the 49 books in which the 
industry advertised passenger cars 
in 1957, 12 carried 1% or more 
each of the dollar volume. In to- 
tal, this dozen accounted for $25,- 


316,571, or 91.25% of the total 
spent. 

After Life and the Post, they 
were: Time, $2,761,027 (9.95%); 


Look, $2,377,700 (8.57%); News- 
week, $1,263,398 (4.55% ); Readers’ 
Digest, $920,000 (3.32%); Better 
Homes & Gardens, $699,770 
(2.52%); Farm Journal, $447,215 
(1.61%); U.S. News & World Re- 
port, $426,847 (1.54%); The New 
Yorker, $416,259 (1.50%); Sports 
Illustrated, $372,123 (1.34%), and 
Holiday, $304,129 (1.10%). 

This order is changed in the 
number of pages. The 12 leaders 
were Life, with 226; Post, 225; 
| Time, 164; Newsweek, 143; The 
New Yorker, 91; Look, 85; U.S. 
News & World Report, 61; Sports 


Illustrated, 58; Grit, 47; Holiday, 
37; Sunset Magazine, 37, and 
Farm Journal, 35. 

® Ford was the big magazine 


(Continued on Page 44) 


Advertising Announced by ‘Ad Age’ 


Sessions to Be Held 
July 23-26; Cover Both 
Print and Broadcast 


Cuicaco, April 23—A three-day 
summer workshop for creative ad- 
vertising people—both print and 
broadcast—was announced today 
by ADVERTISING AGE. 

The workshop will be held July 
23 to July 26 at the Edgewater 
Beach Hotel, Chicago. It features 
three full days of sessions—morn- 
ing, afternoon and evening—de- 
voted to the consumer and how 
most effectively to appeal to him 
in broadcast and print media. 

The Creative Advertising Work- 


Henderson Britt, professor of mar- 
keting at Northwestern University 
and editor of the Journal of Mar- 
keting, who was formerly admini- 
strative vp of Earle Ludgin & Co., 
vp and director of research of 
Needham, Louis & Brorby, and 
manager of the research and mer- 
chandising departments of Mc- 
Cann-Erickson, New York. 


s The first full day will be devoted 
to “The American Consumer—His 
Needs and Desires, and How to 
Meet Them.” It will feature such 
eminent researchers as Dr. Bur- 
leigh Gardner, president, Social 
lident, Al Inc.; Alfred Politz, pres- 


ident, Alfred Politz Research; Dr. 


‘Kelly Leaves Post 


at Seagram, Rejoins 
Baker Agency as VP 


New York, April 23—Philip J. 
‘Kelly has resigned as marketing 
vp of Calvert Distillers Co., a 


Baker Inc. as a vp of the agency. 

Pending the appointment of a 
| successor, if such an appointment 
‘is made, Mr. Kelly’s duties at 
Calvert will be handled by Charles 
P. Hirth Jr., marketing coordinator 
of Joseph E. Seagram & Sons, 
ADVERTISING AGE was told. Mr. 
Hirth resigned in February from 
North Advertising, Chicago, to 
join Seagram. 

In 1955 Mr. Kelly moved over 
to Calvert after having been vp 


years of Chivas Bros. Import Corp., 


|gal and Royal Salute scotch whis- 
| kies. Chivas has since been made 
|}a part of General Wine & Spirits 
Co., 
Seagram, handled by the Baker 
agency. Before that Mr. Kelly was 
director of advertising and pro- 
motion for National Distillers 
Products Corp., a vp of Lennen & 
Mitchell (now Lennen & Newell) 
and a vp of the Baker agency. 
From 1939 to 1946 he was vp and 
general sales manager of Carstairs 
Bros. Distilling Co., now a division 
of Calvert. 


® Simultaneously with Mr. Kelly’s 
resignation, Seagram announced 
the promotion of Walter M. Hai- 
mann from advertising and sales 
promotion manager of Carstairs 
White Seal whisky to national 
brand sales manager. He joined 
Calvert in 1954 as assistant to the 
advertising manager and was 
named ad manager last year. # 


K&E Named for 
Crown Zellerbach 
Institutional Ads 


C&W, Merchandising 
Factors Keep Consumer, 
Industrial Advertising 


SAN Francisco, April 23—Crown 
Zellerbach Corp., one of the major 
U. S. paper producers, after a six- 
month search has appointed the 
San Francisco office of Kenyon & 
Eckhardt to handle its institutional 
advertising and corporate publica- 
tions. The former agency of record 
was Gene K. Walker Co., San 
Francisco. Cunningham & Walsh 
and Merchandising Factors Inc., 
San Francisco, handle Crown Zel- 
lerbach’s consumer and industrial 


| production of collateral material, 
| annual reports and public relations 
| pamphlets, all of which are under- 
stood to be embraced in the phrase 
“corporate publications.” 


|in 1957 are estimated to have been 


| $350,000. Indications are that this | 


figure will be doubled in 1958. 


# Crown Zellerbach started 
search for a new agency last Oc- 
tober. It sent letters to a selected 
list of agencies (AA, Oct. 14). This 
was followed by interviews and 
presentations. About 20 agencies 
|are understood to have had inter- 
| views, and about half that number 
made presentations. The names of 
| the finalists were not disclosed, but 
agencies that made presentations 
in San Francisco are understood to 


shop will be conducted under the | Ernest A. Dichter, president, Insti-|haye been compensated for the 


personal direction of Dr. Steuart 


(Continued on Page 90) 


material they developed. # 


| division of the House of Seagram. | 
On May 1 he will rejoin Lynn) 


and managing director for four} 


importer-distributor of Chivas Re- | 


a division of the House of} 


advertising. 
In addition to institutional ad- 
|vertising, K&E also will handle} 


Billings | 
|on the company’s institutional and | 
|corporate publications advertising | | 


its | | 


Foote Odyssey 
Takes Him Back 
to McCann Fold 


7 Months at Geyer, 
He’s More Useful in 
‘More Widespread’ Shop 


New York, April 24—Emerson 
Foote, one of the big names in 
the advertising agency business, 
cleared out his board chairman’s . 
desk at Geyer 
Advertising this 
week and walked 
down to Rocke- 
feller Center to 
resume his career 
with McCann- 
Erickson. 

It was the third 
time in 15 months 
that Mr. Foote 
had startled 
Madison Ave. 
with a sharp 
change in direction. 

He resigned as exec vp of Mc- 
Cann in February, ’57, walking out 
on a ten-year contract. 

He came to rest at Geyer eight 
months later, after making “a sub- 
stantial investment” in the agency. 
It took seven months at Geyer for 
Mr. Foote to reach the conclusion 
that he would be happier, after all, 
at McCann. As he put it, for the 
record: 

“T have concluded, after deep re- 
flection, that my greatest personal 
usefulness is to a business with 


Emerson Foote 


widespread operations, such as 
those represented by McCann- 
Erickson.” 


Mr. Foote, co-founder of Foote, 
Cone & Belding, returns to Mc- 
Cann as a director, senior vp and 
member of the operations commit- 
| tee. There was no word on his pre- 
cise responsibilities. Marion Har- 
per Jr., president of McCann, 
announced: “As previously, he 
will be concerned primarily with 
the practice of creative advertis- 
ing and marketing.” 


® Geyer is the 41st largest agency 
in the country; it billed an esti- 
mated $19,000,000 in 1957. McCann 
is the nation’s No. 2 ad shop; it 
billed $262,000,000 in 1957. 

During Mr. Foote’s tenure, Gey- 
er did not add any major accounts; 
it did lose the Boyle-Midway divi- 
sion of American Home Products. 
With Mr. Foote personally leading 
the attack, Geyer finished a strong 
runner-up to D’Arcy Advertising 
Co. in the competition for Colgate’s 
Halo business. 

McCann, which began its spec- 
tacular climb when Mr. Foote 


joined the agency in 1951 (it was 
(Continued on Page 88) 


REGINALD ROOME JR. has been named 
advertising manager of Underwood 
Corp., New York. Mr. Roome, for- 
merly director of advertising and 
sales promotion of Pro-Phy-Lac=®* 
Tic Brush Co., Florence, Mass., suc- 
ceeds Carl Ruprecht, who will re- 
main with Underwood as an 
advertising consultant. 
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NOAB Billings 
Hit $74,429,237 
in ‘57, Up 6.1% 


New York; April 23—The Na- 
tional Outdoor Advertising Bu- 
reau reports billings for 1957 of 
$74,429,237, a 6.1% increase over 
billings of $70,142,295 in 1956. 

The organization, established in 
1916 by advertising agencies in| 
order to service outdoor advertis- | 
ing campaigns, has four offices. 
Billings break down by office as} 
follows: New York, $38,560,941 
($33,049,017 in ’56); Chicago, $26,- 
358,325 ($28,609,647 in °56); San) 
Francisco, $9,509,971 ($8,483,631 in 
56). The fourth office—Detroit— 
processes no contracts. These are 
handled through the Chicago and 
New York offices, and Detroit 
billings are part of their totals. 
The bureau estimates that agencies 
serviced out of the Detroit office 
are responsible for about 30% of 
NOAB’s total billings. 


® Billings for the two outdoor 
categories—painted display and 
posters—were shared in the fol- 
lowing way: painted display, $16,- 
126,060, a 3.9% increase over the 
$15,523,273 in billings in 1956, and 
posters, $58,303,177, a 68% in- 
crease over billings of $54,619,022 
in 1956. 

At the annual meeting at which 
the financial report was made, six 
agency executives were added to 
the board of directors: Charles H. 
Brower, president, Batten, Barton, 
Durstine & Osborn; Edwin Cox, 
vice-chairman, Kenyon & Eck- 
hardt; Marion Harper Jr., presi- 
dent, McCann-Erickson; C. K. Lil- 
ler, partner, Liller, Neal & Battle; 
Leonard Matthews, vp, Leo Bur- 
nett Co., and C. M. Rohrabaugh, 
president, Kudner Agency. # 


Senators Cool to 
Drys Quest for 
Liquor Ad Ban 


Magnuson Gives Langer 
Bill Little Chance of 
Being Reported by Unit 


WASHINGTON, April 23—Advo- 
cates of the Langer bill to ban 
interstate advertising of alcoholic 
beverages attempted at hearings 
last week to borrow what they 
believed to be Madison Ave. tech- 
niques, sometimes with disastrous 
results. 

The temperance forces almost 
appeared to be filibustering their 
own bill with over 50 witnesses 
appearing despite the fact that 
only 37 were scheduled. They suc- 
ceeded in taking over the entire 
two days slated for both sides to 
present their cases, and still were 
not finished testifying. New dates 
have been set, starting April 29. 

Bishop Wilbur E. Hammaker, 


McCabe 


Mullen Carr 


“No single magazine, even a Life or a Reader’s Digest, is big enough 
to swing the job... alone.” 


We Call It ‘Marrying’ a Magazine... 


Magazines, those unique reposi- 
tories of current advice, informa- 
tion and entertainment, have lived 
through thin times recently, but 
think their future is sunny. 

‘That future includes: 

e A larger share of national ad- 
vertisers’ dollars. 


e A battle for first place among 
media. 


e A restatement of magazine val- 
ues. 


e A reappraisal of how the medi- 
um is used and how it is sold. 


e The increasing use of multi- 
magazine or combination selling. 


e A return to print media by ad- 
vertisers. 


s The year 1957 represents what 
William B. Carr, vp and ad director 
of McCall’s and chairman of the 
Magazine Advertising Bureau di- 
vision of the Magazine Publishers 
Assn., calls the “nadir” of the mag- 
azine business. While it carried 
more dollars than in 1956, its share 
of national advertising volume 
shrank—to about 28%, substantial- 


Combination Sell Seen as Magazines’ 
Key to Winning Media Hegemony 


How magazines and magazine advertising shape up today and 
where they are going tomorrow was discussed by the heads of 
the Magazine Advertising Bureau in an ADVERTISING AGE in- 
terview. Among the subjects touched upon were the status of 
magazines in relation to television, and some differences be- 
tween the two that will help shape the future. This is the third 
of a series covering media promotion groups. 


ly less than the 35% that went 
into television. 

That descent in share of volume 
was accompanied by a completely 
new examination of the magazine 
advertising business. The MAB is 
currently getting a new look, and 
the new look is multi-faceted. The 
ad directors of magazines who 
fashioned the new pattern are con- 
vinced of some approaches to the 
future. Here are some of them: 

1, Print—magazine print—is per- 
manent. “It’s here to stay; it cannot 
be supplanted by other media.” 

2. Magazines have a unique 
franchise. “The whole world is not 
a matter of entertainment; enter- 
tainment is the key to the broad- 
cast media—no entertainment, no 
big audiences; and they must have 
the big audiences to pay off.” 

3. A tougher selling climate fa- 
vors print. “This recession has 
forced a reexamination of print vs. 
broadcast. Broadcasting will con- 
tinue to grow and will get more 
money, but the swing is back to 
print.” 

4. The magazine is flexible and 

(Continued on Page 116) 


At Geyer the Mail Room Is Creative ... 


Creativity Is Agency's 
Sole Product, MacManus 
Head Asserts to Admen 


Wuite SuLpuur Sprincs, W. Va., 


the breeze sweeping the golf 
courses surrounding the Green- 
brier, the agency business reas- 
sures itself that it is a creative 
business. 

This year’s reaffirmation cere- 
monies at the Four A’s convention 


Four A's Meeting 


were led by Ernest Jones, president 
of MacManus, John & Adams. 
“Creativity,” he said, “...is ad- 
vertising. It is our only merchan- 
dise. Our single product. And 
heaven help the agency manage- 
ment that does not recognize that 
fact of life. They may wind up as 
unemployed as Zeppelin pilots. 
“Today I honestly believe that 


Westinghouse TV 
Ad Proves Gold Mine 
for Bausch & Lomb 


Rocuester, N. Y., April 23— 
Bausch & Lomb Optical Co. literal- 
ly struck gold in a demonstration 
used in a Westinghouse Laundro- 
mat commercial on television. 

The demonstration, seen several 
times on “Studio One,” shows how 
sand is washed out of clothes and 
into a jar trap with the Westing- 
house washer. 

Bausch & Lomb thought this 
might be the answer to the prob- 
lem of how to separate tiny gold 
chips from cloth on which they fell 
during grinding process for gold- 
filled spectacle frames. 

The optical company formerly 
used (1) a large commercial wash- 
er to shake the chips loose from 
the cloth and (2) barrels filled 
with sawdust to filter the chips 
out of the water. The sawdust was 
then burned leaving the gold. 

Recently, changes in plant lay- 
out dictated another use for the 
space occupied by the commercial 
washer, and a more compact sal- 
vage method was needed. 

Westinghouse set up a. unit in 
the Bausch & Lomb plant; now the 
company reclaims its gold using a 


$300 washer. + 


Cash Calls Press 
‘Chicken Licken,’ Cites 
Linage Dips; Quotes Ike 


LusBock, Tex., April 24—Nor- 
man E. Cash, president of the Tel- 


Methodist church and national 
temperance and prohibition coun- 
sel, acted as a sort of m.c. in in- 


evision Bureau of Advertising, 
lashed out against tv’s print com- 
petitors in his report to the TvB 


troducing the witnesses and coor-| board here today. 


dinating the testtmony, a post he} Mr. Cash accused newspapers 
has filled in previous years. But |of waging a campaign against tel- 
this time, the temperance forces |evision. “The public press is be- 


tried to inject a note of glamor by 
leading off with national writers 
and religious leaders, Dr. Norman 
Vincent Peale, Dr. Dan Poling and 
Dr. George W. Crane. There were 
also many neatly turned phrases 
to point up the dangers of alcohol. 


s The usual hundreds of thou- 
sands of letters had been directed 


to committee members and other 
legislators in advance of the hear- | 
(Continued on Page 48) 


having like Chicken Licken,” he 
said. “When one advertiser can- 
cels one program, the public press 
is quick to cry that the sky is fall- 
ing. When that same sponsor buys 
another program or moves to a 
different form of television, the 
public press is noticeable by its 
silence.” 

The head of the tv drum beat- 
ing organization asserted that tel- 
evision is continuing te produce 

(Continued on Page 89) 


Dozens of Newspaper 
Successes for Every One 
in Radio, TV: Lipscomb 


New York, April 22—Charlie 
(Crusher) Lipscomb Jr., head of 
the Bureau of Advertising, ANPA, 
climbed into the boxing ring at 
the Waldorf-Astoria today and an- 
nounced to members of the Amer- 
ican Newspaper Publishers Assn. 
that newspapers are ready to bat- 
tle all opponents. Mr. Lipscomb 


identified his medium’s principal | 


foes as radio and television. 

“For every good radio or tele- 
vision success,” he shouted, “we 
have dozens of documented news- 
paper success stories,” 

Warning that newspapers are 


Media Boosters on Warpath 


NBC Radio’s Culligan 
Hits ‘Juke Box’ Stations, 
Calls Affiliates ‘Tiffanys’ 


Omana, April 23—The head of 
the NBC Radio network yesterday 
|predicted that network affiliates 
will be the “Tiffanys” of the radio 
business within a couple of years. 


predictions on record in a speech) 
yesterday before the Omaha Ad-| 
vertising Club. He said that knowl-| 
|edgeable radio operators estimate 
jthere will be more than 4,000 ra- 
| dio stations by 1960. 

Mr. Culligan forecast that less 
than 700 of this expanded group 
would be network affiliates, of- 


Don’t ‘Play Business Man; Work at 
Advertising,’ Jones Urges Four A's 


lthe greatest barrier to creativity 
‘in some agencies is the fact that 
‘management is having more fun 
|playing business man than work- 


ing at advertising.” 


April 25—Every year, warmed by |® Clients aren't impressed with 


charts, machines and pushbuttons, 
Mr. Jones contended, since clients 
have more—“It is quite likely 
that Procter & Gamble or Gen- 
eral Motors has more IBM ma- 
chines out of order on any given 
day than are owned by all agen- 
cies.” 

Since clients are expert manag- 
ers, they don’t want this from 


Curtis Acquires 
Voting Stock of 
‘American Home’ 


New York, April 22—Curtis 
Publishing Co. has entered the 
shelter book field with the pur- 
chase of the voting stock of Amer- 
ican Home. The magazine will be 
operated as a Curtis subsidiary, 


‘American Home’ Offers 
New Regional Ad Rates 

New York, April 22—Other 
news at American Home is its 
new geographic regional rate 
schedule which goes into effect 
with the July issue. An adver- 
tiser using page or half-page 
units can now run his ad in one 
or a combination of four re- 
gions. 

The one-time b&w page rate 
for 12 eastern states is $4,850; 
for 14 southern states including 
Washington, D. C., $2,800; for 12 
central states, $4,640; for 11 
western states, $1,850. This com- 
pares to the regular nationwide 
rate of $11,740 for a one-time 
b&w page which went into 
effect with the Jariuary issue. 


but the present management, staff 
and offices will remain intact. 
Voting stock in the magazine 


had been owned by W. H. (Doc) 
Eaton, publisher and chairman of 
the board, and Mrs. Jean Austin, 
editor and publisher, who together 
have charted the course of the 


Matthew J. Culligan put his) 


(Continued on Page 85) 


All the good things Nature puts into corn... 
Corn Plakes 
Sr = 


you get out of 
b*. 3 : 
NEW LOOK—Kellogg Co.’s new 
“Sweetheart of the Corn” wears a 


fering the top stars of entertain-|corn-decorated sunbonnet and a 


vulnerable in the retail field be-|ment, world news coverage by au- |less cornfed look than the original 
cause of their dominance, he/thoritative newsmen and COM-| sweetheart in the inset. This ad 


pointed out that radio and tv have 

been 

after” the $2.5 billion of newspa- 
(Continued on Page 89) 


jmentators and big special events 


=o 
(Continued on Page 89) 


“publicly stating they are|like the World Series and political |"¢"* in Look May 27 and in Life 


July 21. Leo Burnett Co., Chicago, 
is the agency. 
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Ketchum Says It 
May Retain Some 
D.C. Chevy Dealers 


PITTSBURGH, April 
Chevrolet Dealers Assn. of Wash- 
ington, D. C., has formally given 


the required 90-day notice to can-| 


cel its ad agreement with Ketchum, 
MacLeod & Grove, Pittsburgh 
agency (AA, April 21), but the 
effect of this action on KM&G re- 
lations with individual dealers is 
not yet clear. 

KM&G president George Ketch- 
um said here, “I just don’t know 
yet how it will work out. Our peo- 
ple were not at the dealers’ meet- 
ing. 


“But aside from our agreement | 


-WDAF, WLAP Sales Okayed 


with the association, which has al- 
most 90 days yet to run, our work 
for the dealers is on an individual 
basis and we bill them individual- 
ly. 

“I would say now that we hope 
and expect to continue to serve 
some of them. 

“We work for Chevrolet dealers 


There’s nothing different about our 
arrangement in Washington. The 


the work we’ve been doing and I 
might point out that Chevrolet 


bined.” 


It’s been reported that the deal- 


ers want to avoid any danger of 
violating the anti-trust laws that 
might evolve from their relation- 
ship with the agency. 

KM&G opened its Washington 
office on Jan. 1 this year. Mr. 
Ketchum said the agency handles 
“several other accounts” through 
this office in addition to the Chev- 
rolet dealers. + 


The Federal Communications 
Commission has approved sale of 
WDAF and WDAF-TV by the 
Kansas City Star to National Mis- 
souri TV Inc. for $7,600,000. Na- 
tional Theatres owns 100% of Na- 
tional Missouri. The Star was 
required to sell the station under 


jin half a dozen different areas./a consent decree. The FCC also 


approved sale of WLAP am-fm 
by Community Broadcasting to 


|dealers there have been approving) WLAP Radio Inc. President of 


the purchasing company is RKO 
Teleradio vp John B. Poor. 


23—The | sales in Washington in March were | 
ahead of Ford and Plymouth com- |U.S.-Mexican UHF Deal Okayed 


Government officials have re- 
vealed that the U.S. and Mexico 
recently reached agreement on 
assignment of uhf tv _ stations 
‘along the border. Details were 
|held up pending the final signing. 
The agreement has already been 
initialled and the U. S. ambassa- 
dor in Mexico City has been in- 
structed to sign, it was revealed. 
_KTXN Sold for $200,000 
KTXN, Austin, Tex., daytime ra- 
| dio station, has been sold for $200,- 
/000, according to Hamilton, Stub- 
blefield, Twining & Associates, the 
national media broker which han- 
dled the transaction. The sale is 
subject to FCC approval. Robert 
Pool and Robert Pinkerton sold the 
station to Jack Schatz and Giles 
Miller. 
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belongs on every 


“A” Schedule 


Here’s why: In the rich Puget Sound area there are two major 
markets—the Seattle market and the Tacoma market. The dominant 
Seattle newspaper has a heavy concentration of circulation in the 


Seattle market and practically none in the important Tacoma market. 
And the TACOMA NEWS TRIBUNE delivers the concentrated cov- 
erage (83,446) and high readership in its market . . . Washington 


State’s 2nd market. 


This market situation is well recognized by Pacific Northwest brokers 


and manufacturers’ representatives. That is why they request the 
Tacoma News Tribune be included on “A” schedules for their products. 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
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Advertising Age, April 28, 1958 


Highlights of Tnis Week's Issue 


Four A’s meeting conferees’ conversation 
is dominated by wonder about effects of 
recession on business, while program 
touches on creativity, marketing, Frey 
report 


Postal rate and pay increase bill faces an 
almost certain veto, White House 
spokesmen say 


Northam Warren shifts its $2,000,000 cos- 
metics account from J. M. Mathes to 
Doyle Dane Bernbach 


Newspapers had record ad dollar volume 
of $757,401,000 in 1957. Automotive led 
with $199,578,000, an increase of 9.5% 
over the 1996 figure 


Aute makers spent $4.54 per new car in 
advertising in magazines last year, Farm 
Journal reports. Total expenditure was 
$27,747,625, $19,096 less than the industry 
invested in 1956 


Advertising Age plans three-day summer 
creative workshop July 23-26 at the 
Edgewater Beach Hotel in Chicago, with 
Steuart Henderson Britt, Northwestern 
marketing professor and former admin- 
istrative vp of Needham, Louis & Bror- 
convention .... Page 2 


Emerson Foote startles ad world for the 
third time in 15 months by pulling up 
stakes at Geyer Advertising and mov- 
ing back to McCann-Erickson as direc- 
tor, senior vp and member of the op- 
erations committee Page 2 


Plough Inc., which has invested $80,000,- 
000 in newspaper advertising in the 
past 50 years, gets a special award 
from the Bureau of Advertising at the 
American Newspapers Publishers Assn. 
convention 

The National Outdoor Advertising Bureau 
rang up $74,429,237 in billings during 
1957, 6.1% more than it scored in 1956, 
its annual report reveals 


Temperance advocates almost filibuster 
own proposed bill to ban interstate 
advertising of alcoholic beverages as 
they line up 50 strong to testify before 
Senate committee 


Bausch & Lomb listens to Westinghouse 
tv commercial, finds it can mine gold 
using a Westinghouse washer ....... Page 3 


Creativity marks theme of Four A's 
speakers; Ernest Jones of MacManus, 
John & Adams tells conferees that their 
clients want advertising ideas from 
them, not business management ..Page 3 


Curtis plunges into shelter magazine field 
by acquiring controlling stock interest 
Of American Home ...............:...ccc00 Page 3 

Canadian advertisers will have a coast-to- 
coast television network after July 1 
when the Canadian Broadcasting Corp. 
extends its microwave network to Vic- 
toria and Vancouver, B. C., on the West 
IEE ‘sitinitbatsinnceiencenccsiptheennttiomemateee Tae 


Coler ads can be improved by using me- 
chanical aids, Photography Consultant 
Egon Berka writes in Advertising Re- 
QT OTGIIED oscecccccvvccccscccverssccccccssssncecseones Page 16 


Fully informed salesmen can crack 1958's 
buyer's market in industrial selling, 
seventh annual Ohio Valley Industrial 
Advertising Conference is told ....Page 28 


J. Davis Danforth, new Four A's chair- 
man and exec vp of Batten, Barton, 
Durstine & Osborn, started in the busi- 
ness, and with the agency, 25 years ago 
as messenger boy after giving up a 
chance to play a violin at the Heigh-Ho 
Club with Rudy Vallee 


Direct mail offer needs to have glamor, 
romance, Lawrence Chait tells annual 
Fort Worth-Dallas Direct Mail Day sem- 
inar Page 36 


Radio industry will eelebrate Radio Month 
in May ........ Page 36 


D-X Sunray boosts its premium gas with 
boron with missiles and satellites theme, 
underscoring fact boron is used ior some 
rocket fuels 


Henry J. Kaufman & Associates per- 
sonnel and clients win six awards 
in Washington Art Directors Club ex- 
hibition Page 39 


New York Times had a net profit of $3,- 
010,067 in 1957, first public annual re- 
port reveals Page 46 


Half-truths are hurting the advertising 
business in the minds of the consum- 
ers admen are trying to reach, Draper 
Daniels of Leo Burnett Co. tells ninth 
district AFA convention 


Ad tax threat abates, but U. S. rule on 
deductibility still threatens advertising 
industry, American Newspaper Publish- 
ers Assn. is told 


An advertising foundation to remove pub- 
lic misconceptions about advertising is 
urged by Arthur C. Fatt, president of 
Grey Advertising Agency Page 91 


$100,000 ad budget is allotted to interna- 
tional fair in Chicago .................. Page 92 


43% of nation’s retailers feel business is 
down, but not their own, survey 
BD ccxnenssnctenintensnvnetites Page 93 


Ad Council would do best to keep quiet 
during the recession, Martin Mayer, 
“Madison Avenue, U.S.A." author, 
BD seincureticanideeemarneeminiiiiipediions Page 95 


Ira Rubel offers 14-point plan to solve 
the problem of agency compensation in 
March-April issue of Harvard Business 
Review 


Marketing is an act of creative thinking, 
Walter Weir Says 20.0.0... Page 107 


REGULAR FEATURES 


Advertising Market Place ... - 
Along the Media Path ... 
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of reproduction applies whether 
it is engravings for letterpress 
or positives for gravure. 


That standard is: the best that can be done. 


COLLINS, MILLER & HUTCHINGS, INC. 


letterpress 
gravure 


333 West Loko Strut at Waekan Drie! « Chisago 6. 


he same standard 


a 


_— « 


——— 


a) a. a | ae rs oe Vee Mi ee a ie Mae See rr Ee 4 iT RN ‘<a Dae a . Bi SR a” pam A. AEN, 4F en me en Teme at ec F a tale oe Oe ll ie ee RAPE pene 5 me Mee en oo Si nT ae ea a eo 
a a = ASG Sigh Muha So ae ie Bee Ty Kego W s AR  , gee ech feo ee Care ee Te iat ae CNG Alle aie Be a (haem en ae eer : ae. een oan Egipee 
‘ Me ie oy soleactict a i Me ee Pic ee eee ee DAR ae Pea ere ae 2 r ; 5 Be Sg, | MR ele er . ee ee 
CA: Age eae ines eee - ; ee eee Se oe A eRe eke eee Sari hh hk: Oe Ree ty ice ee ai ee as ee 2 
i Se a re eS rere a ae ae eS See eee cine bea Haeerg oe gh een — eo ee on a gt pe lgrye ch a ae ¥ Pte ee ba ee cee : iba. ae 
i. ee ee ee) ee ee eee ine me ee CUR: MR Np Se a he fe ee jg Poe ee Ome Aa aaa a WER ok hes a Oe pee ed ge ee 
ee eee See een ee Ee ee tn ee ee i i lak NS Ne ae he ow eae: he epee eS: es aie: ee Pee ee a a bene ees hey Se ere ee 
Ea . 3 * f - s SR: ie a 4 4 “ - Sago ia ie aa me Pet nughinons ie Re eae oe ey, Pci ae 
- \ : 
5 
: 
| i ee 
: 
| ee | 
s i 
ae ¢ 
F 
' 
as , 
re Pe po 5 
ee 
a 
| Po | 
Po | 
. 
_ Po : 
# s. 
ris 4 s 
. 
; — | 
Nl | , 
ie , | 
aie nt | 
— P | ; 
at 
, . 
F a 
3 | 
. | 
if 
— - tax, | : 
i. : : 
fh Po 
a : aoe | 
ie : = or “ } 
i ws Me ae n % | 
i. . : hy ec . I arith 
‘i ra » ‘ 7 A aes, . 4 +f | 
3 s g * Ps. . | 
he | ] ay gl eh Procter & Gamble invades Italy with Spic | 
4 4 Pe Hw, Memetn S Span Cleanser 20.00.0000... Page 97 | 
. Eta Li, oA: 
es ge 0 Re - ‘ ! 
; pc Srnec eae a) = ry 3 PO 
mo , . ae ; 
+ . ete : 
. 4 ‘Hcy ee 
a i . ae ae iho 
1 ct = te yf 102 
: mf 5 7 lens ao ' Ae y 
= Pas . F } Py toe . a 
nae * i oe ae > ie 
pas) Rac : In Lotham ‘ aaa a ; 
: tin « i ; ; Bs oa 
: Re > pees ~ ek oy ae a ee : 
= 3 
, a ; 3 e 5 | 
r : me "2° y * oa . ‘nts 
J oe is: ES 7 “ity 
: —a es "1 . me 
“ee nek 
aa 2 \ 
ie i : . ek aa 
" : \ * 3 : 
“7 ; ‘ ‘ 
ha Youth Hert pe Phere TS S| Locher cm one 3 ate E: i : 
i im . aw ———————— 
a 
iw 
* 
s ce a ee ee ee 
ig * 
ES ett oO RE 
aah u av 
ep | GR 
ae 
i. 
*.. 
her, : 
oe 
Se, a 
Mast | 
fy 
v me “a 
ee | | | 
SC | 
* ee ae 
: ee 
i ; 
ee 
4: ; i P| 
be a 
ie os ‘ P 
: kaa acme hen. cee ee: | aie LT iid ee eS Ae ish i ; ised, Tame ee eee oe ah) a a en eae ee i fue > = c os eee hant 3 : ol rts b a: 
x #6 po gees : bor ; aa - SE Feat ps ee ee ee eee val Fea PR Blzs sigan gett a, age ge Seesen ly pela (ek Face eth ae Peer ele Steen tee os pig ae: 
: —— ae Neer a eee soe Fee a SA a, ST ica Be ES : : ae =) ' é ae ees Ms oe ale a : : Bi foe : pee G ; 


eh > a eee eee ee nat a a eee ee ee eg Is met ee A Wi A) sag i ead ee Se ee Oe eS Pe Pa ee “4 oS give, oe Lae 5 oe eS Se ane ore. - ral 3 <> 
See ie re ee SR a ameter ee, a ee ae, aan: ees eet testa yee ie oth Ei ae Aen 0k, See Peete 2 wee RR Oe 
en ee Seas fete ee Or rs. > ee ees Sp Sige, s ey Yee fo Tae ae oe ele ee, 2 ! Be: ees ORs ES ee eee ee REM Ra. Sree | : an eR ata “ PS 
Ponke 5 ie ; eS he TRS Filta ‘ ey a hey 2 oe oe a peat au : So oe. =a Ee ae ore ¥ 2c ie ee Se a TRI Wy ae ree, es eis Re vat 
ae Tee = ¥ ig: eer staat Creel be cf Si a etic ae 2 eer 2 pee en gee eee Riga Teter s AALS os ye en Reeth eae ev: ae, aan _ 
; Ane Th : ae ba a ae Tn eer Eerie ee Aes = lee a eee Wee ae ge al eee a co Sets ieee TLR Ie aE ie Dah ee : ERE Re 
i ieaiy eke a eee epee f ea See: a het ne se oe (i, ea c= leer ; <— ope: pre a ig cl ese thai , 5 Bg Seg ohn ' 
i ae aaah a es ee ae ee ee ae hee (alll RRR eee AIR i a I > er ae eT ate et pe ieee Ane cin 3 ra Pes cio on ii 
ee te sae nee) Na ee OR een Siete “y on es ee ee pat toes eet oe Sg een ai Cee Priest toc ants larga MRT gs 8 ai oe Ce ea, ere ee i i 
* see : a Pep haicartys d A a 1 rod 3 ae pee Sage eke ees aca a een 3 ee : as $ i 5 ; er be . ° 2. > te Re Sn Wie brn a =p : is. Foes! Aes 
5 é a ; : ace : oe ae a. ee, 
: e 7 . pat 
aa Be. 4 
‘ P % ; ‘ ; 
ay A . . Ke ty 
. x i nes , ¢ * - oe 
* 4 + . 
gr : t ‘be 
: roy 
, s a 
1 4 $8 ; ‘ # o 0 me 
4 : “ta 
- ‘ . 
‘ y i 
, : S : : 
€ | 
$i & ee J 
* : 4 
wed : 
| q ee 
' : 
{ ‘ 
oats 2S 
S get “ : 
) ay . ft 
: ; 
ie 28 
es wei : 
, : ' 
we 4 
i ~—. F 
| — ae a ee i Aes? 
A os & 4 -* Big j % <4 ti 4 i : ond tug a aol 
; P 2% a ‘ee 5 2 ee . sas 
- Al e/a So aie Bi 
i aia A Se as 4 oS ae i Sa . 
i —o7 +e TS) ane ‘She. ge rr ke 
a a i amu 2 
Betat: fk Da a aX. ‘ 3 Ie eras Bs 8 
, a . }% tae & 5 +. a clea age * , 
i 4 shh ae Ee Cas ' 3 a ee eee 
tt ae ee eo EE a ’ 
" ; é Sid re 7 RS i ae 2 , “tig ec Me 5? | 
a eer | Re rma © Be ee, oN i 
) ; , ~, ied Shs aS ia he Ss are . _— « 4 = ere fae 
} a) GN = ee SE ee [aa Co ee sis 
 %. ‘ Ey Sa ee ae ee ‘i — . a a? 2 aaa oe 
: ae _ ® wos = Oo 
; ; me Jolie OES ose i / 4 3i 
2 eee it” lire Re J é aes rs ss 
s * : ae La be : ? Pei 
Pe 4 a i Ae Pl nati sii zal 1 < “a ; 
oe fe ie —— 
: te fe 
é ae > Ms a ee sistas } 
eral “ere fT aalt e lt! ee 
% ee ee, 4 . Me | ET of 
: ye F i a Ale gilarre SE in ints Se) es 
1 * 7 E — aie Pi wa ee } 
. a ” k a es ees x 
(Be oo Soa » et ah ee it 
ia , a ‘ i Pa ee ies 
a — ee - 
js z a - 4 
ca ) . a a 
%F — . i 
7 a y 
- k © . en 
‘ ' % iy 7 . t is et 
re it *, 9 a = : Sy 
a a 2. soi oa ; 
i & _ i “ie! MER A 
a oes 3 — ‘ — SSI ee 
fy ‘ # be 7 Z- e ; — pe aa , 
P ; 3 . — Se i 4 « a 
dig. : a, J q te aa ee 
4 «% ee dua & “ = 7 * ‘i 
" . . a i eh oa) aie hk Se 4 
. “ A OHS ae Ay Ca ie & 
| « Sas Ree ete De 
’ 4 Lg Ae eae oe ali 
Q Boy See ered 
| a ‘i a Ee ae an ap a 
ou , q eee iis ae 
, , a ' Pn ec 
i ‘ : , ls em. ; 
Tas a > ~ - 
3 o ’ ee ; ; 
< = - " « on 
i? ‘ 2 ‘ a 5 ny oe We, 
2 . ae a . ook poser ee i iis 
. ; alc i. oo a ae - | i 
Py s Pat it : . ) gine oe 
' = © 4 " a 
a 4 me a ; - 
- = ee kaos a s 
acs - ee aa re! es > . my 
Bs 4 ; ey ee te e* ; 
ei (aS AE hea re oe ; ie , 
in ac oa rae " “J _gée s 
‘ Fe gi og vs 4 ‘ a £ nt 
fj cs ad rt , : 3 ‘ ” a_ ~” > 4 e y , F 
y Ol —— al a 
, ee ce e: ry oe” od : ‘ 
| es ae : RE 8S on .. o x i 1 
™ Ri ee lee | 4 SR a= ie halt as » : 
> hs. ie — . aa § 
i. ee Mees eames SEE = eS eae ss — : 7 
. oe ee Se —— le or ; 
4 ee) i: i «ae oe eae rs os AY ae eee Tie 
ie ~ : <i a) qualms Gee! a, 
: ge a yes ee ." PS og Ta bis’ ine | 
ty ft ’ ll id tie nc Cela = 58 , , yy ae , it jC - 
3 >" ee A ip Sa ee ’ ta tae a ‘ eae my ee ee ‘ 
. = ann aee or a: Z re i ties as : ion wall ie eh go a2 or * coe ae Phy a haga fi b * a 
; peak : acini oa a ey eye ee - hte Se 2 ital: ait : an ¥ as ees a & Ps a . ' 
ieee ae sai ar Preaita. <. teaaee Poo: f ~~ ° fee al cae gece hale oe on ain 7 
% Apa: i a: Pea” € Weer en é ve eee, os vg ae & : eee Lira . ee ~ a Bo ie i 
a } eo ae aoe PO ons 0h Ae 5 ae ee : F a a : eee eek a ee oue Ms ~ F ie a 2 J 
sags Petra? ee ee nt coats, Jo a a , OS ge 8 Ee as eee ne ok a ae ; - 
. at oh a eee ae Dear oe, a ae gl pT ee, ae a ne ea me Boe 
P aa ceed (ie eae (Bok pas a b RR ae. oe ne" i . ea 
¥ Rae Ae, ee ee oom * sa “gt : St pe ee Mae ee “, c S é ar 
ae ; $ , eee Bie ae eget eae : ay ek ? PR ei ee ne He pS TR aE Fs am 3 
° - “ ‘ ai r ae Peer si ak bi ; en POG eM ee PE ge oe RS, “ll toe 
— =< al ae ae ee ee ae es ee at 
; ~ oe Reman Pe, 5h: Sree ak AB: Ss ON ie mney rieter oo re aap th Reeth «3 teal aaa? eae 
® Ne, ia es BPS thee Sea ees ri nT eS ee ee eae Cee a 
a ‘a . reat ae : a ae ahi" aelateea ee. oe ook r aed ee Se aera etre a i eae cage, eh 
"i Wee " 4 a ra . ee ee ae MO ee Sy en ee ee as. ee eee ae a 
 & tien , ‘  —_— Las oe ce, ame: eC OF eae er a | a - ie TSO Nines 8,4 i oe on ine.) eee is, Seer a ee pene ce ee ne erat “ae . ae ;: 
me. r an Be” EGS, cs 3 es Oey © an ee — cee ad Ech eis eee pes : exci eet ae ees He >. ea! Ns sis Jee a = 
iy ‘ re 8 eR, Si a cr Cie ten” AND rs See. ge Oe Ame OH ee ae eh 7 ee ae, ee, ae ee ee mae ee Ree es Mg I OO So pete MP, Be i Pi 
iM Ee a a ee a. ME eek Mem pie se NI 
a e - a ane /) oie Ss lira Sn oh Chen ie oy emer aa gg ee ; (RS, ; en 
, 9 Z 
sa ? - . 
P : a . : x 
5 4 — 4 ei ee ae ee Cy: re ae ae Pe eee = i & gin a oe cy : 
ry et ‘ le " ‘ pars ny ete eg pug ag Shore: : a ee ee. ‘ i , 
o£ Bee. ee Cee See ee e * wit : . ‘ es ead — 
% , oe a | e am no n run wee 
; ; 3 ee ee a a en, ee - . 
eee ¥ 5 Ryo res uke ee ane ane ae ed: . . ae E 
Ue ae e Beg on ct ss Se as ee 4 f commen _— : : ; eae Sx: 
Big soll MEE ne Ee eee i : ae oe, aye Peis 2 iio eee ee 
<> ee te A ee ee, Ui re i ei te Sie ee Oa ee ge eet ae ee 
poet . se EO ME caren ee nee See a 4 - y = saa a) Seer 
oe ce, ice tap sce hes : Y eres Teh 
; ey 8 ae . ; ‘ nes ye eran 
a de ent! As office manager, I’m merely 
- RR cre ree te ss be a ‘a >’ ‘at oa 
so ee et oe earn i iy , 2 ‘ r ee 
5 a a eee Ware © A> a ‘ .« Set oy rm ee = ee yey ee hae. | ecm ie ae 2 “Caer! - ie he ge: Me ag Pa ope 
— ae ee Sere lh eS es oe ne, eee ae " 
— apes cee : oe ow Ls ma : Ns - * ‘ Bae F as mele 
— 9.) i i my me : 7 ‘ a ‘ i Sit ony 
— <= s- pequestin ext time : The 
: Riper cet ie eee ae se . g ): . : u Pete 
a a‘ ages Bn, oe Oe Teg ae ee 6 ¥ “e ee AER z oo ey ee ey oe cou pe 
en ern tare igre . ree nS a - bara aa oi “: = . a 
a -- im nme — (oT et ho Regen cc melacmme an oe a nn an lg Ee a annem A a RS AREER cenit tain Repay oe + Ria emanates meme nt a 
xi oe : 4 7 Sica aaa ce a eee aR Pe 7 Set <a igg ee Ce a — «55 hs ee i a ee * +o ae Ag nan rE ope 
a = ae a ea ee age Sub eS ee ane 
ina oe. je te ae ; wnt , ae ig 
— Wa eS es age ee Tee ee. Kiva 
i : a Ae ge ee : . eo yo Er ee 
a “hoo a a a ee See a , Godt ota 
aa _ ge as ea eras oe, ae Pe ae al . a ae . ; é , aan 2: 
—— “Ry Rate Myf ce i jon ca Sh a ee j } Se. ; Sa aeaitey 7 of, : i i = tl ee ad Sah i ey ea Ba 
| pellet. 8 es ee jw a es a : - be pager ; ; . a 
wo ae . ~ Re De sceeg z co a aa pag 5 a aes 
a Sk as re Pier = 25 ’ a : r i on Pi ay 
a ae FS eee m, ,10r heaven s eS 8 
. oat *.: : ; oe 7 ; a oF 4 bk eeko Vinke peve aney, x . ee mas Gani f ey ee oe 
a oe : ; ry: , ae : ae “A eee . Se ae ae cents ae 3 ee Nee kat ieee BF en ein tae ee a Us, 
| oy ye. eh ‘gta i “eis pele Cee ee ee f ie). age F hepa eee wed ee BN ta ane ie ean caes ae : = % Rs 
‘ ea ae ae ae a re ie oe a Oe oe ae ores enn pean ci eerie eee iy opt lee eR mek ersten eu aa ee ee ee eee eS eo eee” 
' De at : : Poly ie ena Se RN Sa er A aie ASS. Sa I ~n eeaentagee Sa Sa (8 i a Ra ao i DS a rel aaa ce idk Ra NN Sa Se che 
‘ * er = oe : a oe sas = lg Be f a: % ayes pce cat ae Bs ROS cc a ae ie a nt oe Bes an eee eee oe ee ne preg : ss a ages ae ae. ae = ‘uaa Se 
=e ie Vs eae 1 2 eee SS ee ER ete 5 ee ri easy Se ie ce i ee eee og ee ee eee week Teed gee Pre pate - ee 
es, ee a ee . 2 Fah ne ne ert enn ne _— _— ™ sistas oe Ne eee eo em re BGA Se. pa as ap ener ne Uy Se | ees ena... gies pene ae : Boal 
ee. ee ree OO Ee LT 
eo = eae iter 6 a eed A nat rei oe i. = ae . fs aA ie ea, ek ae aoa See ie ae PRE ie cn, ee Ee STAR eee RG RINET Se 2 <r 9 eee i ee ee ee ane . 2. 
2 Ctr emg ag Se es ym, Lt ea eee ey ae wate ii AR Pe gL ost Ally 2 aT Cae RRB nies) Te” et: Se ee en eae Cay, os ie 4 ae Be sale © Be ie 
a ees fee ha et aR are te tt ee eae are, al ag aac DNR a ae i Ss eee Th eat see ee ae aR 
: M air ee ees to Sgt PE oP ig, > os eames tee ee ; ha ieee elit PS ey - ome ; i aa! tS 2 5, “it fe aay, Ses a “. 
t ei ae < Sebe es 7s Sg iPass Se bie eS ee a a SU ag ae nga w 2 F sae = es 2 Fae el 7 a 6 ae am 
¥ ee tied aha aos bas ene se pe : Oe ean ; : eet ONDE sin” oe. Saale 4 a 
; Paleo ey Riad prc ak al : ee ame eee Pai Pas BSS ae ge pean ee pas ‘ as eri i ein we yi ce — 
tee & SA iden i ec an eg eee gh SO See fey or nnaes We, se Se gs ras “ i bie Paes es Khe : pA ieee 2h es 
Jeni ge i ee ae Spire eel oa ee ee Fey rg aga aa ae a et ee ee SSS oc? ee ne aoe 
: : me: % ; See pus z arian eo ae, ee ee a aes coe ae ew fey ere alte an Lear Me Vn egy. g ae Tee ae ae i 
‘pe ie Pee od =) Sn eae ne eee i Pee ee Reg oe ee rSaen Ci 1) er ce eae ae om ET Re ae ey ty gS NTA Gy Cn Ye i ae i 


Don't ‘Play Business Man; Work at 
Advertising, Jones Urges Four A's 


(Continued from Page 3) 
agencies; what they want are ex- 
perts at idea transmission. He 
warned: “If we negate our real 
strength by smothering creativity 
in a statistical straitjacket, then 
we are helping kick the foundation 
from the agency system. Because 
business does not buy what it can 
produce better itself. And it will 
not continue to buy advertising 
that is half-aspiration and half- 
asset.” 


s Edward G. Zern, Geyer Adver- 


tising, quoted Norbert Wiener: 
“When there is communication 
without need for communication, 
merely so that someone may earn 
the social and intellectual prestige 
of becoming a priest of commu- 
nication, the quality and commu- 
nicative value of the message 
drops like a plummet.” 

Mr. Zern’s approach was satiric 
—‘“‘How would you like to write 
copy for a movie that was actual- 
ly colossal?” and again, “Another 
way a copywriter can be helpful is 
to recall, each time he gets an as- 


signment, 


that when a doctor is|knothead around an advertising 


called to treat a patient with|agency who knows you're not sup- 


pneumonia he doesn’t spend a lot 
of time trying to write a brilliant, 
clever and totally original pre- 
scription—he just tries to make 
the patient well.” 


# While a copywriter can’t write 
anything as “giddy and garbled 
and amateurish as ‘Somewhere 
West of Laramie’” he can try “to 
get in all his copy some of the 
audacity and vitality and enthu- 
siasm that Ned Jordan put into 
that advertisement—in such mas- 
sive doses that it overpowered the 
sophomoric syntax.” 

A copywriter can help by split- 
ting infinitives and ending sen- 
tences with prepositions, he said, 
because “there’s always some 


posed to do this, and a copywriter 
can insist on doing it when it 
makes the ad read better.” 

A copywriter can also “trans- 
late Madison Ave. Swahili into 
English.” He quoted a McCall’s ad 
in which an agency president in- 
dicated “the public should have a 
better brand image of the organ- 
izations whose work it is to build 
consumer franchises for their cli- 
ents.” A copywriter can “explain 
to laymen that this means the 
public should have a better un- 
derstanding of advertising agen- 
cies. At least I think that’s what 
it means.” 


® He flashed a picture of Howard 
Bentley, head of Geyer’s mailroom, 
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on the screen, adding, “Howard 
asked me to tell this convention 
that the Geyer mailroom is a cre- 
ative mailroom.” 

Copywriters can bear in mind, 
he said, that the consumers of 
1958 aren’t the consumers of 1938, 
1948 “or even of this time yester- 
day. Every time they get shouted 
at by an advertiser who tries to 
substitute fast talk for facts or 
frenzy for friendliness or noise for 
news or yelling for selling, they 
get a little less responsive to all 
advertising. And he can remember 
that persuasion isn’t measured in 
decibels or dollars—it’s measured 
in ideas implanted and merchan- 
dise moved.” 


® Paul Smith, president of Cal- 
kins & Holden, reviewed for the 
group the recent conference on 
creativity sponsored by the New 
York Art Directors Club. Mr. 
Smith commented that he had 
been told “with admirable tact 
that many of the subjects covered 
by the conference would not be 
of interest to you. I don’t know 
whether they were considered 
above your heads or beneath your 
notice. . .”’ 

Mr. Smith mentioned among the 
problems inhibiting creativity 
those of pressure and of manage- 
ment’s “perhaps natural tendency 
to authoritarian thinking. People 
in authority tend to pass their 
personal bias and pet ideas along 
to their subordinates as gospel. 
Then again, a supervisor may give 
such detailed instructions, incor- 
porating his own approach to a 
problem, that the subordinate ei- 
ther fails to recognize, or is afraid 
to present, a more original ap- 
proach.” 

Mr. Smith suggested that a cre- 
ative reexamination of space and 
time buying, in the light of new 
electronic data processing meth- 
ods, would be resultful. 


@ Charles W. Ferguson, senior 
editor of the Reader’s Digest, 
stressed the case for apt words 
and strong vocabulary in a din- 
ner speech, but conceded in part: 
“Here again the wondrous physi- 
cal properties of our culture have 
far outstripped the development 
‘of our wits. Emphasis falls upon 
deadlines and delivery dates, and 
the pressure is for distribution. As 
one writer pointed out in a Nie- 
|man Foundation report, the func- 
‘tion of a newspaper publisher to- 
|day is to deliver a certain amount 
of newsprint to a certain point at 
a certain time. If it has writing on 
it, so much the better, but get it 
there just the same.” # 


Casey Named Ad Director 

Neil Casey has been named ad- 
vertising director of the plastics 
division of Ciba Co., Kimberton, 
Pa. This will center all advertis- 
ing and related sales promotion 
for the division under one head. 
Mr. Casey held a similar post at 
Ciba Pharmaceutical Products Inc., 
where he supervised special adver- 
tising and promotional projects in- 
cluding the company’s network 
television program. 


Eriksen Is Climax Ad Head 

Edward M. Eriksen has been 
appointed manager of advertising 
and promotion for Climax Molyb- 
denum Co., New York. He will 
continue to handle advertising 
and promotion for the parent com- 
pany, American Metal Climax Inc., 
in conjunction with his new posi- 
tion. He will relinquish his respon- 
sibilities as sales engineer for the 
miscellaneous metals department 
of American Metal. 


KIOA Promotes Dowell 

James G. Dowell, who has 
served as director of operations 
and public relations for Public 
Radi Corp. and station manager 
of KIOA, Des Moines, has been 
promoted to vp and general man- 
ager of the radio station. 
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The Saturday Evening 


Sell the TMiey} ff INFLUENTIALS 
-they tell the others! 


Prospect. Post-Influentials are forward- 


looking men and women (young, 
married, home owners, holding responsible jobs). 5; 
They and their families look forward to the Post, and [s ee 
when they read about a new insurance plan there, 
they’re ready to talk terms. 


Policy 9 out of 10 Post readers like the ads in the 
* Post. Read them. Believe in them. And what 
“* they believe in, they buy! ““Wouldn’t it be great to 
retire someday!” they say, and before you know it, 
they’re searching for the dotted line! 


Premium. 


Best of all, Post-Influentials are born word-of-mouth 
salesmen. (‘“‘Look at the insurance plan I’ve got!’’ our 
man tells his pals. ‘‘A life of leisure while I’m still young 
enough to enjoy it!’’) Politz proved that Post readers 
recommend and talk about things they read in the Post, 
like insurance or anything else! 


a 


sai } Post influence moves sideways—neighbor to neighbor, boss to boss, worker to worker —on eve 
Beneficiaries! spending level. And the Post reaches Influentials on every spending level. Who really benefits 
most? The Influential who retires on his policy? Or the insurance company that makes a policy of advertising in the Post? 
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Sponsor Shifts 
Liven Week 
for TV Networks 


New York, April 25—There was 
plenty of activity in network tv 
this week—and talk of still more 
to come. 


Attention was focused on the) 


shift of a couple of CBS shows to 
ABC, the uncertain future of sev- 
eral giveaways, the signing of a 
new sponsor for Bob Hope and the 
possibility that Milton Berle may 
return with a regular series in the 


fall. 
ABC 


“Leave It to Beaver” and Patti 
Page will move from CBS to ABC 
in the fall. Miss Page will continue 
with her present sponsor, Olds- 
mobile. “Beaver” will have three 
new backers—Ralston-Purina, 
Miles and a third to be signed. 
Miles and Ralston are dropping 
“Broken Arrow” (ABC) and will 
be participating sponsors with 
P&G on a new series, “The Rifle- 
man.” 

Chesebrough-Pond’s will present 
a new audience participation show, 


“E.S.P.” in Frank Sinatra’s old time | 


spot—Fridays at 9 p.m., EDT, start- 
ing July 11. 


CBS 


The giveaways whose futures are 
shrouded in doubt all are on CBS. 
Revion’s “$64,000 Question,” the 
show which started the current 
money and prizes binge on tv, may 
go off for the summer to be re- 
placed by a prize program called 
“Bid & Buy,” but “$64,000 Ques- 
tion” is expected back in the fall. 
NBC has been maneuvering to get 
it away from CBS. 

P. Lorillard will keep the “$64,- 
000 Challenge” on during the sum- 
mer, but Revlon has not decided 
whether it will stay as co-sponsor. 
CBS executives appear to be un- 
happy with their two newest night- 
time money giving telecasts, “Top 


Dollar” and “Wingo,” both of 
which are considered to be in 
trouble. Toni sponsors “Wingo”; 


Viceroy presents “Top Dollar.” 


NBC 


The big news of the week at 
NBC was made by Bob Hope, who 
will present eight special hour 
shows during the 1958-59 season 
for Buick, which will drop ABC’s 
Patrice Munsel at the end of the 
current cycle. 

Procter & Gamble dropped the 
“Adventures of McGraw,” but the 
Tuesday night time period may be 
picked up by Colgate. P&G bought 
an alternate-week fall berth on 
“The Restless Gun,” but the cur- 
rent alternate, Warner-Lambert, 
pulled out. The trouble spot at 
NBC at this writing is Sunday from 
8 to 9 p.m., EST. Johnson’s wax 
has asked for relief on its alternate 
week hour of the “Steve Allen 
Show.” S. C. Johnson’s contract on 
the show ends June 22. No sponsors 
are set yet for this time period dur- 
ing the summer, when singers 
Steve Lawrence and Eydie Gorme 
will take over Mr. Allen’s battle 
position and fight it out with Ed 
Sullivan and “Maverick.” Nor are 
there any sponsors corraled for Mr. 


Allen in the fall; Greyhound, 
Pharmacraft and Timex are bow- 
ing out too. 


There is nothing official yet, but 
a 30-minute comedy series with 
Milton Berle is being loudly touted 
as Kraft’s replacement for “Kraft 
Theater,” which is expected to give 
up the ghost in September. + 


Destino to Goehring, Pennoyer 

Ralph Destino Ltd., New York, 
which deals in “jewelry for gentle- 
men,” has named Goehring, Pen- 
noyer, New York, to handle adver- 


tising and retai] promotions. 


Help Fight Battles 
of Broadcast Field, 
Fellows Urges AWRT 


San Francisco, April 24—The 
role of women in radio and tv, 
once limited mostly to specialized 
women’s programs, has now 
evolved into active participation 
in all fields of professional broad- 
casting and their scope of concern 
|should reflect this, National Assn. 
of Broadcasters President Harold 
E. Fellows told American Women 
in Radio & TV here. 

Mr. Fellows told the women’s 
| group’s seventh annual convention 
|that “Today women are engaged 
|in actual broadcasting, writing, 
selling, originating program ideas, 
handling traffic, developing ad- 
vertising copy and directing the 
work of others.” 
| For this reason, he said, women 
jin broadcasting should concern 
| themselves with over-all problems 
of the industry as well as those 
involving activities in which wo- 
men have traditionally specialized. 
|@ Among such current industry 
| problems, Mr. Fellows noted, are 
“matters like the investigations by 
|the House legislative oversight 
|committee, the network study re- 
port... 

“Despite the fact that there has 
probably been no industry in his- 
tory which has been more sensi- 
tive to its public performance,” he 
said, “the tendency still exists for 
elected office holders to single out 
advertising [for investigation] to 
capture headlines.” 


s A major feature of the conven- 
tion was a dinner at the Fairmont 
| Hotel hosted by McCall’s, during 
which seven women in radio and 
tv were presented McCall’s an- 
nual Golden Mike awards for 
public service. 

| The top award went to Phyllis 
|Knight of WHAS, Louisville, for 
| her efforts on and off the air in 


publicizing that city’s new cancer 
survey project laboratory and in 
persuading Louisville women to 
submit to a cancer detection test. 

Cited as the executive perform- 
ing the greatest service to women 
was Rozell Fabiani, WRBL-TV, 
Columbus, Ga., whose tv series 
briefed Army wives accompany- 
ing their husbands to Germany, 
“thus improving military-civilian 
relations.” 

In the service-for-youth classi- 
fication, Alma John, WWRL, New 
York, was cited for giving young 
people in Harlem a chance to prove 
that they can assume _ responsi- 
bility and be leaders. 


s Ella Will McKinney of the Ala- 
bama educational tv network, 
Birmingham, was cited as the ex- 
ecutive performing the greatest 
service for youth by her tv teach- 
ing which helped to ease the pro- 
blem of overcrowded and under- 
staffed primary school grades. 

The two winners in the category 
of service to the community were 
Kay West of KEX, Portland, Ore., 
and Lee Phillip, of WBBM-TV, 
Chicago. 

Kay West helped produce legis- 
lation, through tv, designed to fore- 
stall “Quickie” divorces, and Lee 
Phillip helped educate the public 
to the needs of unwed mothers 
and helped to raise funds for a new 
foundling home. 

Ruth Allen, WGAR, Cleveland, 
won as a broadcaster in the cate- 
gory of service for women for con- 
tributing to the peace of mind of 
her listeners by discussing frankly 
facts of life concerning women’s 
health problems. 


@ Meanwhile, Paula Sue Abrams, 
21-year-old junior at Columbia 
University’s school 
arts, received the fourth annual 
AWRT scholarship award, + 
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a V.1.P.’s decor... 
rates a Bigelow on the floor 


tastes ray differ, you te bound 


Bigelow dealer He'll make available the 
services of his experienced staff pilus 
Bigelow Carpet Counsel. a group of com 
mercial carpet apecialtet. unmatched in 


The new ideas im carpet begin with 
BIGELOW 
- . “ we werd 
PLUSH—Bigelow-Sanford Carpet Co.’s New Yorker and Wall Street 
Journal cartoon series (“A title on the door .. .”) will be supple- 
mented, starting in May, with two new versions: “A V.I.P.’s de- 
cor...” and “A V.I.P. at the door. . .” in architectural and hotel 
publications. D’Arcy Advertising Co., New York, is the agency. 


Dailies Run Scared 
Despite ‘57 Success 


(Continued from Page 1) | Publications Inc., Grand Rapids, 
the advertising dollar, both on the | Mich., was named chairman of the 
national and the retail level. | board of the Bureau of Advertis- 

While discussing the automotive |ing (see “You Ought to Know, 
classification, Mr. Lipscomb re- Page 115). He succeeds Richard L. 
ferred to newspapers’ “vulnerable” | Jones Jr., of Newspaper Printing 
position, a situation he _ said |Corp., Tulsa. New vice-chairman of 
stemmed from “the number of|the BofA is Russ Stewart, of the 
changes made by Detroit in their | Chicago Sun-Times. 
advertising agencies in recent D. Tennant Bryan, of the Rich- 
months.” Mr. Lipscomb added that! mond Times-Dispatch & News 
“when new agencies come in they | Leader was elected president of 
try to change what the old agency | the ANPA, succeeding William 
did.” |Dwight, of the Transcript-Tele- 

He went on to say that he wished | gram, Holyoke, Mass. Mark Ferre 
to sound “a serious warning bell—|of Scripps-Howard Newspapers, 
there are a lot of golden eggs in| New York, was elected vp; Walter 
the automotive basket.” It is the|J. Blackburn of the Free Press, 
BofA’s plan “to get the newspaper | London, Ont., was reelected secre- 
story into these new agencies,” he tary and J. Hale Steinman of the 
said. | Intelligencer-Journal & New Era, 

| Lancaster, Pa., was named treasur- 
= Louis A. Weil Jr., of Federated | er # 


NBC Offers Users 
of Net TV Shows 
| ALBANY, April 24—Starting July 


Nielsen Test of Spot | 1, beer shoppers desirous of finding 


New York, April 23—NBC Spot | out how much a retailer charges for 
Sales this week offered to bank- | his brew will have to go inside the 
roll a special Nielsen analysis to |store and look. 
demonstrate to network tv adver-| Gov. Harriman has signed a bill 


New York Law Bans 
Beer Price Ads 


tisers how a spot tv schedule can | 
be used to support their network | 
video expenditures. 

To qualify, an advertiser must | 
be a current network tv sponsor; 
he does not have to be using spot 
or any of the stations represented 
by NBC Spot Sales, although ob- 
viously the representative is con- 
vinced that this technique will 
help to sell advertisers on using 
a spot schedule if they aren’t al- 
ready sold. 

The advertiser may have his 
choice of an analysis of the New 
York, Chicago or Los Angeles 
market. He can select the kind of 
spot schedule he thinks might be 
effective for him, in combination 
with his network show. NBC Spot 
will chen have Nielsen make an 
analysis to show how many un- 
duplicated homes the advertiser 
could have reached with the com- 
bination (theoretical) spot sched- 
ule and the (actual) network pro- 
gram. 

The announcement schedule 
must be set up on the NBC Spot- 
represented station. 

Thomas B. McFadden, vp in 


charge of NBC Spot Sales, said a 
sample Nielsen test study has al-| 
ready been made which showed 
that the advertiser’s unduplicated 


of dramatic | 


audience could be greatly in-| 
creased through the addition of a| 
|spot campaign. # | 


that will prevent all retailers in 
the state from advertising beer 


|prices anywhere but inside their 


stores. This stricture will include 
newspaper ads; the measure spe- 
cifically prohibits the advertising 
of beer prices in the windows or 
outside the premises. + 


Wage Law Exemption Sought 

A bill to exempt small town 
radio and tv stations from the 
wage-hour law has been intro- 
duced by Rep. Thomas Abernethy 
(D., Miss.). The National Assn. of 
Broadcasters has been pressing 
for such a measure to relieve 
small market stations from high 
operating costs. 


Knudsen Launches Survey 

A new monthly nationwide tele- 
phone survey, the Knudsen Fore- 
cast, has been inaugurated by 
F. Wallace Knudsen, marketing 
research consultant, 5011 Bay 


| Parkway, Brooklyn. Forecasts are 


based on telephone samples of up 
to 4,000 households. 


Schlackman to Motive Institute 

William Schlackman, formerly 
research director of Wrapture Inc., 
has joined the Institute for Moti- 
vational Research, Croton-on-Hud- 
son, New York, where he will di- 
rect a new package research divi- 
sion. 


Advertising Age, April 28, 1958 


IDs 11% of Spot 
TV Volume in ‘57, 
TvB Report Reveals 


New York, April 25—The Tele- 
vision Bureau of Advertising 
this week released its second an- 
nual spot tv report. 

Many of the highlights of the 
report, including the list of the top 
100 spot tv advertisers with gross 
time expenditures and per-product 
budgets for major brands, have al- 
ready been published (AA, March 
17). 

Revealed for the first time in this 
41-page booklet is the list of 1,287 
national and regional spot spenders 
who budgeted $20,000 or more for 
spot tv time during 1957. The 1956 
annual report included 1,206 such 
spenders. 


® Besides the 1,287 companies, 
which are listed alphabetically 
with per-company and per-brand 
expenditures, there were 2,867 
other spot advertisers who put less 
than $20,000 into the medium in 
1957. They are not included in the 
report. This means a total of 
4,154 buyers, or 245 fewer spot 
customers than there were in 1956 
(AA, March 3). Some of this loss 
was attributed to mergers. 

Total spot tv expenditures for 
1957 were estimated by TvB and 
N. C. Rorabaugh Co. at $448,734,- 
000, or 12.9% above the 1956 level. 
This increase is due partly to rate 
hikes and the increased number of 
stations reporting to Rorabaugh. 


® The lineup of spot buyers ranged 
from companies such as Allied 
Van Lines, which just managed to 
make the group with a budget of 
$20,890, to Procter & Gamble, the 
number one backer of the medium, 
with $25,916,840 divided among 39 
products. 

There were 89 companies which 
invested more than $1,000.000 in 
selective television. None of these 
figures include program or pro- 
duction charges. + 


Mcllvain Gets Top 
Burnett Broadcast 
Post; Louis to N.Y. 


(Continued from Page 1) 
York as the agency’s new vp for 
network relations and program- 
ming. Lee Bland continues as vp 
in charge of the broadcasting de- 
partment’s programming division 
in Chicago. 


e Mr. Mcllvain, who has been 
with Burnett since 1945, got his 


Paul Louis 


William Mcllvain 


start in the agency’s Chicago office 
as time buyer supervisor of radio 
and tv commercial production. In 
1947 he was transferred to the New 
York office to supervise similar 
activity there and three years later 
he became manager of the New 
York office. He was elected vp in 
1952 and appointed network re- 
lations vp for the agency in 1955. 

Mr. Louis joined Burnett in 1956 
as broadcasting program division 
vp in Chicago. Previously he had 
been broadcasting vp at D’Arcy 
Advertising. 

The agency reports its radio and 
tv billings have expanded from 
$6,200,000 in 1950 to $48,000,000 in 
1957, representing a billing per- 
centage increase from 28% in 1950 


to 61% in 1957. # 
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WHEN EVERY DOLLAR COUNTS... 


OUTDOOR | 
ADVERTISING | 


SELLS HARDER 
COSTS LESS 


For instance, $30 a day reaches 261,700 people every day in Tulsa... $189 reaches 
1,463,700 people every day in Philadelphia...typical of Outdoor costs in all markets, large 
and small across the nation. A low-cost, hard-hitting sales force, moving merchandise for 
a long, growing list of successful advertisers. Outdoor can sell for you. We can prove it. 


8 out of 10 people remember OUTDOOR Advertising!" 


OUTDOOR ADVERTISING INCORPORATED 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM @) A i 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30-Sheet Posters —and Painted Bulletins 
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“From Cover to Cover; 
information 


to Cut and Keep!” 


Reports R. E. Urinyi, Headquarters Purchasing Agent, 
Royal McBee Corporation 


“Purchasing Week always seems to have something of interest on every page. Since its first issue, 
I believe that I have read every article from cover to cover. | particularly like its lively 
presentation of new products and developments. So much so, in fact, that I cut and 
file items of particular interest. W hat’s more, I find the reports on weekly commodity prices 


and production most helpful. The format is just right for speedy, informative reading.” 


The marketplace-in-print... 


serves as a common meeting ground for the buyer and seller. Each week key purchasing 
executives read and rely on PURCHASING WEEK for the “what’s new” in: 

price and supply trends; new materials, processes and products; national and 
international economic conditions—for all the news affecting purchasing. 


On its pages, your advertising will reach these men-who-buy ! 


Reports your latest developments as they occur... 


Keeps your key prospects up-to-date on your latest products, services and achievements. 
With its full-time staff of 17 editors; a support-force of 550 business-specialist editors 

at home and abroad, plus the world-wide news gathering and research facilities of 
McGraw-Hill; PURCHASING WEEK is geared to print the news of purchasing as it happens. 


Concentrates on the men who make buying decisions... 


with its easy-to-read format, PURCHASING WEEK is the one complete source 

of information vital to purchasing men throughout industry. This rapid-fire weekly delivers 
your sales messages to the desks of your prime prospects—in time to be usable. 

Your advertising, concentrated in PURCHASING WEEK, will be... 


calling every week on the man your salesman must contact. 


Purchasing Wee 


McGRAW-HILL’'S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 380 West 42nd St., New York 36, N.Y. 
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The Editorial Viewpoint... 


Prophets With Hindsight 


We are no blind admirer of the automobile moguls of Detroit, as 
any recent reader of these columns knows full well. But we believe 
that there is such a thing as whipping a poor automobile maker to 
death, and we are opposed to it. 

The automobile boys feel pretty strongly that President Eisenhower 
went beyond the bounds of good judgment in his press conference the 
other day, when he implied strongly that the depression might be 
blamed on those silly auto people who insisted on ramming their 
products down the public’s throat, so to speak; and now eminent econ- 
omist Sumner Slichter has also decided that the depression is largely 
the fault of the weird designing of 1958 automobiles. 

Well, we would like to ask: When did Ike and Sumner become au- 
thorities on automobile design? And if they were so sure that the 
weird 1958 designs would result in a nationwide depression, why 
didn’t they tip the boys in Detroit off in advance, and stave off all this 
unpleasantness? 

Personally, we have had strong notions about the weirdities of auto- 
mobile design for many years—and we have been particularly fond of 
J. K. Galbraith’s crack that ali American cars are now designed for 
recumbent midgets. But even in our most rabid days, we have never 
professed to know what kind of cars the American public liked and 
would buy, and we have never assumed that the auto makers were 
turning out those weirdies just for the fun of it. We assumed they 
made ’em that way because they thought these were the kinds of cars 
Americans would buy. 

And mostly they’ve been right (as Chrysler ought to be able to 
testify—it tried resisting the trend for a couple of disastrous years). 
Right now they seem to be wrong—but as we hinted a couple of 
weeks ago, we doubt very strongly that it is styling that is wholly 
or even principally responsible for the current lack of auto sales. 

There’s not much doubt that the auto people pushed what looked 
like a good thing too far, and 100 years from now the full idiocy of 
modern design may be apparent to historians; but right now—on the 
record—the automobile industry still holds an amazing record for 
turning out products with remarkable sales appeal to the American 
public. 


Worrying the Legislators 


The recent unpleasantness with regard to a tax on advertising in 
Baltimore, coupled with the things that have been going on in Wash- 
ington in recent months, seem to have driven some normally sound 
advertising people slightly batty on the subject of legislation. 

Not only have imminent and immediate legislative threats to ad- 
vertising been met with vigor (which we heartily applaud), but some 
eager souls have attempted to go on from there to forestall all possible 
future attempts to regulate or tax advertising. 

Such a course is dangerous and foolhardy. There is no reason why 
advertising should be discriminated against in legislative halls; but 
equally there is no reason why advertising should be singled out for 
some special sort of protective legislative consideration. 

We have already expressed our distaste for the attempts to induce 
the Maryland legislature to pass a law to outlaw all attempts at any 
time in the future to tax advertising. We are even more disturbed by 


—Chuck Mackey, N. W. Ayer & Son, Detroit. 
“Do you think outer space will be commissionable, too?” 


| 


Advertising Age, April 28, 1958 


Rough Proofs 


Some food advertisers using ra- 
dio forgot what time it was and 
continued to use commercials about 
“ideal Lenten menus” long after 
Easter had come and gone. 


What is so rare as a day in 
spring, especially out in the coun- 
try where one may enjoy the rich 
aroma of the fertilizer spread so 
generously on the farmer’s plowed 
acres? 


“Ratings save more good tv 
shows than they kill, Nielsen’s 
Sundquist declares.” 

Impressions to the contrary are 
helped along by the outraged 
screams of displaced talent. 


“It’s fun to approach the green,” 
a broadcaster’s ad reminds us. 

But of course they don’t pay off 
until the ball is in the cup. 


The expense account has become 
such a controversial issue that it 
has finally been made the subject 
and title of a new novel on adver- 
tising published by Random House. 


“The New Yorker,” the ad says, 
“is directed toward the articulate, 
affluent and responsive families.” 

Somehow or other, it’s a lot eas- 
ier for the affluent to be articulate. 


reading: 


advertising business.” 


the attempt of a regional advertising publication on the West Coast 
to get legislators in western states and cities to sign a declaration 


“I am opposed to any discriminatory taxation of the advertising 
business and will do everything in my power to prevent the passage 


of laws which will result in a discriminatory tax on any part of the 


Only 55 of the 605 legislators queried replied, and most of those (in- 


cluding some broadcasters and publishers who happen to be legisla- 
tors) said they would oppose such taxes. But comments from legisla- 
tors saying, “If you are attempting to develop friendship for the ad- 
vertising business, this is no way to do it,” “I don’t like the tone of 
your letter,” etc., make it perfectly clear that no friends were gained 
for advertising by this pointless request for a partisan declaration. 


do not make sense, and legislators ought to be educated about them. 
But there seems no reason to seek partisan declarations of general 
principles from legislators who are not even considering such legis- 


There are sound and valid reasons why taxes on advertising as such | 
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‘Just Dull 

We are not rakes or devils, nor 
are we romantic, as some fiction 
| would have people believe. 
| We are just DULL. 
| We are being treated to large 
|doses of moonshine. Such as the 
|discovery I read the other day that 
people do not smoke cigarets for 
|pleasure, but to compensate for an 
|accident that happened to them in 
|babyhood—the trauma of being 
| weaned. 
When the moonshine has been 
taken out of the new fad, we may 
|discover from this kind of study 
much better promises for many of 
our products than we have today. 
| Certain industries and their 
| agencies are as timid about ven- 
turing beyond the stereotypes as a 
toddler facing the waves at the sea- 
\shore. How have these schools of 
advertising grown up? By think- 
|ing in what is called the “language 
‘of the trade.” By placing an undue 
jvalue on » too-limited experience. 
‘And by watching each other. 


What They're Saying 


= coal 
— 


If we took our eyes off competi- 
| tors for awhile and studied instead 
|the forgotten people in advertising 
—the men and women who must 
spend their dollars for our goods— 
what a different view we would 
|have! 


~—Edwin Cox, chairman of the board, 
Kenyon & Eckhardt, speaking at the 
San Francisco Advertising Club. 


Ring-Around-a-Rosy 

Steve Allen’s prolix shadow- 
boxing of Jack O’Brian’s ears in 
this journal on March 19 detonated 
a small brouhaha. Columnist Hy 
Gardner noted approvingly that 
|Allen was being congratulated by 
| the trade; Allen noted approvingly 
that Allen was being congratulated 
by the trade; and Time magazine 
ran a characteristically inconse- 
quential story on the incident. 
| (Time leads all publications, in- 
cluding U.S. News & World Report, 
when it comes to missing the basic 
point of any story in any context.) 


~—Nat Hentoff, writing in The Vil- 
lage Voice. 


“End commissions is Kobak ad- 
vice to all media.” 

Most of the media seem to like 
it all right just the way it is. 


o 
| 


Consolidated Tool Co., recogniz- 
ing the latent mechanical abilities 
of the gals, has put together for 
| their exclusive use a do-it-yourself 
‘kit. 
| And of course the tools are all 
| gold or chrome plated. 


Top major league ball players 
who have signed up for product 
endorsements on radio may find 
their marketability rising and fall- 
ing with their batting averages. 


A Pacific Northwest agency look- 
ing for a fashion copywriter says 
she should be somewhere between 
27 and 40. 

Why not be diplomatic and make 
it between 27 and 39? 


Cunningham & Walsh’s Chicago 
office has an opening for “an agen- 
cy trained writer whose experience 
has made him more creative—not 
just more careful.” 

Much will depend on the kind of 
boss who trained him. 


The Washington atmosphere may 
be responsible for the attitude of 
the U. S. Chamber of Commerce, 
which Bob Kenyon of the Maga- 
zine Publishers Association says is 
“parroting Post Office propaganda 
at the expense of dues paying 
members.” 


Even without the advantages of 
pay tv, the Los Angeles Dodgers 
seem to have proved that when big 
league baseball moved to the Coast 
it hit the jackpot. 
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FEATURE THIS! Dad and Mother wait ’til the 
junior department has done its required read- 
ing. Small wonder. A galaxy of features flanks 
The Inquirer’s vital news: Thoughtful columns 
on world affairs, Personality stories, Broadway, 
Hollywood and TV news. Such interesting, 
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amusing, informing features have won intensive 
reader interest that transfers itself to the ad- 
vertisements. Starch Reports show The Inquirer 
gets far higher attention and readership than the 
second newspaper in Philadelphia. Good place 
to advertise? Most advertisers think so! 


NEW YORK 


342 Madison Ave. 
Murray Hill 2-5838 


ROBERT T. DEVLIN, JR. 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


The Philadelphia Prguirver 


Constructively Serving Delaware Valley, U. S. A. 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


VINGS 


Delaware Valley, U.S.A. — 14 
county Retail Trading Area... 
home of 5,200,000 people ... 
Philadelphia is the hub. 
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T | hy ee LY Al Dp e ©] re | Wisconsin Sets Ad Push 


Wisconsin’s $100,000 promotion 


? program for industrial develop- | 
Me a i A ment will break in May in nation- | 
% f al publications. Ads will appear | 

|in Chemical Processing, Dun’s 
STIMULATE YOUR SALES VOLUME NOW WITH A poteered 4 ec "ey a 
NEW SOURCE OF SUSTAINED DEMAND — SELL | en eee we ae See 


\& World Report and Wall St. 
THE MILITARY CONSUMER MARKET IN EUROPE |Journal and in daily and weekly 


|Wisconsin newspapers. Theme of 
Armed Forces servicemen and dependents stationed in | the ads will be unusual commun- 
Europe are a $300,000,000 “super market” for American |ity projects in helping new in- 
products — and this recession-proof resource of purchasing dustries get started. Pardeeville, 


$1500 power is as easily accessible as any metropolitan area in the Wis., and its aid to All American 
| WEEKEND Bihar U. S. Learn, now, how you can reach export’s richest Scoreboard Co. will be the first 
dollar market—without export “red tape’—through the project featured. 
PX and Commissary systems; and sell your product JAMES ANDREWS has resigned as 
through The American WEEKEND, the fact and feature- King Appoints Two marketing director of Cunningham 
packed family newspaper for Americans in Europe. King Publications, San Francis-|& Walsh, Los Angeles, to join 
Write for the new militery market information book — co, has Ho ete na bay Honig-Cooper & Miner Co., Los 
“ im man publisher 0 estern Con-| Angeles, as marketing director. 
MASS SELLING AND SAMPLING TO MILLIONS | struction and Robert C. Johnson g g 


|publisher of Western Industry. 
ARMY TIMES PUBLISHING CO. 2020 ™ St, N.W. Woshington 6, D.C. ‘Mr. Vanneman has been with New Link Gives 
U. $. OFFICES: Boston, Chorieston, S.C., Chicago, Ballas, Detroit, aa Western Construction several 


awe . é Ss. ; has been in M 
Los Angeies, Miami, New York, Philadelphia, San Francine : years. Mr. Johnson en in| Transcontinental TV 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo ‘the western industrial publishing 


‘business for many years. | Coverage to CBC 


| Orrawa, ONT., April 22—Cana- i) 
dian advertisers will have a coast- ' 
to-coast television network at their 
disposal after July 1 this year to ' 
display and sell their products to i 
the greater part of the nation’s 16,- 
000,000 population. 

On that date the present Cana- 
dian Broadcasting Corp. network, 
which now stretches from the At- 
lantic coast to Calgary, Alta., will 
be extended by microwave net- 


work to Victoria and Vancouver, 
IN TOTAL DAILY CIRCULATION on the West Coast. 


7 The Trans-Canada Telephone 


eS 


Co., which is constructing the sys- 
tem, and CBC have jointly an- ‘ 
nounced that the $50,000,000 net- 
work will be put into operation on 
July 1—Dominion Day. 
A special Dominion Day pro- 
gram, incorporating program pick- 
ups from several network points, 
is to inaugurate extension of the ef 
network to the Pacific coast. ' 
A further extension of the tv { 
network to Newfoundland is 
scheduled for completion next 
winter. It will be built by Canadi- 
an National Telegraphs. 


® CBC has a 10-year contract with 

the Trans-Canada phone system to 

lease its microwave facilities for f 
tv at about $2,000,000 a year when 

the system is completed. 

Concurrently with the extension 
of the network to the West Coast, 
CBC will open a network relay 
center at Calgary, requiring ini- | 
tially four tv tape recorders. + 


|Newsprint Consumption 
|Continues to Dip 
Newsprint continues to dip. 
1Production for the first quarter, 
Newsprint Service Bureau reports, 
was 1,939,624 tons, down 184,888 
tons below the 2,124,512 tons pro- 
duced in the first quarter of °57. 
Consumption in the first quarter, 
American Newspaper Publishers 
Assn, reports, was 1,569,454 tons, 
down 96,910 tons below the 1,666,- 
- |364 tons used in the first quarter 
*. |of ’57. 
gf Mill inventories were 261,925 
tons as of March 31, com- 
pared with 212,034 tons at the end 
of March, °57. Publishers’ stocks 
‘on hand or in transit at the end 
giae lof March averaged 49 days’ sup- 
» Sie a ply compared with 46 days’ sup- 
. |ply at the end of March, ’57. 
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New leader among Houston newspapers is The Houston Post. Total si <saaias dalla dias 
daily circulation of The Houston Post is now largest of any Texas daily, Buck Jones, formerly of Butler 
: : i f mani , o e i ra- 
morning or evening: 213,198.* The best newspaper buy in the South's tion of Dolby Advertising outdoor 
Number One market is The Houston Post-first in total daily circulation. oe 
* As filed with A.B.C. for six months ending September 30, 1957, subject to audit. 
Brower Joins Franz Agency 


Hou & % director at Western Advertising 


|Agency, Chicago, has joined Alex 
HMITT ’ 
REPRESENTED NATIONALE LONEY. 2 OS Siren ees ee ee 
rector. 


© may ie Edward Brower Jr., formerly art 
Y BY MoO REGAN 
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According to Daniel Starch and Staff research we find that 
3,152 advertisements half page or larger were published 
in The Saturday Evening Post last year. Of the twenty 
lop-noted by women . . . sixteen were created by BBDO. 
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She remembers most the advertising created by BBDO 


ATLANTA 
BOSTON 
BUFFALO 
CHICAGO 


/ 
/ 
\ 
\ 
' 
' 
| 
’ 
) 
\ 
\ 
\ 
1 
em \ 
« « s } 
- 
” 4 ~ — \ 
«< : | 
= ; 
\ 
—4, 1 
/ ; 
\ 
\ 
\ ——~ 
ed ane 
i 
' 
) 
et 
4 
_-* ‘ 
i 
~ } 
“Fy 
f 
\ 
\ 
‘4 
| 
4 
Ps 
— 


BBDO 


Durstine & Osborn, Inc 


Batten, Barton, 


CLEVELAND 
DALLAS 
DETROIT 
HOLLY WooD 


LOS ANGELES 
MINNEAPOLIS 
NEW YORK 
PITTSBURGH 


SAN FRANCISCO 
SEATTLE 
SYRACUSE 
TORONTO 
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Merritt-Chapman Boosts Brause| Mechanical Aids 
lic relations for Merritt-Chapman Cam Improve Color 
clected a vp of the corporation, He Ad Photos: Berka 
SECOND of ail |i be responsible for coordinating) "Cyzcaco, April 22—‘Not all col 
operating divisions and subsidi-| ©" photographs . . . are technically 


3 are . \fit to use in advertising or for 
New England aries. M-C&S, a holding company | ),.tomechanical reproduction,” ac- 


and marine salvage contractor, op- 


FIRST in the 


United States 


SIXTH in the 
United States testing cities in 
among cities 


under 150,000 


among ideal 


testi iti “Th i . - 
, ye gees regardless of erates the following subsidiaries: pentagpe- to Egon Berka pnotogra 
population, regardless of size Devoe & Raynolds Co., Louisville,| PY, consultant, in the May issue 
- oi yam. sen “New York | Advertising Requirements. 
opulation, ‘ ’ j j i 
source ied = Shipbuilding Corp., Camden, N. J., To avoid misunderstandings 


among photographers, agencies, ad- 


Scleo Management = : 3 == noe Renan eke “ag ® Chem-| vertisers and printers, Mr. Berka 


|suggests a common language—a 
;}common set of standards—for col- 
* Peters Joins Rogers Agency lor. These fall in three main areas: 


* 1. Clay W. Peters has been named | (1) The basic viewing lighting, (2) 
the testinges¢ market in the country 


| vp in charge of production of Rob- |The terms of color correction and 
lert L. Rogers Co., Seattle. Mr.| (3) The meaning of densities and 
: PORTLAND PRESS HERALD ad EVENING EXPRESS ? SUNDAY TELEGRAM 
i 
"5 94% coverage of ABC retail zone 


‘Peters has served as production |©omtrast. 

manager and account executive’ Since the appearance of a color 
with Batten, Barton, Durstine g | Varies according to the light with 
|Osborn, San Francisco; N. Richard | ne gee iy Hyer ce eee owe por 
| Seller Advertising and Carvel Nel- | 8S See See Oe Sere oe 


100% coverage of city zone 


‘represented by Julius Mathews Special Agency 


{son & Powell Advertising Agency, 
|Portland, Ore. 


How to 


COVERA 


GE 


. of all Ru ral markets 


Smart advertisers and sales promotional 
people usually call 20% market coverage 
very merchandisable—50% coverage FABU- 
Lous—what then would they call KEYSTONE 
coverage . . . unbelievable! But we can prove 
that coverage —86% !!! One of the great suc- 
cess stories in today’s advertising is the 
resurgence of RADIO ADVERTISING AT THE 
LOCAL LEVEL . . . BEAMED AND PROGRAMMED 
AT THE LOCAL MARKET . . . INTERESTING TO 
AND INTERESTED IN THE CONSUMING PUBLIC 
IN EVERY HOMETOWN AND RURAL MARKET. 


Write or phone the Keystone office nearest you. 
It wil! be a pleasure to tell you. 


Send for our new station list 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
111 W. Washington 527 Madison Ave 3142 Wilshire Bivd 57 Post St 
STate 2-8900 ELdcrado 5-3720 DUnkirk 3-2910 SUtter 1-7440 


e TAKE YOUR CHOICE. A handful of stations or the network .. . a minute or a full hour—it's 


up to you, your needs 


© MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 


coverage for less than some “spot” costs. 


@ ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 


time and place are chosen for you. 


There’s just one way to cover... one way 
to really dominate . and that’s with 
Keystone Broadcasting System’s more than 
1,034 locally managed radio stations. 


Here are the Facts: 

The 1954 Census of Agriculture, says there 
are 4,782,004 U.S. farms, 4,068,138 of which 
the Keystone Network covers on the “‘local 
level” or 86% of the nation’s total number 
of farms. In the 14 states having 150,000 
farms or over, Keystone covers 88.9% of the 
aggregate and the farms in these fourteen 
states constitute 57.1% of the total farms in 
the country. 


THE vorce OF HOMETOWN ANDO BRUBRAL AMERICA 


|}use two unvarying types of lights— 
|one for transparencies, one for col- 
jor prints. 


s “The verbal description of a col- 
or is an almost impossible matter,” 
Mr. Berka says. In order to com- 
| municate directly and precisely the 


:| shade wanted, he suggests the use 


\of compensating color filters, which 
| cost only a few dollars. 

| “If you think a_ transparency 
needs some color correction, all 
you have to do is to try out your 
filters until you find one which 
makes your transparency look the 
| way you want it to.” Give the num- 
ber of the filter to the engraver 
and, using his own filter, he will 
know exactly what you are looking 
for, Mr. Berka says. 


s “Perhaps more misunderstand- 
jing arises from instructions re- 
|garding contrast than in other 
| phases of the art,” according to Mr. 
Berka. “The use of a simple device 
,called a densitometer will replace 
/estimating by accuracy.” 
| Each method of reproduction has 
its own requirements for maximum 
jand minimum density; a densitom- 
|eter measures exactly, necessitat- 
|ing the least correction and there- 
fore the least expense in preparing 
| for reproduction, he says. + 


|ABC Film Names Two; 
Forms New Sales Unit 

ABC Film Syndication, New 
| York, has appointed Frank D. Ben- 
,son and Floyd Blankenship to the 
|sales staff of its new central sales 
\division. Mr. Benson, formerly with 
|WALA, Mobile, Ala., will have 
headquarters in Mobile. Mr. Blank- 
enship, previously with KMGM- 
TV, Minneapolis, will have offices 
jin Minneapolis. 
| ABC Film Syndication also has 
formed a new sales division to dis- 
tribute rerun films which already 
have been seen on a network or 
|first-run syndication. The division 
|will be called Proven Programs. 
|501 half-hour programs filmed for 
| tv and 36 feature films will be in- 
|cluded in the division’s initial of- 
fering. 


‘Two Join Ad Art Studio 

Allen A. Snook, food photogra- 
|pher, has joined the staff of Pro- 
motional Arts Inc., Chicago adver- 
tising art service. Tom Hashimoto 
has also been added to the food il- 
lustrations section of the studio. 


Oscar 
does 


it! 
| See page 124 
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If you 
could use , 
only one 
appliance 
publication 


there is only one you would use 
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business, the Pros always start with 
Electrical Merchandising 


The real Pros of the appliance business are a 
varied lot. 


They don’t look alike or act alike, and their jobs 
are scattered across the huge appliance-tv-house- 
wares business. The quality they share is a knowing 
feel for what’s needed—in products and in promo- 
tion. It is this instinctive feel for the market that 
has made Electrical Merchandising the basic book 
with appliance Pros—the one they always start with. 


Consider these three inescapable facts: 


To influence appliance men, advertisers spend 
more dollars in Electrical Merchandising than 
in any other appliance publication. 


More dealers pay hard cash for Electrical 
Merchandising than for any other appliance 
publication. 


New Erdos and Morgan survey reveals that 
more dealers choose Electrical Merchandising 
for “sales-making ideas” and for ‘‘usefulness 
of advertisements” than choose the next two 
publications combined. 


| Long-term marketing plan or spot promotion, the 
answer is the same. In the tough appliance business, 

| the Pros always start with— 

| 

| 


Electrical 


Merchandising 


book-of-the-month with appliance Pros 
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John Smith, 59, 


ee eo | Veteran Ad Exec of 


FIRST. 100 MARKETS McCall Corp., Dies 


New York, April 22—John E. 


; with 56 % population. on the Illinois side Smith, 59, former vp of the Mc- 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


Two Evening Newspapers that 


Call Corp. and advertising man- 
ager of McCall’s, died April 19 of 
cancer at New York Infirmary. 

Born in Detroit, Mr. Smith 
served in the Navy’s submarine 
service in World War I. Following 
the war he took a B.S. degree at 
Columbia University in 1920. 

After serving with the Class 
Journal Co., which later became 
a part of the Chilton Co., he 
joined the advertising sales de- 
partment of McCall’s in Chicago 
in 1924. From 1930 to 1935 he 


Cover 3 of the 4 Quad-Cities was assistant to the vp of the 


McCall Corp. in New York. 


- without Duplication — Full Mr. Smith was McCall’s eastern 


THE ALLEN- KLAPP 


ROP Color Available Daily! advertising manager for the next 


eight years and advertising direc- 
tor of the magazine from 1943 
through 1949, when he was named 


We've got lowa 
ALL 
) SEWED | 
UP! 


7 IOWA IS ONE OF the most amazing States in the 
Union. We have 25% of the Nation’s 
Grade A farm land — alternate with 
California as the leading farm state. 
We are second only to Connecticut in 
insurance-company home offices. We 
have many leading manufacturers of 
such big business items as washing 
machines, farm implements, etc. 


And 50,000-watt WHO covers Iowa! 


if for lowa PLUS! Atfilite 


NCS No. 2, the Whan Survey and in- 
numerable private surveys prove beyond 
question that WHO is heard by more 
Iowa families than any other station. 
The Iowa Radio Audience Survey 
proves that WHO is “heard regularly” 
by more people than the next four 
commercial stations combined! 


Hear the whole story. PGW has it. 
You'll be glad you listened! 


WHO Radio is part of Central Broadcasting Company, which also owns 
and operates WHO-TV, Des Moines; WOC-TV, Davenport 


Des Moines . . . 50,000 Watts 7 
Col. B. J. Palmer, President Peters, Griffin, Woodward, Inc., National Representatives 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Advertising Age, April 28, 1958 


a vp of the corporation. In 1950 
he became exec vp of Better Liv- 
ing, a former McCall publication, 
since suspended. Mr. Smith re- 
tired in 1953. 

For the past three years he had 
handled special advertising as- 
signments for Parents’ Magazine. 


s Mr. Smith was a vp of the Na- 
tional Arts Club, a founder and 
director of the Advertising Coun- 
cil and a director of the Magazine 
Publishers Assn. and Periodical 
Publishers Assn. He was also a 
former president of the Metropol- 
itan Advertising Golf Assn. 


J. RAYMOND MINITER 

Boston, April 22—J. Raymond 
Miniter, 56, exec vp of Ingalls- 
Miniter-Haughey Co., one of Bos- 
ton’s oldest advertising agencies, 
died April 17 at Peter Bent Brig- 
ham Hospital. He was an author- 
ity on grocery product advertis- 
ing. 

Born here, he was graduated 
from Williams College in 1927. He 
started his career in the adver- 
tising department of the Thomas 
G. Plant Shoe Co. Later, he be- 
came advertising manager of 
Wheeler Reflector Co., then joined 
Harry M. Frost Co., Boston agency. 

Mr. Miniter became associated 
with Arthur W. Ingalls in 1931 
as an account executive of the 
former Ingalls Advertising Co., 
which later became Ingalls-Min- 
iter Co., and a few years later 
adopted its present name. Mr. 
Miniter had been exec vp of the 
agency since 1957. 


GREGORY F. FORSTHOEFEL 

DEERFIELD, MicH., April 22— 
Gregory F. Forsthoefel, 58, co- 
founder and board chairman of 
Revco Inc., maker of Revco food 
freezers and Bilt-In refrigerators, 
died of a heart attack Sunday, 
| April 13. 

Mr. Forsthoefel became associ- 
ated with the refrigeration indus- 
try in 1924 when he went to work 
| for Frigidaire as an engineer and 
plant layout technician. In 1930 he 
left Frigidaire for Westinghouse 
| where he worked until 1937 as a 
refrigeration cabinet engineer. 
| Then, after a year with Tecumseh 
| Products Co., Tecumseh, Mich., he 
struck out on his own in the found- 
\ing of Revco in 1938. 


HORACE G. TITUS 

New York, April 22—Horace G. 
Titus, 46, son of Helena Rubinstein 
and color consultant and advertis- 
ing manager of the cosmetic house 
founded by his mother, died April 
18 of a heart attack at St. Clare’s 
Hospital. 

Born in London, Mr. Titus was 
educated at Yale and Oxford uni- 
versities. He spent several years as 
a painter in Europe, following his 
formal education, before he en- 
tered his mother’s company as a 
color consultant and advertising 
manager. His contributions to the 
Helena Rubinstein business were 
mainly in the creative areas of ad- 
vertising and visual presentation. 
He won several awards for the use 
of design and color in packaging 
and was the author of a number of 
articles on the subject. In addition 
to his mother, who heads Helena 
Rubinstein Inc., Mr. Titus is sur- 
vived by two children and his 
brother Roy, chairman of the com- 
pany. 
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UP IN THE CITY!...UP IN THE SUBURBS!...UP IN TOTAL! 
HERALD TRIBUNE DAILY CIRCULATION IS UP 10,152! 
UP MONTH AFTER MONTH...377,400*% OUALITY 
FAMILIES WHO BUY QUANTEPY...AP A PROFTT! 


You're missing plenty 


if vou don't advertise to New York's QUALITY market- 


Herald Tribune 


TODAY'S VITAL NEWSPAPER 


\ a 
/ ae 


* Average net paid daily circulation for 6 months ending March 31, 1958, as filed with the Audit Bureau of Circulations, subject to audit. 


Rent yes 
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Special Nielsen analyses just completed for 
NBC Spot Sales show that when Network TV 
advertisers add low-cost Spot TV to their net- 
work television programs, they can quickly 
reach twice, three times, four times, or even 
five times the number of different homes they 
now reach in key markets. 


Spot TV can do a job like that for you, too! 


NETWORK TV ADVERTISERS...LET US PROVE THAT 


Spot TV can double... 
even quintuple your} 


Let NBC Spot Sales—at no cost to you—order a 
Nielsen analysis to prove it. For this study, 
simply choose the Spot TV schedule best suited 
to your selling needs. You’ll receive the results 
showing unduplicated-audience totals for your 
network program alone and unduplicated- 
audience totals for your network program 


plus your spot schedule. 
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truple...quadruple 
key market audvences | 


Note: A phone call to NBC Spot Sales 
starts immediate action on a special 
Nielsen analysis for you. At present, 
these studies can be made for the New 
York, Chicago and Los Angeles 
markets. No cost for the study... no 
obligation to buy the Spot schedule. 


NBC} SPOT SALES 


HERE'S HOW THE SIZE OF UNDUPLICATED NEW YORK AUDIENCES* 
MULTIPLIES WHEN YOU ADD WRCA-TV’S POPULAR LOW COST 14/50 
SPOT TV PLAN TO SOME PRIME NIGHTTIME NETWORK PROGRAMS: 


PROGRAM A 


55% 
32% 


1-WEEK 4-WEEK 


PROGRAM B 


12% 


1-WEEK 4-WEEK 


PROGRAM C 


86% 
45% 
21% 


1-WEEK 4-WEEK 


me Cumulative audience delivered by network program 
GS Cumulative audience delivered by network + 14/50 Spot TV Plan 
*Percent of total television homes. Source: NSI, New York, December 1957 
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Dahmer Joins KFDM-TV 

Jack Dahmer, formerly super- 
visor of theaters in several Texas 
cities owned by Jefferson Amuse- 
ment Co., Beaumont, Tex., has 
joined the sales staff of KFDM- 
TV, Beaumont. 


Montreal, 


Isaacs Joins Torobin 

Montague Isaacs, formerly sales 2 Newspapers from Horlings 
promotion director of Inter-Tv| 
Films, has joined Torobin Adver- 
where he will 
take charge of the new radio-tv 


TWO Separate Newspapers...33c Line BUYS BOTH! 


The Same Old Rate— 
33¢ Line Buys Both. 
—Over 100,000 net paid circulation 
Over 400,000 readers daily. 


The Zl Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 


|Woodward Buys Magazine, 


"Wall St. Journal’ Names 3 


James Sullivan has been named 


E. R. Woodward, publisher of|to head the Wall Street Journal’s 
|the Oberlin Herald, Oberlin, Kan.,|advertising sales staff in Boston, 
| has purchased the Manhattan| Howell McElfresh has been named 


Tribune-News, Manhattan, Kan.;|manager of the Washington sales 
Grass & Grain, area farm weekly, | office, and Paul Beauvais has been 
and The Guidon, weekly news-/appointed Rochester sales repre- 
\paper for the Fort Riley military sentative. Mr. Sullivan, with Wall 
reservation, from Albert Horlings.| Street Journal for two years, was 
Mr. Woodward will operate the|formerly in Philadelphia; Mr. Mc- 
Manhattan papers in partnership|Elfresh had been in the Greens- 
with Dean Coughenour, managing| boro, N.C., office (now closed), and 
jeditor of the Oberlin newspaper.|Mr. Beauvais moves to the Roches- 
| Not included in the sale is Land |ter territory from the New York 
Improvement Magazine, of which| sales office. 


Mr. Horlings is editor and pub- 


lisher. Editorial offices of the mag-| Copywriters Elect Webster 


azine will be moved from Man- 
— to Phoenix, Ariz. 


‘Coke’ Franchise Sold 


Dennis Webster of J. Walter 
Thompson Co., San Francisco, has 
been elected president of the San 
Francisco Copywriters’ Club, suc- 


S. A. Gersten, board chairman/ceeding William Simpson, of Bat- 
of Gersten Investment Co., and/ten, Barton, Durstine & Osborn. 
president of Coca-Cola Bottling|Other new officers are Jeanne 
\Co. of Tucson, has purchased the|Cronin, McCann-Erickson, vp, and 
Coca-Cola Bottling Co. of San Di-|George Green, BBDO, secretary- 


oo for an estimated $3,000,000. 


treasurer. 


Conditions 


change 


fast 


textile 
field... 


New youth... 


There’s a fresh young spirit among 
textile men these days... and you 
can sense it... in planning, in styl- 
ing, in selling... from mill to market. 
In fact, you can feel it when you pick 
up the new TexT1LE Worvp. 
Publications, like people, possess 
a personality. In the new TW, you'll 
find an awareness, an alive-ness, a 
reflection of the tune and tempo of 
the revitalized industry it serves. 
And, so far as textiles are concerned 
... this new youth, new future we're 
talking about bounces all through 


the book. 


Challenging editorials spark it. The 
recent “No Feast and Famine?”, for 


instance. “Textile Business” is loaded 
with it...10 terse, timely pages, 
way up front, sparked with signals 
from all business ... which way the 
economic wind is blowing. Covering 
a lot of fresh territory, too—for to- 
day’s textile man is a broad gauge 
guy, highly conscious that what's 
cooking in other fields very much 
affects him. 

Management, production and tech- 
nical men ntust have the “Know 
Why” as well as “Know How” —and 
TextTiLe Worvp alone in this field 
does this for them. Month by month 
does it better and better . . . because 


field and the 
Lots of ot 
wet-processing 


reader... and 
tising buy for 


Peter Pan Fabrics & Youngland 


new future...new Textile World 


leader has to move 


faster than anybody. 


her “newness” in 


TextiLeE WorLD—in chemicals and 


particularly. Net re- 


sult... a better package for a better 


a still better adver- 
you. Especially right 


now ... because you can concentrate 


your space here, gain bigger impact 


year. TEXTILE 


McGraw-Hill, 


conditions change fast in the textile 


at lower cost.. 
ahead on “net” at the close of this 


.and come out way 


Wortp, the “Know 


How—Know Why” Publication, 


330 West 42nd St., 


New York 36, N. Y. 


Advertising Age, April 28, 1958 


ANPA Report Sees 
13.8% ‘Cushion’ in 
Newsprint Figures 


New York, April 23—“The av- 
erage ratio of North American 
production of newsprint to mill 
capacity at the end of March, 
1958, was 86.2%, leaving a cushion 
of needed capacity available for 
emergencies. 

“Canada shipped less newsprint 
to the U. S. in 1957 than in either 


ANPA Meeting 


of the two previous years due 
both to a slight decrease in U. S. 
consumption and to more U. S. 
production, as well as to several 
long-term strikes against newspa- 
pers. 

“At the end of March, 1958, 
publishers’ stocks on hand and in 
transit averaged 49 days’ supply, 
an improvement over an average 
of 46 days’ supply in March, 1957. 

“However, this situation could 
quickly change if a strike should 
occur in connection with current 
Canadian railroad labor contract 
disputes and wage negotiations 
now under way between many 
mills in Eastern Canada and their 
workers.” 

These points were among 
the highlights brought out in the 
report on newsprint presented to- 
day at the annual ANPA conven- 
tion. 


= “Decline of U. S. newsprint 
consumption last year,” the report 
says, “was primarily due to de- 


|ereases in advertising linage, but 


increased circulation rates, great- 
er use of narrower roll widths and 
strikes against daily newspapers 
were contributing factors. 

“U. S. newsprint consumption 
at the end of March, 1958,” the 
report says, “was approximately 
5.8% under the first quarter of 
1957. Some observers of the U. S. 
economy feel that leveling off of 


‘business which started in 1957 


may end by the third quarter of 


/1958; others forecast a slight up- 


ward trend during the last quar- 
ter of 1958.” 

The ANPA report, looking 
ahead to 1965, forecast a 24% in- 


|crease in newspaper advertising 


volume over the ’56 level; news- 
paper circulation increases in the 
West and South and among small 
and medium-size newspapers; an 
annual demand for 8,000,000 tons 
of newsprint by U. S. newspapers. 


Donn Advertising Formed 

Edward J. Donn, formerly di- 
rector of advertising and sales pro- 
motion of Zurn Industries Inc., 
Erie, Pa., has formed his own 
agency, Donn Advertising Asso- 
ciates, with offices in the Landers 
Blidg., Pittsburgh. His clients in- 
clude all divisions of Zurn Indus- 
tries, which are the mechanical 
power transmissions division 
(flexible couplings, clutches), flu- 
id control division (pipeline strain- 
ers), plumbing products division 
(engineered building drainage 
products), and the research and 
development division. Also, Ca- 
nadian Zurn Industries Ltd., Tor- 
onto; Zurn-Erie Corp. and Plumb- 
ing Drainage Systems Inc., both 
of Erie. 


Rainbow Crafts Names Farson 

Farson, Huff & Northlich Inc., 
Cincinnati, has been named to 
handle advertising for Play-Doh, 
a modeling compound made by 
Rainbow Crafts Inc., Cincinnati. 
The agency’s first campaign will 
be tv participations on children’s 
shows in 40 markets to introduce 
Four-Pak, Play-Doh’s new $1 
package. The account previously 
was handled by John J. Robinson 
Agency, Cincinnati, which was 
disbanded about March 15 when 
Mr. Robinson joined Rainbow as 
vp of marketing. 
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EVENING 
AND 
SUNDAY= 


THE BULLETIN PUBLISHES 


THE LARGEST 
AMOUNT OF 
COLOR 
ADVERTISING 


IN PHILADELPHIA 


To help build sales in the prosperous 
Greater Philadelphia market, advertisers 
continue to make increasing use of 

R.O.P. spot and full color in Philadelphia’s 
home newspaper— The Evening and 
Sunday Bulletin. 


In this newspaper they get complete 
color service—seven days a week. And they 


get a quality of reproduction that 

won for The Bulletin two first prizes in 
the 2nd Annual Newspaper R.O.P. 
Color Conference. 


The Bulletin goes home...delivers 
more copies to Greater Philadelphia 
families every seven days than 


any other newspaper 


Advertising Offices: Philadelphia - New York + Chicago 
Representatives: Sawyer Ferguson Walker Company, Detroit 


Atlanta + Los Angeles + San Francisco + Seattle 


Florida Resorts: The Leonard Company, Miami Beach 


IN PHILADELPHIA NEARLY EVERYBODY READS 


THE BULLETIN 
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There’s an important new landmark on the historic 
Washington scene. A modern structure—the first 
ever designed from the ground up for color tele- 


vision—now houses WRC-TV and provides the most 
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You, too, can get 


ROT COR” 


CINCINNATI, 


we merchandising 
help in Muncie 


THIS AWARD WILL 
SPEAK FOR ITSELF 
WHY DON’T YOU USE 
THESE TWO GREAT 
EASTERN INDIANA 
NEWSPAPERS? 


April 22—Today’s 


promotional efforts. 

That was the theme of seven 
speakers at the seventh annual 
Ohio Valley Industrial Advertising 
Conference last week. The one-day 
session was held aboard an Ohio 
River cruise boat, with about 100 
heavy industry ad managers and 
© |agency men from this and neigh- 
» | boring cities aboard. Cincinnati In- 
dustrial Advertisers sponsored the 
affair. 


e “Selling is back in style, and 
this is the year for mechanics in- 
stead of martinis,” declared Wil- 
liam Perkins, director of purchases, 
general products division, Westing- 
house Electric Corp. 
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‘58 Is Year for Mechanics, Not Martinis in 
Industrial Selling, Ohio Valley Admen Told (70h et eee artic 


| “The critical need is for sales- 


|cations to the needs of prospective 
j}users. Salesmen must think crea- 
|tively, must provide technical 
|know-how and must be able to 
j|make decisions on the spot.” 

le This theme also was hammered 
home by Kenneth P. Martin, vp 
and general manager, Le Maire 
Tool & Mfg. Co., Dearborn, Mich., 
who said that “competent sales 
engineers have a big bearing on 
selling in the present market. Cur- 
rently, we have to sell people, not 
machine tools, because most buy- 
ing decisions are being made by 
committees, rather than by a pur- 
chasing agent or some other com- 
pany official.” 


Advertising Age, April 28, 1958 


e Discussing ‘Market Research as 
a Sales Manager’s Tool,” F. R. Wid- 


icial research division, Republic 
|Steel Corp., described the organi- 


buyer’s market can be cracked by|men who are fully informed on zation and activities of this divi- 
more aggressive sales, research and | company products and their appli-|sion which, he said, enables the 


company to set up both long-range 
and short-range projections of fu- 
|ture sales potentials. 

“Marketing research is a field 
well developed in the consumer 
goods areas and just now finding 
real value in the fabricating mate- 
rials and capital goods industries,” 
Mr. Widmer said. At Republic, he 
said, “management has now 
jreached the point where any re- 
|quest for new product equipment 
from one of our divisions is dumped 
into our department for study be- 
fore serious consideration is given 
to that request. 

“A further development of this 
market work is the transition from 
a job-on-request basis to a rolling 


Colored ink 


and package stuffer 


a century-old formula for lovely skin 


NOW ...in a modern form 


TRITLE’S 


: yal 
Jd! | CREAM 


© 1956 BY TRITLE LABORATORIES 

Beautiful women have long recognized the unsur- 
passed benefits of Rosewater and Glycerine in help- 
ing to smooth, soften and heal the skin. Now 
Tritle Laboratories’ new easy-to-use Glycerine-Rich 
skin cream helps keep skin younger and softer 
regardless of water conditions, wind, sunburn or 
unnatural dryness. In unbreakable plastic jar or 
handy tube. 


to specify black in 


colored inks cost onl 


quality. 


on colored 


paper is the secret 


Reproduced, in actual size, is an envelope 


produced by Tritle 


Laboratories, Seattle, for use by stores 
selling one of their popular products. 


When the printing of this piece was 
’ ordered it might have been quite natural 


k on white paper. 


However, someone used imagination and 
specified wine-colored ink on pink stock, 
with the delightful effect seen here. 


Printing in colored ink on colored 
paper is almost like getting another color 
free! The added cost is negligible, since 


y a little more than 


black inks and colored papers only a 
little more than white papers of equal 


Here’s an idea which, applied to any 


appraisal of all products to meas- 
ure their market position. We now 
have market analysts tied in with 
the line management of our divi- 
sions so tightly that it is a rare 
situation that must be investigated 
from scratch.” 


e Paul Van Orden, manager, spe- 
cialty industrial products, B. F. 
Goodrich Co., in discussing selec- 
tion and management of distribu- 
tors and direct salesmen, observed, 
\“Too many distributors have lost 
‘their independent attitude, are re- 
fusing to stock merchandise, are 
/not selling service as a major rea- 
|son for doing business. 

“It would appear that, unless 
corrections are made, it may be 
necessary for manufacturers to set 
|up their own distribution,” he said. 
\“It is quite apparent that distribu- 
|tors in general are suffering. If 
| they suffer long enough, no matter 
|where the fault lies, the present 
|method of distribution must die.” 


s Other speakers included Gordon 

|Neriem, vp, Belnap & Thompson, 
who spoke on sales contests and 
sales incentives; Robert C. Hepple, 
management consultant, Booz, Al- 
/len & Hamilton, who discussed new 
product problems, and J. L. Arm- 
| strong, local manufacturers’ repre- 
| sentative, who described his expe- 
jriences in acquiring and dropping 
/new lines of heavy industry prod- 
jucts. + 


Dobbins, Woodward Adds 
Account, Boosts Kendall 

Dobbins, Woodward & Co., 
South Orange., N. J., has been 
named to handle advertising for 
the technical sales division of Sika 
Chemical Corp., Passaic, N. J. The 
agency will handle promotion for 
Sikacrete, Plastiment, Igas joint 
sealer, Rugaso] and other Sika 
products used by the heavy con- 
struction industry. 

David A. Kendall has been pro- 
moted to media director of the 
agency. He has been a member of 
the copy and media departments. 


Klein Joins Dickerman 

Aaron R. Klein, formerly direc- 
tor in charge of sales promotion, 
advertising and publicity for the 
Merchants Assn. for Roosevelt 
Field Shopping Center, has been 
named account executive in charge 
of the retail advertising depart- 
ment of Dickerman Advertising, 
New Hyde Park, N.Y. 


long run, can result in tremendous 
economy, actually giving a two-color 
effect with one-color printing. 


SWATCHES OF COLORED PAPERS 
FREE ON REQUEST. 


CO. 


THE BECKETT PAPER 


Timothy 


does 
at! 


See page 124 
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READ BY 24,800,000 PEOPLE 


He doesn’t know it but his luck 
may be running out. 

He’s cocksure Jimmy Hoffa— 

the man who outsmarted himself. 


Now 45, James Riddle Hoffa has bullied, brawled and bought his way to the top of the mightiest, 

richest union in America—the International Brotherhood of Teamsters. But time . . . and his amoral past... 
are catching up with him. In the current issue of LOOK, reporters Clark Mollenhoff and 

David Zingg reveal the ironic story of how Hoffa, in his ruthless climb to power, 

has sown the seeds of his own destruction. 


Here is another compelling chapter in the exciting story of people. LoOK’s accent on people, delivered 

with dramatic impact, helps explain why so many people respond to LOOK . . . why LOOK is read by one of 
every five Americans aged 10 and over—more people per advertising dollar than any other major 
magazine ... why LOOK is such an effective, efficient salesman for American industry. 


LOOK the exciting story of people 
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McCann, L. A., Names 
Van Burgh, Delahay 


McCann-Erickson, Los Angeles, | 


has named James A. Van Burgh an 
account executive and Frederick 
C. Delahay assistant media direc- 


r > 


|member since the committee was | tor of advertising and sales pro- 


Veckly Heads ANA Unit | fectiveness of advertising in busi- 
John Veckly, advertising manag- ness papers (AA, April 7). 

er of U. S. Steel Corp., has been 

named chairman of the Assn. of Chambers Names Three 

National Advertisers’ business pa-| Chambers Built-Ins Inc., Chica- Van der Boom, Hunt Adds ! 

per committee. He has been a| go, has wamed C. E. Parson direc- Van der Boom, Hunt, McNaugh- 

ton Inc., Los Angeles, has been 

named to handle advertising for 


Chambers 
appliances. 


Advertising Age, April 28, 1958 


Junge, Michigan district manager.| direct mail. 
manufactures kitchen | 


Effective with the April issue, 
the Indiana Farmers Guide, Hunt- 
ington, is being published once 
each month instead of twice a 
| month. 


formed a year ago, and succeeds | motion. He previously was adver- 
Ralph Winslow, vp of Koppers Co.,| tising manager for the company|/the new Datasynce division of 
board chairman of ANA. The | and most recently was in charge of | Berndt-Bach Ine. The division 
group is working with a business| advertising for Avco American| manufactures electronic-optical 
paper publishers committee head-| Kitchens. Chambers also named |data recording equipment. Adver- 
ed by Louis J. Perrottet, vp, Gage| Arthur F. Guyton southeastern di-|tising will be in aircraft, missile 
Publishing Co., to increase the ef-| vision sales manager, and Hubert | and photography publications, plus 


‘Farmers Guide’ Goes Monthly 
| 


L. A. Adclub Names Glover 
Wellington Glover, retired Army 
colonel of Belvedere, Cal., has been 
named managing director of the 
Los Angeles Advertising Club. 


James Van Burgh Frederick Delahay 


tor. Mr. Van Burgh previously was 


with J. W. Raymond Co. and 
a J. Walter Thompson Co. in Los An- 
, geles. Mr. Delahay was with Bat- 
ten, Barton, Durstine & Osborn in 
Los Angeles and the Bank of 
America in San Francisco. 


IXL Launches Drive to 
Introduce New Trade Character 


IXL Foods Inc., San Leandro, 
will use a saturation tv spot sched- 
ule in five western states during 
May featuring a new animated 
trade character, “Mr. IXL.” The 
campaign will be designed to build 
brand identification for IXL, which 
produces lasagne with beef, chili 
con carne, chicken ravioli and a 
new beef ravioli. Each will have its 
own spot but each spot also will 
refer to the entire [XL line. 

The campaign will run in San 
Francisco, Los Angeles, Seattle, 
Portland, San Diego, Sacramento, 
Bakersfield, Salinas, Fresno, Chico, 
Redding, San Luis Obispo, Santa 
Barbara, Eureka, Reno, Spokane, 
Yakima, Eugene, Roseberg, Kla- 
math Falls, Medford and Salt Lake 
City. Compton Advertising is the 
agency. 


California Agencies Join Forces 

Gerth-Pacific Advertising, San 
Francisco, Byron H. Brown & Staff, 
Los Angeles, and Clark & Elkus 
Advertising, Sacramento, have 
joined together in a new agency 
group to be known as Gerth, 
Brown, Clark & Elkus. All present 
offices and staffs will be retained. 


Don Merkel Joins JWT 

Don Merkel, formerly a senior 
copywriter of McCann-Erickson, 
Chicago, has joined J. Walter 
Thompson Co., Chicago, as a copy- 
writer. 


‘1S THE ONE SHE | 


| 
| —and every month, millions of ready-to-buy homemakers are eagerly picking up the new Woman’s Day, the magazine that | 
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Advertising Age, April 28, 1958 


‘Milwaukee Journal’ Finds Dip in Number of 


Brand Users, but They're Using More Brands 


Mitwaukee, April 22—The Mil- 
waukee Journal today issued its 
35th annual “Consumer Analysis.” 
The analysis will later form part 
of the 13th annual “Consolidated 
Consumer Analysis,” which offers 
a nationwide picture of shopping 
habits in 22 markets. 

This year’s analysis for Milwau- 
kee is 160 pages and covers a wid- 


er range of product classifications | 
than in the past. A weighted sam- 
ple of 6,000 families was polled in 
the greater Milwaukee area to get 
the results of the survey. 


# Among other findings, the anal- 
ysis indicates that more Milwau- 
keeans own their own homes this 


year, and slightly fewer are rent- 


ers; a smaller percentage owned |case with automobiles. 


autos in 1958 than in 1957, but they 


31 


and in the general category (ciga- 


A check shows that among 96!rets, girdles, fountain pens, etc.), 


'owned more makes—32, as com-|food products, about 20% 


had a/| two out of 13, about 15%. 


pared with 22 in 1956 and 1957.|smaller percentage of users but) 
Power mowers won more adher-|more different brands being used.|Gardner, Stein Names Two, 
ents from muscle-sore home own- The same was true in the following | Adds Timely Displays 


ers, with 25.9% owning one in 1958 | categories: Of 28 different kinds of | 


compared with 21.2% in 1957. 


Gardner & Stein, Chicago, has 


|toiletries, four or 14%, exhibited | 2 pointed Joseph Arbeit copy su- 


One interesting phenomenon re-| the same characteristic; of bever-| peryisor and Ann Cardinal pro- 
vealed by the study is that some | ages, one out of 16, or about 6%; of | quction coordinator. Mr. Arbeit 


products found a smaller percent- | soaps, four out of 29, or about 14%; 
age of users in 1958 as compared|of appliances, two out of 29, or 
to 1957, but more brands were used nearly 7%; of autos and automotive 
in each product group, as was the| products, three out of 10, or 30%, 


“PICKS UP HERSELF! 


fits their new way of living. (In the May issue, you'll find ideas for young homemakers.) Woman’s Day, the 


™ 
» 


~~ 


©1958, WOMAN'S DAY, Inc, 


was associate editor of American 
Trade Publications Co., and Mrs. 
Cardinal formerly was assistant 
production manager of Grimm & 
Craigle, Chicago. 

The agency also was named to 
handle advertising for Timely Dis- 
plays Inc., which had no previous 
agency. The company makes out- 
door Christmas decorations. 


Len Woolf Adds One 

Scientific Coatings Co., Los An- 
geles paint manufacturer, has 
named Len Woolf Co., Los Ange- 
les, to handle its advertising. Plans 
call for a national campaign to in- 
troduce a new retail multi-color 
paint spray called Dots N’ Spots. 
Following the development of deal- 
er aids, newspapers will be used 
on a market by market basis. 


THIS? |. 


ANGELES 
\ 


6 MILES 


It’s comforting to have Full 
Coverage. 

You won’t be out “‘in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 
Telegram. The only-daily 
and Sunday newspaper in 
this outstanding market. 

Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember... San 
Bernardino is the major mar- 
ket in California’s 4th Larg- 
est Metropolitan Area, 6th 
in the Pacific Coast,and 29th J 
in the Nation. 


SAN 
BERNARDINO 


SAN BERNARDINO 
SUN and TELEGRAM 
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You Ought Vo Know , ]. Davis Danforth 


In 1925 J. Davis Danforth joined | 1933—-when he was 30—he was in 
Barton, Durstine & Osborn. He/charge of a BBDO office in Lans- 
was fresh from Princeton and a|ing, Mich., with 30 people under 
trip with a jazz band, and if he|him on the Oldsmobile account. 
hadn’t gone into advertising he It was one of the two accounts 
probably would have begun play-|he remembers being on when 
ing a violin at the Heigh-Ho Club,/|they left the agency—Oldsmobile 
where Rudy Vallee was working.|went to D. P. Brother & Co. when 

But he met Roy Durstine at a|the agency was formed out of 
party one night, and he joined |Campbell-Ewald, and Dave Dan- 
Barton, Durstine & Osborn as a|forth still remembers the farewell 
messenger. And for 32 years he’s|party 200 Oldsmobile people 
been in the agency business, all|threw for him. The other account 
of them with the same shop. He’s|was Continental Baking, which 
now exec vp of Batten, Barton, followed Ted Bates to Benton & 
Durstine & Osborn and the new|Bowles from BBDO, and later 
chairman of the American Assn.| went with Bates to his own agen- 
of Advertising Agencies. ley. 

When he joined the agency it, 
was thought that he might go into| s Over the years Dave worked on 
the newly organized radio de-/|a host of BBDO accounts and also 
partment; instead he was drawn|worked on new business. Al- 
into account work, and it has been | though he has a formidable repu- 
his special province throughout | tation on Madison Ave. as a new- 
his hitch at BBDO. Almost all of business man, he says merely that 
it was spent in New York, but in|his basic job is client service, and 


|it is in that area he has made his 
contribution to the business. 5 

As exec vp (a title he acquired |§ 
in 1946) Dave worked across the @ 
whole range of BBDO accounts. |* 
He still is management supervisor 
;on Du Pont (BBDO’s biggest ac- 
count group), National City Bank, 
Philco, Consolidated Edison, and 
|Curtis Publishing Co. Last year the 
jagency divided the management 
|supervision load, and six top vps 
lof the agency took over segments 
of what Danforth used to ride herd} 
on. 


® Despite his rise in the agency 
and his one-job-since-college rec- 
ord, Dave is generally disposed to 
feel that men move faster in the|cy when they get there. 

agency business if they’ve had a “But they shouldn’t wait too 
little training elsewhere. While} long,” he emphasizes. “The move 
“we like to think we attract top|should be made by the time they’re 
college seniors, some are not di-/| 25.” 

jrectly ready,” he says. “If they| There is still the problem 
|have a little experience with ajof client acceptance. Mr. Danforth, 
|strong organization—say Procter| slight, trim and younger looking 
& Gamble, or General Foods or|than his 55 years, says, “You can’t 
| Standard Brands—for a year or|be an account executive until you 


|two, they move faster in the agen-|have maturity. You may be a 


J. Davis Danforth 


When You Think About 


THE SYRACUSE MARKET 
Think About All of it! 


Ithaca, 


Phone Your Nearest Office of 
MOLONEY, REGAN & SCHMITT 
1 


the SYRACUSE 


WE INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 


advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


Think of America’s best test city — plus a score of 
sizable, prosperous cities like Auburn, Cortland, 


Oneida and Oswego. Think of 15 


counties embracing one-third of the total 


area of New York State — with a 
population in excess of 1,400,000 
and buying power of more than 
$2 billion annually! No other 
combination of media reaches 
this market as effectively and 
economically as the Syra- 

cuse Newspapers. 


R.O.P. Full Color—Daily and Sunday 


Syracuse is 
America's No. 1 Test Market 
| 


NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 241,159 


Sunday Herald-American 205,658 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 
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great assistant account exec, and 
all the people at the client may 
j}be very fond of you, but if your 
boss gets moved up, or leaves or 
dies, you still need that maturity. 
There’s nothing like a couple of 
gray hairs...” 


® Dave has been responsible for 
account management during the 
great period of BBDO’s growth. 
He remembers a BDO of 90 peo- 
ple; now he must cope with a 
BBDO which has 1,600 people in 
| New York, plus a San Francisco 
office larger than the agency he 
joined, plus other offices. 

“We're a personal service busi- 
ness,”” Dave Danforth says earnest- 
ly, “not only to clients, but to 
ourselves. Our big problem is 
keeping in touch with the many 
promising young people we've got, 
and watching and superintending 
their progress.” In this regard he 
has high hopes for Rod Funston, 
who moved in from Lever Bros. 
last year to become personnel di- 
rector of BBDO. 

“We've done a lot of flying by 
the seat of our pants in this busi- 
ness,” Dave confesses. But the 
record of the flight is spectacular. 
BBDO increased in billing from 
$104,000,000 to $210,500,000 be- 
tween 1951 and 1957—virtually all 
of it domestic. And 70% of its 
volume comes from accounts held 
for ten years or more. Its great 
growth has come from increased 
billing by present clients, and 
from new product assignments— 
despite a phenomenal new busi- 
ness drive. 


= The new chairman of the Four 
A’s takes a somewhat traditional- 
ist view of the agency business. 
As far as he’s concerned, “I still 
feel the major function of the ad- 
vertising agency is creative—pro- 
ducing ideas that will sell goods 
and services—and I think this 
will always be its major function. 
And I’m delighted that the new 
president of BBDO is a creative 
man...” 

He thinks a major agency prob- 
lem is misunderstanding in client 
management levels, particularly 
on agency incomes and profits— 
“Their ideas of agency profits are 
fantastic—they talk about 10% 
net, in their own businesses, and 
are amazed to learn an agency 
does well to earn 1.5% or 1.6%.” 

He says of his business career 
that it’s been a happy one, all 
with one agency, and he notes 
gently that he’s been married to 
one wife since 1926. They have 
two sons, John, 30, who went to 
Brown and works for McCall’s, 
and Peter, who went to Princeton 
and is now a jet pilot in the Air 
Force, stationed at Laredo, Tex. 


® He likes golf and music, and is 
getting a Hammond organ for his 
home in Rye. His sons, both of 
whom prepped at Phillips Exeter 
Academy, as Dave did, were active 
in their college glee clubs. 

“Occasionally a band leader 
used to ask me to sit in when we 
were out somewhere,” Dave re- 
calls, adding a little wistfully, “I 
guess I’d have to pay him five 
bucks these days to let me play 
one chorus of ‘Sweet Sue’.” # 


‘Gazette & Daily’ Wins 
Ayer Make-up Award 

The Gazette & Daily, York, Pa., 
was awarded the Ayer Cup for ex- 
cellence in typography, make-up 
‘and printing last week, becoming 
the first tabloid to win in the 28 
| years the newspaper contest has 
been held. 819 newspapers entered 
the competition. 

Honorable mentions went to 
winners in various circulation cat- 
egories, including the New York 
Herald Tribune (over 50,000 cir- 
culation); Derrick, Oil City, Pa., 
(10,000 to 50,000); News, Goshen, 
Ind., (less than 10,000), and 
Newsday, Garden City, Long Is- 
land, in the tabloid category. 
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Petersen Publishing 
Company 


The story of Petersen Publishing Company’s growth is a 
story of ideas, vision, luck and lots of guts. It started in 
1948, with a couple of young fellows selling a magazine 
they called HOT ROD. Driving from dirt tracks to stadi- 
ums, they peddled their publication out of their cars. 


! i a In 10 years, the idea that began with auto enthusiasts and 
a borrowed $400, became a $7,000,000 business. 


HOT ROD distribution was scattered at first, but demand 
grew rapidly. By early 1949 Petersen Publications was in 
business to stay. HOT ROD grew too fast to continue as 
a regional publication and Independent News Company 
of New York was selected to handle the national distribu- 
tion. Circulation climbed rapidly and is now over 450.000. 


Encouraged by this initial success, Petersen introduced a 
new publication - MOTOR TREND. It made its first ap- 
pearance in September, 1949. Created to report objec- 
tively to the automobile buying public. MOTOR TREND 
subjected new models to road tests conducted by crews of 
experts. Editorial orders were to give the public the truth 
about the cars they were going to buy. Detroit and the 
public accorded confidence and recognition to this bold 


i ee policy and today its circulation is over 400,000. 
In 1953 Petersen Publications brought out CAR CRAFT, 
a new magazine directed to the technologically-minded 
et youth. CAR CRAFT has been warmly received by young- 
aa sters, by automotive experts and educators. In many high 


schools where Auto Shop is taught, CAR CRAFT is a 
major reference. Monthly circulation is now over 150,000. 


PETERSEN PUBLISHING COMPANY 


Frequent executive planning sessions are necessary to keep a tight rein on 
Petersen’s many magazines and books. Plans board includes, left to right: 
Lee Ryan, Genera! Manager; Ted Johnson, Treasurer; Walt Woron, Editor Motor 
Trend Magazine; Gordon Behn, Circulation Manager; Wally Parks, Editor Hot Rod 
Magazine; Robert E. Petersen, President; Al Isaacs, Art Director; Ken Bayliss, Editor 
Trend Books; Jack Preston, Production Manager; and Don Werner, Editor Motor Life 


SUCCESS STORY Even in the fabulous West, the rapid 


growth of Petersen Publishing Company reads like fiction! 


Not resting on its laurels, in 1956, Petersen Publications 
purchased the widely-read MOTOR LIFE and gave it 
new impetus. Today MOTOR LIFE leads in its fields 
of coverage. 


In February of 1957 a new magazine designed for teen- 
agers and appropriately titled TEEN was started. Under 
editor Charles Laufer, former English teacher and ex- 
basketball coach, TEEN talks to teenagers in their own 
language. 175,000 teenagers buy it each month. 


CUSTOM CARS, a magazine devoted to car styling, was 
introduced in September, 1957. Public reception has 
been excellent. 


Another segment of Petersen Publications is TREND 
BOOKS...24 non-periodical magazines published annual- 
ly on various subjects. TREND BOOKS have covered 
such subjects as photography, skin diving, pro-football, 
guns, Lawrence Welk, flying saucers, etc. In addition, 
SPORTS CAR QUARTERLY and GUNS AND AMMO 
are two new publications soon to be published quarterly 
under the Petersen aegis. 


This, then, is the beginning of the success story of the 
Petersen Publishing Company -a company which has 
achieved a position of leadership in reaching the largest 
young men’s market in America.The company feels strong- 
ly that not only its own efforts, but the assistance of busi- 
ness associates and friends as well, have forged its remark- 
able success story. Petersen Publishing Company is now 
readying itself for even greater progress in the years ahead. 


5959 HOLLYWOOD BLVD., LOS ANGELES 28, CALIF. @ HOLLYWOOD 2-3261 


DETROIT: 524 Book Blidg., Detroit 26, Mich. e WOodward 3-8660 
4 NEW YORK: 17 E. 48th St., New York 17, N. Y. e PLaza 1-6690 
aed CHICAGO: 360 N. Michigan, Chicago 1, Ill. ¢ FRanklin 2-6067 


R. E. PETERSEN 
President 


A. M. BENEDICT 


Advertising Director 


BEN LA MASTER 


Eastern Advertising Manager 


BILL CALLAHAN 
Detroit Advertising Manager 


JOHN WICK 
Midwest Advertising Manager 
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‘Channel,’ TV | 
Listing Book, Is 
Druggist Giveaway 


SEATTLE, April 22—How 
Channel, a weekly frankly pat- 
terned after TV Guide but dis- 
tributed only through drug 
stores, has built a three-state 
circulation of 165,000 in six 
months was sketched before the 
Advertising & Sales Club last 
week. Channel is bought by 
drug stores in bulk for free dis-| 
tribution. 

Louie Antonsen, advertising| 
manager of Channel, presented | 
the story of the publication in 
the perspective of the pharma- 
cists’ fight for traffic and vol- 
ume in the face of growing com- 
petition from supermarkets. 

The start of Channel goes 
back a year, the speaker said. 
Mr. Antonsen and Channel’s 
publisher, Marshall Riconosciu- 
to, talked to Northwestern Drug | 
Co., Tacoma wholesaler, and to| 
the Washington State Pharma- 
ceutical Assn. The executive| 
secretary of the Washington | 
State Pharmaceutical Assn., Ned 
Henderson, suggested a test run. 
Rather than just ask what drug 
men thought of the idea, Mr. 
Antonsen said, contracts were) 
printed; of 50 stores called on, | 
49 signed. | 

Through Mr. Henderson the 
promoters made a presentation 
at a New York meeting of the 
National Conference of State 
Pharmaceutical Assn. Executive 
Secretaries. Reaction was highly 
favorable. 


= Three editions are cubiltched | 
—one for western Washington, 
one for eastern Washington, and 
one for Oregon. Three salesmen | 
were hired, and in less than a 
month 756 stores were signed. 
The figure now exceeds 900. 

The cost to the druggists, Mr. 
Antonsen indicated, is 2%¢ to 
3¢ a copy. Tv spots, window 
banners and store decals are) 
used to sell Channel to viewers. | 

Channel runs to 16 pages an| 
issue and uses two colors. Each | 
issue carries editorial features 
plus some advertising by sta- 
tions and tv advertisers. 

The back cover is used as an} 
institutional ad for the pharma- 
cist. 


FLORIDA TV BOOK TO 
TAKE SHOW ADS ONLY 


JACKSONVILLE, April 22—If! 
present pl ns of a new Florida 
corporatio: materialize, there 
will be another competitor in 
the tv listing magazine field by | 
midyear. 

Ads are now running in 23) 
papers throughout Florida an- 
nouncing the offering of 250,000 
shares of Class A common vot- 
ing stock in TV Publications 
Inc. at $2.32 per share. Under- 
written by Florida Realty & Se- 
curities Corp., these securities 
are available only to residents of 
Florida. 

TV Publications is headed by 
Leon C. McAskill, president of 
McAskill Publishing Co., Mi- 
ami Beach, publisher of Room 
Service Magazine. 

Investment ads for the pro- 
posed new weekly tv program 
magazine, which is to be distrib- 
uted through chain and co-op 
grocery stores, are being placed 
through Crisp & Harrison. 

The ads describe the publica- 
tion as a “16-page weekly tele-| 
vision listing magazine pub-)| 
lished by TV Publications Inc. | 
in 51 editions and for quick and 
easy reference.” 

| 
® Dan Crisp, president of Crisp | 
& Harrison, told ADVERTISING 
AcE that more than 20,000 stores 
—independents and chains— 
have contracted to distribute the | 


magazine. He said one-year con- | 
tracts with stores were bought by 
TV Publications from TV Tele-| 
scope, of Jacksonville, which had 
originally started this project. 

The editorial content of the mag- 
azine will be confined exclusively 
to program information. The dum- 
my of the magazine has been 
shown to a few advertising agen- 
cies, but actual solicitation of ad- 
vertising has not started yet, nor 
have rates been set. 

The company plans to sell ads 
only within the body of the pro- 
gram listings. It will not seek busi- 
ness from advertisers other than 


TYPOGRAPHY 
for the publishing 


house that Petersen 


tv sponsors. iene on your 
|_ Target date for the first issue is Pig » WISHING YOU A HUNDRED <¢e 
—)\MORE SUCCESSFUL YEARS! 


June 29. = 


be 
Gerald Freeman Promoted O O Oot 


Gerald L. Freeman, with Keller- 
Crescent Co., Evansville, Ind., for 
the past three years as a member | 
of the creative staff, has been pro- 


moted to radio and television di- BISCH TYPE, INC., 5519 SUNSET + HOLLYWOOD 28, CALIFORNIA + HO 4-7134 


rector. 
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BIG LEAGUE! 


in the west 


Two young western giants on the national printing and 
publishing scene—Pacific Press Inc. and Petersen 
Publishing Company—and still growing! And look at the 
other big-leaguers on the Pacific Press team* 


In the past ten years, Pacific Press has grown to be the largest 
printing house in the third largest printing center in the United States. 
That growth has come through customer satisfaction; from meeting 
the exacting schedules and vast needs of national magazine 
publishers; from giving commercial buyers printing that sells. 


Pacific Press has the skilled craftsmen and equipment to 


produce fine color work, catalogs, newsprint circulars, trading stamps, 


telephone directories—in fact, printing of all kinds .. . of top quality, 
and in volume. Printing buyers who are on the ball will want 


to get in on the big play in the West. 


Pacific Ress INC.§201 $0. soTO ST CALIF 
PHILLIPS & VAN ORDEN CO. a:4 5 serey st. san Rancisco? 


LOS ANGELES 586, T 


Rie, TIME, NEWSWEEK, SPORTS ILLUSTRATED, SUNSET, ARIZONA HIGHWAYS 


ASSOCIATED WITH J. W. CLEMENT CO.. BUFFALO. NEW YORK 


Et LUDLOW $.3181 


TEL GARFIELD 1.3101 
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Give Direct Mail 
Proposition ‘Glamor, 
Romance,’ Chait Says 


Fort WortH, April 22—‘“No 
mailing piece is going to get off 
the ground today unless you build 
a little something extra into it.” 

This was the message Lawrence 
G. Chait had last week for the an- 
nual Fort Worth-Dallas Direct Mail 
Day seminar. 

Mr. Chait, who heads the New 
York direct mail consultant com- 
pany bearing his name, told the 
meeting that “in much of the ad- 
vertising we see around today, it 
is noticeable that the words are 
getting shriller—more frenzied and 
more frantic.” 

“Too many advertisers,” he add- 
ed, “have got into a rut and have 
failed to analyze the proposition 
with which they surround their 
product, with a view to adding 


some new romance and glamor to 


arouse consumer interest.” 

Noting that direct mail volume | 
was $1.75 billion in 1957, and that 
more than 200,000 companies use 
this medium, Mr. Chait said: “In 
many respects direct mail adver- 
tising may be more vital. to our 
nation’s economic health than are 
most other advertising media.” + | 


KFMB-TV Appoints Stodelle 

KFMB-TV, San Diego, Cal., has 
appointed John B. Stodelle as 
local sales manager. Mr. Stodelle 
had been operating an agency in| 
San Diego prior to joining the sta- 
tion. Earlier he was an account 
executive with the Hadley Agency 
in San Diego. 


Ganz Joins L. A. Agency 

Charles B. Ganz has joined the| 
plans board and account staff of 
Guerin, Johnstone, Jeffries Inc., 
Los Angeles. He formerly was) 
with Dreyfus Co. and previously | 
was a partner of Smith & Ganz) 
Advertising. 
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PRACTICAL—A new approach, stressing quality and economy, is being 

used in the current Volvo campaign scheduled for April through 

August. Magazines will be the primary medium. Advertising Agen- 
cies Inc., Studio City, Cal., is the agency. 
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for Petersen 
Publishing Co. 
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Telling the Petersen Success Story 


Successfully... 


Compton Advertising, 
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Advertising Age, April 28, 1958 


Stations. Groups 
to Mark National 


‘Radio Month in May 


New York, April 22—The radio 
}industry, which hitherto has been 
satisfied to set aside a week a year 
to call attention to itself, this year 
| has decided to take a whole month 
jout of the calendar for self-pro- 
motion. 
The month of May has been 
|designated National Radio Month 
to commemorate the 38th anniver- 
sary of broadcasting. More than 
| 3,000 stations, as well as networks, 
jare set to participate in the ob- 
servance, which will feature the 
theme, “Radio is close to you.” 

Stressing radio’s personalized 
service to its audience, weekly 
variations of the theme will em- 
phasize the numerous roles radio 
plays in the life of the individual, 
the community and the nation. 
More than 200 national civic, fra- 
ternal and religious organizations 
and trade associations will take 
|part in the celebration with local 
promotions. Radio set manufactur- 
ers are scheduling special advertis- 
ing support, using direct mail and 
dealer co-op funds. 


® Both the Radio Advertising 
Bureau and the National Assn. of 
| Broadcasters have prepared pro- 
| motion kits. These range from a 
proclamation for mayors to more 
than 80 spot announcements. The 
RAB kit includes 16 fully orches- 
|trated jingles. Programs and pro- 
;motion ideas have been prepared, 
|as well as suggestions for posters, 
|counter cards, bumper strips and 
banners. 

Committees comprising repre- 
sentatives of participating radio 
|Stations have been organized to 
| carry out major promotion projects 
for National Radio Month, which is 
|co-sponsored by NAB, RAB, the 
| Electronic Industries Assn. and the 
National Appliance & Radio-tv 
Dealers Assn. + 


_— 


| Anheuser-Busch Plans 
‘Pick-A-Pair’ Campaign 

| Anheuser-Busch Inc., St. Louis, 
will use all major media to pro- 
mote its “Pick-A-Pair of 6-Paks” 
campaign, which will begin in 
the latter part of May and run 
through July. A young lady hold- 
ing 6-paks in each hand will be 
the center of the campaign. Re- 
tailers will be offered point of 
purchase material consisting of 
the same picture with the pack- 
ages routed out. They can then 
pair Budweiser with any other 
merchandise they choose. 

Full color spreads will run in 
| Ebony, Life, Look, Newsweek, 
‘Sports Illustrated and Time. 
Similar spreads will run in The 
American Weekly, Parade and oth- 
‘er Sunday supplements. Some 400 
radio and tv stations will carry 
spots during the two-month drive 
Both 24-sheet posters and painted 
bulletins also will be used. D’Arcy 
tyne Co. is the agency. 


McDermott Forms Division 

Pat McDermott Inc., Hollywood, 
public relations and _ persona! 
management company, has formed 
a special division of the company 
|Premiere Publicity, to handle th: 
|pre-premiere and premiere pub 
licity, promotion and exploitatio: 
campaigns of new tv series. Th« 
new division will offer a six-week 
15-point promotional campaign |: 
| Sponsors, advertising agencies 
|program packagers and syndica- 
tors. 


NTA Enters Europe 


National Telefilm Associate 


|}has opened offices in Paris, Rom: 
/and Brussels to handle its Euro 
Milwaukee, Los Angeles, San Francisco, Portland |pean film business. These opera- 
tions will be headed by Leo Lax 
| veteran of the European film busi 
ness. 
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Pezersen Publishing Company’s 
unique accomplishments in the 
publishing field have opened up great. 
new markets for advertisers, 
wholesalers and retailers, and 
have provided a new wealth of 


information for the consumer. 


MOTOR TREND * HOT ROD + MOTOR LIFE 
CAR CRAFT *« ROD & CUSTOM + CUSTOM CARS 


TEEN MAGAZINE * GUNS & AMMO QUARTERLY 
SPORTSCAR QUARTERLY + TREND SERIES TITLES 


INDEPENDENT NEWS COMPANY, INC., 480 LEXINGTON AVE, NEW YORK 17, NY. 


THE INDEPENDENT 
NEWS COMPANY, INC. 


having distributed 
Petersen Publishing Company Magazines, 
from the very beginning, 
to every corner of the U.S.A. 


and throughout the world... 


IS PROUD OF ITS CONTRIBUTION = 
TO THE SUCCESS OF 
PETERSEN PUBLICATIONS 
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Rohde Joins La Fond |& Miller, has joined Richard La- 
William L. Rohde, formerly an|Fond Advertising, New York, as 
aceount executive with Wildrick | account supervisor. 


Favored Admiral 
Distributors Got 
More Ad Money: FTC 


WASHINGTON, April 22—The Fed- 
eral Trade Commission charged 
last week that Admiral Corp. gave 
some distributors more favorable 
advertising allowances and dis- 
counts for selling its radio and tv 
sets and appliances than it gave to 
others. 

The complaint says that in 1956 
Admiral paid 50% to 100% of the 
newspaper promotion costs for 
some distributors, while others 
were precluded from _ receiving 
anything. The complaint also says 
discounts were arranged so that 
non-favored customers paid 1% to 
10% more than their competi- 
tors. # 
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G.e.° 
CONGRATULATIONS. 
to Petersen Publishing Company 

on TEN YEARS 

of successful growth 


Universal to Rose-Martin 


Universal Pen & Pencil Co., 
Brooklyn, has appointed Rose- 
Martin, New York, to handle its 
advertising. An initial test is slated 
for New England consumer media 
and a campaign is scheduled to} 
break in August for a new type| 
|fountain pen with a copy theme, 
“You need never again run out of 
ink.” The company has had no 
agency for more than a year. 


SUPER FUEL—D-X Sunray is using 


boron—used to power 


D-X Sunray Pushes 
Its Boron Gas as 
‘Satellite Fuel’ 


Tusa, April 22—D-X Sunray Oil 
Co.’s advertising this year will blast 
off into an orbit blazed for it by the 
sputniks and the Explorers. 

Hitching onto a natural theme, 
the oil company will push the fact 
that boron, which is used in lifting 
rockets and missiles toward the 
stars, is also an element of its pre- 
mium-grade gasoline, D-X Boron. 
“Missile-power at no extra 
cost,” “The kind of power that 
rockets satellites into outer space,” 
copy declares in the new series of 
}ads, which will picture Army and 
Air Force jets and missiles. The 
two-color ads, running in 300 dai- 
lies in the 17 middle states of the 
|U.S., will push the theme of gas 
|economy with D-X Boron. Charts 
| will show mileage increases of two 
|miles per gallon on D-X Boron. The 
jads will range in size from eight 
columns, 189 lines to four columns, 
150 lines. 


ENGRAVER 


from your friends 


Dempster to Calkins & Holden 


William E. Dempster, formerly a 
vp of Roy S. Durstine Inc., has 
|joined Calkins & Holden, New 
TORRE RERRERREREBEREBRBREBRBREEREBRERERRER EEE S| |'York, as an account supervisor. 


METROPOLITAN ENGRAVERS LTD. monvfacturers 
of fine photo engravings, 303 E. 4th St.* MA. 5-2641 
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newspaper ads like this to push 


theme that its D-X Boron premium gas contains same element— 


missiles and satellites. 


Air Force motion pictures of mis- 
| siles and jets as well as a miniature 
|D-X Boron rocket. Spot radio in 
45 markets will pick up the sound 
track from the tv commercials. 
Outdoor posters will have a hu- 
morous theme and will be shown 
during the summer months in 568 
cities. 

Potts-Woodbury, Kansas City, is 
the agency. # 


‘Monitor’ Becomes Daily 

The Monitor, Knoxville, Tenn., 
weekly Negro newspaper since 
1944, became a daily publication 
on April 15. It will be published 
daily and Sunday except Saturday. 
William Robinson, Monitor editor, 
has formed a partnership with 
Robert H. Harper, business man- 
ager of Interstate Advertising 
Service Inc., New York. 


Palmer Joins Breithaupt 

J. Everett Palmer has joined 
Breithaupt, Milsom Ltd., Toronto, 
to direct all radio and tv advertis- 
ing. At one time radio-tv director 
of McCann-Erickson, Mr. Palmer 
most recently has been general 
sales manager of Canadian TPA 


Films Ltd. 


P aon y | SATURATION AND 

ae. | SELECTIVE OCCUPANT 
| LIST COVERAGE. FOR 
| SOUTHERN CALIFORNIA 
_AND 11 WESTERN STATES 


PRINTING 
for Petersen | RICHMOND 7-7481 


Publications 


for the publishing 
house that Petersen 
buat! .. 


Complete service 
for Publishers: 


FULFILLMENT 


MAILING 


MAILING 


cHKoW EDN 
MAIIAING SERVICE 
3430 SOUTH HILL STREET 

LOS ANGELES 7, 


CALIFORNIA 
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Kaufman Wins 
Six Awards in D.C. 
Ad Art Competition 


WASHINGTON, April 22—Seven 
gold medal and 17 distinctive merit 
award winners were selected last 
week from 217 items of advertising 
art submitted for the 1958 Wash- 
ington Art Directors Club exhibi- 
tion. 

Three of the seven gold medals 
and three of the distinctive merit 
awards went to Henry J. Kaufman 
& Associates personnel and clients 
of the agency. One gold medal and 
two distinctive merit awards went 
to designer Tom Huestis. 

Two of the gold medal-winning 
jesigns by Tom Hutchens and Gene 
Hoover of the Kaufman agency 
were for promotion booklets for 
the agency itself. Mr. Hoover is art 
director of the agency and Mr. 
Hutchens is designer-illustrator. 
The other gold medal was for pho- 
tographic designs by John Burwell 
in an ad for a Kaufman client, 
WMT-TV in Cedar Rapids, on 
which Mr. Hoover assisted as art 
director. 


e Mr. Huestis’ gold medal was for 
a poster which he designed for the 
Adelphi Citizens Assn. A booklet 
he designed for the association and 
a direct mail piece he designed 
for the U.S. Chamber of Commerce 
also won distinctive merit awards. 

Three other gold medals went to 
Fred J. Maroon for an editorial 
ert photograph which was made for 
Nation’s Business; to Mona Ben- 
nett for designing editorial art for 
the U.S. Information Agency for 
use in the Russian language pub- 
lication “America Illustrated,” and 
to Peter F. Master for tv single 
frame art for WTOP-TV for the 
ilm “Return to Treasure Island.” 

The three distinctive merit 
awards to Mr. Hoover of the Kauf- 
man agency were for photographs 
and magazine ads for WMT, Cedar 
Rapids radio station. 


® Other distinctive merit award 
winners, in addition to Mr. Hoover 
and Mr. Huestis, included: 

John Burwell, for a b&w pho- 
tograph for WTOP-TV, Washing- 
ton, D.C.; Bob Kirwin, for a color 
photograph for Model Aviation; 
Fred J. Maroon for a b&w editorial 


art photograph for the United Mine | 
Workers of America; Paul Hoff-| 
master, for a color drawing for | News-Virginian, Waynesboro, Va., 
“Changing Times” magazine; effective May 1. 


Charles Dunn, artist, for an edi-| 
torial cartoon layout in Nation’s 
Business, and Ralph Patterson, de- 
signer, for another editorial layout | 
in Nation’s Business. 

Other winners were Jack B. Wil-| 
lis, designer, for a color page mag- | 
azine ad for WRC-TV, Washington, 
D.C.; Bernard B. Sanders, for a| 
booklet designed for James Daw- 
son; Joe Jacobs, for the design of 
a direct mail layout for Sanders, 
Noe & Kirwan Inc.; Eric C. Moore, | 
for educational material for the 
Arabian-American Oil Co.; Stan- 
ley G. House, for the design of an 
album for Offbeat Records, and 
William Thompson, for design of 
an exhibit for the National Heart 
Institute. + 


TV Plays Key Role 
in Paramount Earnings 

The 1957 annual report of Para- 
mount Pictures Corp., New York, 
illustrates the financial impact of 
the sale of old films to tv by a 
motion picture studio. For 1957, 
Paramount reported = estimated 
consolidated net earnings of $5,- 
425,000 from operations and net 
income of $4,783,000. Earnings | 
from such operations as the li- 
censing of films were ahead of 
the 1956 figure of $4,283,000, but 
net income for that year hit $8,- 
731,000, due largely to approxi- 
mately $4,448,000 profit from the 
sale of “Popeye” cartoons to As- 
sociated Artists Productions, tv 
distributor. 

No income accrued from the 
sale of films to tv in 1957, but 
stockholders have been advised 
that “substantial profits have al- 
ready been realized from such 
sources during 1958.” This was a 
reference to Paramount’s sale of 
its pre-1948 feature film backlog 
to Management Corp. of Amer- 
ica, a subsidiary of Music Corp. 
of America, for $50,000,000. 


Y&R Boosts David Levy 

David Levy, vp in charge of 
creative development for the radio 
and tv department of Young & Ru- 
bicam, New York, has been named 
associate director of that depart- 
ment. In his new post, Mr. Levy 
will report to Robert P. Mountain, 
vp and director of radio and tv. 


Johnson, Kent Adds One 
Johnson, Kent, Gavin & Sinding 

has been appointed national ad- 

vertising representative for the 


YEARS 


ANDERSON LITHOGRAPH CO. 


for complete 
Lithography, call 


1156 N. LAS PALMAS 
HOLLYWOOD 38, CALIF. 


HOtlywoood 5-2134 
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People who live in this Missouri River metrop- 
olis call it ‘The City Of Opportunity,’ and there 
are plenty of reasons why. Look a little closer 
and you'll see. 


Population is up and with it—buying power. 
Just last year, some $142 million were spent 
here. And since World War II, St. Joseph cash 
registers have rung to the tune of a 90.5% 
increase in sales. There’s even more to this 
amazing story. 


St. Joseph has attracted new businesses in al- 
most every field. Electrical equipment, metals, 
food and chemical industries are just a few 
that have bolstered the boom. It’s meant a 30% 
increase in jobs in little over ten years. 

St. Joseph is in the heart of America’s bread- 
basket (it ranks a healthy 7th as a livestock 
market —$209,000,000 worth was purchased in 
1957). This forward-looking city has 6 rail- 
roads, 46 truck lines, 5 bus lines and a busy 
river port to keep things moving in and out of 
St. Joseph at a terrific pace. This appeals to 
new industry. 


If you want your share of the big boom in 
St. Joseph, the St. Joseph News-Press and 
Parade will give it to you. Each Sunday they 
call on four out of five homes in the area. Each 
Monday they begin to move goods off dealers’ 
shelves. 


PARADE...The Sunday Magazine section 
of 59 fine newspapers covering some 
2800 markets...with more than 16 million 
readers every week. 


't miss the big parade 
in St. Joseph, Mo. 


in St. Joseph? 


Per coat of families reached 


POST . .. iv... OF 


LIFE ....c0-. OF 


Heme County 


The Sunday Picture Magazine | 


Parade | -==== | 
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Copywriters ... Advertising managers ... Radio and TV writers 


... Account executives... Art directors... Promotion managers... 


Copy group heads... General agency management executives 


. . » Marketing and research executives ... Brand managers 


tee 
John H. Baxter 


Walter Weir 


Recharge Your Creative Batteries 


At Unique 3-Day Summer Workshop 


** Advertising Age”’ to sponsor first summer workshop in Creativity in Advertising—covering both Print 
and Broadcast—at Edgewater Beach Hotel, Chicago, July 23-26. Workshops not in any sense a conven- 
tion—sessions will feature “‘all-star cast’’ of 28 famed creative advertising, television and radio authori- 
ties in a concentrated three-day postgraduate session in creative advertising methods and techniques. 


The “Advertising Age” Summer Workshop on Cre- 
ativity in Advertising is the answer to an important 
need of creative advertising people of all kinds 
for serious workshop sessions which are devoted ex- 
clusively to the creative aspects of advertising—both 
print and broadcast. 

The workshop is in no sense a convention, nor is 
it designed to appeal to novices in advertising. It 
aims at satisfying the needs of experienced adver- 
tising practitioners and creative people who want: 

1. An opportunity to review, critically and ana- 
lytically, the outstanding consumer advertising, in 
both print and broadcast media, of the past year. 

2. An opportunity to check on new techniques 
and new ideas in both print and broadcast which 
have not yet gained general currency, and to pick up 
the creative notions of acknowledged experts. 

3. An opportunity to spend three uninterrupted 
days with other creative advertising practitioners 
from all sections of the country, and to swap ideas 
and suggestions with them. 


Noted Educator-Adman in Charge: 
Faculty Composed of Experts 


The Creative Advertising Workshop is under the 
general supervision of S. R. Bernstein, editorial di- 
rector of Advertising Age, and will be conducted 
under the personal direction of Dr. Steuart Hender- 
son Britt. 

Dr. Britt is professor of marketing at Northwest- 
ern University and editor of the Journal of Market- 
ing, published by the American Marketing Assn. He 
is well known as an advertising executive and au- 
thority on marketing and research, having been ad- 
ministrative vice-president of Earle Ludgin & Co., 
vice-president and director of research of Needham, 
Louis & Brorby, and manager of the research and 
merchandising departments at McCann-Erickson, 
New York, before joining the Northwestern faculty. 
He is the author of numerous textbooks and articles 
on research, psychology, and kindred subjects. 

The “faculty” of the Creative Advertising Work- 
shop is one of the most distinguished ever gathered 
together—a real galaxy of experts. The first day's 
sessions will be under the immediate direction of 
Dr. Britt; the sessions covering radio and television 
under the general direction of John H. Baxter, cre- 
ative vice-president of Earle Ludgin & Co.; those 
dealing with printed advertising are being directed 
by Walter Weir, executive vice-president of Dona- 
hue & Coe. 

Take a look at the distinguished “faculty” and 


S. R. Bernstein 


Stevart Henderson Britt 


their subjects shown on the facing page—then visu- 
alize for yourself the information and inspiration 
you could gather from three days spent in their com- 
pany! 


Sessions to Be Held at 
Beautiful Chicago Resort Hotel 


The Creative Advertising Workshop will be housed 
at the famed Edgewater Beach Hotel on Chicago's 
north side lakefront—within easy reach of terminals 
and airports, and only 20 minutes from downtown 
Chicago, but secluded on its own lake front estate. 

The hotel is completely air conditioned, with its 
own cabanas and outdoor swimming pool and tennis 
courts, as well as exceptional physical facilities for 
the workshop sessions. A summer theater is also 
located on the grounds. 

Those attending the workshop sessions will find 
the hotel an ideal place for their wives and/or chil- 
dren to spend a recreational weekend while they at- 
tend sessions. Admen planning to bring their families 
are reminded, however, that—as can be seen from the 
detailed program on the facing page—the seminar 
calls for practically all of their time during the three 
days of sessions. 


Attendance Requires Only 
Two Days Away from Office 


The Creative Advertising Workshop has been care- 
fully planned so that those in attendance from prac- 
tically anywhere in the country will find it necessary 
to spend only two days—or at most two and a half 
days—away from the office. The workshop starts in 
the evening of Wednesday, July 23, and ends on the 
afternoon of Saturday, July 26. 

Stay over the weekend or be home for a full day 
Sunday—either way you will go back with your 
creative batteries freshly recharged, ready to tackle 
your special advertising problems of 1958-59, 


Fee Covers Course, Meals, 
Material to Take Away 


Total cost of the Creative Advertising Workshop is 
$100 per participant ($110 after May 31). This fee 
covers over three full days of sessions, five meals 
(three luncheons, two dinners), and a Creative Ad- 
vertising Workbook which will include reproduc- 
tions of printed advertising which is discussed, 
identification material on radio and television mate- 
rial presented, program and space for participants’ 
notes—enabling workshop members to carry back 
with them as detailed a summary of the sessions as 
they care to develop. 

Accommodations at the Edgewater Beach Hotel 
(not included in registration) are available at vary- 
ing rates, and reservations should be made directly 
with the hotel. Detailed hotel information and regis- 
tration cards will be sent promptly to applicants 
requesting them. 

Applications are accepted strictly in the order of 
receipt, and since facilities are limited, it is suggested 
that the accompanying coupon be returned promptly. 


Check Seminar Content— 
Then Fill Out the Coupon 


Look carefully at the detailed program for the three- 
day Creative Advertising Workshop on the opposite 
page. Study the distinguished “faculty”. Note the 
down-to-earth, practical character of the subjects 
which are to be discussed, and the considerable 
amount of new material which will be presented. 

Note especially how the workshop is organized so 
as to provide the broadest possible creative stimula- 
tion and information for everyone interested in cre- 
ative advertising—copywriters, radio and TV as well 
as print—art directors—advertising managers—ac- 
count executives—producers and supervisors of 
radio and TV commercials... .. . everyone who 
has an interest in the creative advertising process 
will benefit from these intensive workshop sessions. 

Here is a real chance to recharge your creative 
batteries—to learn the newest techniques and de- 
vices—to review the best of the past year—to spend 
three exciting, stimulating, idea-ful days with a 
corps of experts on all phases of creative advertising 
—to cross-fertilize your notions and ideas with other 
creative advertising people in an atmosphere free 
from the usual distractions of business. 

For three of the most exciting, most stimulating, 
most worth-while days you ever spent . . . send 
back the coupon now. 
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Ernest A. Dichter 


Alfred Politz Harry W. McMahan 


Kenneth Snyder 


Hanley Norins Fairfax M. Cone 


John P. Cunningham 


Check the Stimulating, Practical, Idea-Filled 
Curriculum of the Creative Advertising Workshop 


WEDNESDAY, JULY 23 


5 to 7:30 p.m. REGISTRATION AND INFORMAL GET-TOGETHER 

7:45 p.m. WELCOME. 5S. R. Bernstein, Editorial Director, Advertising Age. 

7:50 p.m. EXPLANATION OF PROGRAM. Dr. Stevart H. Britt, Director of Workshop. 
8 to 10 p.m. HOW TO BE MORE CREATIVE. Dr. G. Herbert True, Assistant Professor 


of Marketing, University of Notre Dame. 


An extremely interesting and challenging analysis of creativity and the creative 
processes by a man from the advertising field whose exposition of the art of 
creativity has intrigued advertising and sales personnel all over the country. 


THURSDAY, JULY 24 
The American Consumer— 
His Needs and Desires, and How to Meet Them 
9 109:10a.m. ANNOUNCEMENTS 


9:10 to 10 a.m. WHAT YOU SHOULD KNOW ABOUT CONSUMERS. Dr. Burleigh 
Gardner, President, Social Research, Inc., Chicago. 


HOW TO FIND OUT MORE ABOUT CONSUMERS. Alfred Politz, Presi- 
dent, Alfred Politz Research, Inc., New York. 


11 to 11:15 a.m. COFFEE BREAK 


11:15 to 12:10 MOTIVES THAT MOVE PEOPLE TO ACTION. Dr. Ernest A. Dichter, 
President, Institute for Motivational Research, Croton-on-Hudson, N. Y. 


12:30 p.m. LUNCHEON 


There are no speakers and no head tables at the five luncheon and dinner sessions 
included in the seminar. These periods are specifically set aside for informal con- 
versation and discussion by workshop participants and “faculty members.” 


10 to 11 a.m. 


2 to 3 p.m. HOW RESEARCH CAN HELP YOU PREPARE MORE EFFECTIVE ADVER- 
TISING. Richard D. Crisp, President, Richard D. Crisp, Inc., Chicago. 
3 to 5 p.m. IS IT TRUE WHAT THEY SAY ABOUT MOTIVATION RESEARCH? 


This session promises to be one of the highlights of the seminar, bringing together 
as it does Messrs. Gardner, Politz, Dichter and Crisp, with Dr. Britt serving as 
moderator—for a down-to-earth discussion of research and creative advertising. 


5:30 to 8 p.m. INFORMAL SOCIAL HOUR AND DINNER. NO SPEAKER. 


8:15 to 10 p.m. THE IDEA THEATER. Lee King, Vice-President and Creative Director, 
Edward H. Weiss and Co., Chicago. 
Relax and enjoy a two-hour showing of excitement on film. Pictures, and segments 
of pictures, collected from all over the world, will be shown. You'll find ideas 
galore here for your own TV productions. 


FRIDAY, JULY 25 


The Creative Idea in Broadcasting 


(Today's program under the general direction of John H. Baxter, Creative Vice-President, 
Earle Ludgin & Co., Chicago) 


HOW TO WRITE A RADIO COMMERCIAL THAT REALLY WORKS. Hanley 
Norins, Vice President, Copy Director, Young & Rubicam, New York. 
Radio has been called “the forgotten medium.” How long has it been since you've 
written a radio commercial? If you are writing them now, have you kept up with 
the techniques that really get listeners excited? This session is a must for anyone 
who is now working in this booming medium. 


10tollam. HOW TO BE OFF-BEAT WITHOUT BEING OFF-BASE. Stanley V. 
Freberg, Independent Hollywood Producer. 
You'll enjoy this session by a fellow who has created more than his share of off- 
beat radio commercials that have really worked. Perhaps you'll remember him 
for that famous series, “Who put eight great tomatoes in that little bitty can?” 


11:15 t0 12:15 THE MOST EXCITING RADIO COMMERCIAL WE EVER PRODUCED. 
Kevin Sweeney, President, Radio Advertising Bureau, New York. 
We asked a dozen top agencies to give us the inside story of the radio commercial 
that produced the most excitement in their shop. Here are a few of the agencies 
which will participate: Leo Burnett Co.; J. Walter Thompson Co.; McCann- 
Erickson; Foote, Cone & Belding; Earle Ludgin & Co. 


12:30 p.m. LUNCH. NO SPEAKER 


2 to 3 p.m. THE USE OF VIDEO TAPE FOR COMMERCIALS. Hooper White, Radio- 
TV Producer, J. Walter Thompson Co. 
Now you can put pictures on tape just like sound. Come see this process demon- 
strated—and learn its advantages and disadvantages as far as TV commercials are 
concerned. In addition, during the program we'll have an actual remote pickup 
from NBC's “Matinee” program. See if you can spot the difference between live 
action and video tape. It will be used on this show. 


3 to 3:45 p.m. HOW TO BE CREATIVE IN EDITING TV. William Van Praag, President, 
Van Praag Productions, New York. 
Any Hollywood producer can tell you that an editor can make or break a movie. 
However, the editing room is one where too many TV producers and writers 
seldom set foot. How well versed are you in what editing can do to make your 
ials even more creative? 


9 to 10 a.m. 


3:45 to 4:30 p.m. TV TRICKS YOU CAN LEARN BY WATCHING THE MOVIES. Barney Carr, 
Cascade Pictures of California, Hollywood. 
We asked one of Hollywood's top special-effects men to present a demonstration 
of Hollywood techniques that have often been overlooked on TV commercials. 
This session should prove to be a gold mine. 


4:30 to 5:30 p.m. HOW TO PRODUCE AN EXCITING FILM COMMERCIAL FOR PEANUTS. 
Kenneth C. T. Snyder, Vice-President, Director of Radio-TV Commercial 
Production, Needham, Louis & Brorby, Chicago. 
Everyone knows that “dream” commercials can be produced on unlimited budgets. 
This session is proof that you can pack real excitement into film commercials 
without breaking the bank. 
5:30 p.m. INFORMAL SOCIAL HOUR AND DINNER. NO SPEAKER 


8 to 10 p.m. THIS IS OUR BEST. Harry W. McMahan, Vice-President in Charge TV 
Production, Leo Burnett Co., Inc., Chicago. 

More than a dozen leading film companies pick the commercial they consider the 

best they have ever turned out, and tell why. An unusually refreshing look at 

television commercials from the viewpoint of the country’s topnotch film producers. 


SATURDAY, JULY 26 
The Creative Idea in Print 


(Today's program under the general direction of Walter Weir, Executive Vice-President, 
Donahue & Coe, Inc., New York) 

9 to 11 a.m. ARE THEY TOPS OR FLOPS? 
Some 50 advertisements representing a wide variety of consumer print campaigns 
will be circulated in advance to a panel of experts, led by Mr. Weir, for scoring 
on a point basis. At this session participants in the seminar will score the same 
50 ads, to see how their opinions differ from those of the experts. Subsequently, 
a dozen or more of the most interesting campaigns will be analyzed and discussed 
in depth by the experts and by the session participants. Emphasis in all cases will 
be on advertising fundamentals, and on approaches which will strengthen ads or 


campaigns and provide basic strategy information for creative people. 
Members of the panel will include: 


John P. Cunningham, President, Cunningham & Walsh, Inc., New York; Andrew 
Armstrong, formerly Art Director and Creative Director, Leo Burnett Co., 


Chicago; Norton O'Meara, Vice-President and Copy Supervisor, J. Walter 
Thompson Co., Chicago. 


11:15 to 12:15 TRICKS WITH A CAMERA. James H. Brown, James H. Brown Studios, 
Chicago. 


You can do more than snap a shutter and take a picture with a camera. There 
are tricks and techniques that can help you create a whole new world of art. An 
expert who has tried them shows you how to do it. 


12:15 p.m. LUNCH. NO SPEAKER 
1:15 to 2p.m. HOW WELL DO YOU UNDERSTAND PEOPLE? 


A noted editor reveals some things he has learned about how to get people excited. 
He also tells how these things can be applied to advertising. 
2 to 2:45 p.m. WATCH YOUR LANGUAGE. Dr. Percy H. Tannenbaum, Institute of 
Communications Research, University of Illinois. 


You might be talking over your audience’s head—and not even know it. What's 
more, there are everyday words that many people find offensive. Co-author of 
“The Measurement of Meaning,” a former newspaperman who is now a research 
consultant on communication problems gives you the inside story of how words 
will work best for you. 


2:45 to 3:30 p.m. HOW TO USE COLOR TO SELL. Ralph Eckerstrom, Director, Depart- 
ment of Design, Container Corp. of America, Chicago. 


In your ads, your packaging and your displays, color can work miracles if you 
= 7 how to use it. A man who has made a lifelong study of color tells you some 
its secrets. 


3:30 to 4:15 p.m. PRINT CAMPAIGNS | WISH | HAD DONE—AND WHY. Fairfax M. 
Cone, Chairman of the Executive Committee, Foote, Cone & Belding. 
A favorite “pro” presents some of his favorite ads. 


4:15 to 4:30 p.m. SUMMARY OF CONFERENCE AND ADJOURNMENT. 


Enroll me for the ADVERTISING AGE SUMMER WORKSHOP ON CREATIVITY 
| IN ADVERTISING. My check for $100 ($110 after May 31), covering com- 
| plete registration fee, including attendance and participation in all meetings 
and the cost of three luncheons and two dinners on July 24, 25 and 26, is 
| enclosed. (Or bill me []; bill my company []) (Note: Registrations are 
: subject to cancellation and fees are returnable up to June 15.) 

| Name (please print or type) 
| 

| , SSE NE ee 
| 

| 

| 

| 

| 

| 

| 

| 

| 

' 


ea 
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STREET city ZONE 

MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, AND MAIL TO 
SUMMER WORKSHOPS, c/o Advertising Age, 200 E. lilinois St., Chicago 11, Ill. 


If you want information and reservation forms for the 
Edgewater Beach Hotel during the Workshop, check here 
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Starch 52nd Consumer Magazine 
Survey proves Elks a mighty market 
for any consum°r product. 


Their above-average incomes afford 
above-average living. Among 58 
leading magazines surveyed, readers 
of the Elks Magazine are SECOND with 
incomes of over $5,000. They are 

* FIRST among OFFICIALS and 
PROPRIETORS. 


In single and multiple car ownership 
you'll find Elks among the LEADERS 
of all of the readers of the 58 
magazines surveyed. 


Whether the product cost is large or 
small you can confidently count on the 


MAGAZINE Elks as a foremost market. 


New York Los Angeles 
Portiand, Ore. Chicago 
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"Suppose we start with your getting this pat 


on the back, as you say, for recommending 
The Cincinnati Enquirer.” 


You've seen the Daily Enquirer shooting up in 
stature to become the Solid No. 1 in Solid Cincinnati. 
But did you know HOW tall and how solid it has 
become? Take City Zone Circulation. Its 148,250 now 
tops the next tallest daily by 25,000. Take Retail Dis- 
a play Linage. Its 10,429,000 lines now overshadow the 
img second daily by a gigantic 2,485,000 lines.* You name 


it. The Daily Enquirer's almost a sure bet to be big- 
gest by a margin that is getting bigger every month. 


Want the figures? Call Moloney, Regan & Schmitt, Inc. 
*Year, 1957. 
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A GIANT is growing in Solid Cincinnati! 
... It’s The Cincinnati Daily Enquirer. 


Solid Cincinnati reads The Cincinnati Enquirer 


Advertising Age, April 28, 1958 


Getting Personal 


Edward C. “Bud” Redding, who dreams up rhythmic commercials 
at Phil Davis Enterprises, is now trying out his talents in the theater 
—he’s penned both lyrics and music of “Tongue in Cheek,” the new 
Pittsburgh Playhouse spring revue. To the ad world, Bud is known 
for his Duz, Bromo Seltzer and Chevrolet commercials; to the pop 
music world, he’s the author of the ballad, “End of a Love 
Affair” ... 

Sam J. Slate, general manager of WCBS-Radio, was honorary 
chairman representing the radio-tv industry for the 14th annual 
National Sunday School Week, April 14-20 .. . Carl Haverlin, 
president of Broadcast Music Inc., has been elected professional 
life honorary member of Phi Mu Alpha Sinfonia of America, 
national music fraternity ... 

Victoria Hammond, daughter of George Hammond, president 
of Carl Byoir & Associates, New York, will be married June 14 to 
Richard Beil . . . Carol Ann Collery and Charles Shuttleworth Jr., 
of Kudner Advertising, New York, were married this month .. . 


Fad 
+e 


A ‘FirSt’—The first plaque ever given to an adclub by the Easter 

Seal Society was presented to Albert R. Teifeld, a director of the 

Pittsburgh Advertising Club and director of advertising and pr, 

Copperweld Steel Co. Don Belding, retired chairman of Foote, Cone 

& Belding, made the award “for devoted service to the cause of 

crippled children and adults.” Left to right are Mr. Teifeld; June 
Valli, RCA recording star, and Mr. Belding. 


Maurice E. Cox, editor and publisher of Chilton Co.’s 
Optical Journal & Review of Optometry, has been granted full mem- 
bership in the American Academy of Optometry, under a special 
membership provision used in honor of outstanding service to the 
profession ... 

Clair G. Henderson, a partner in Rippey, Henderson, Bucknum & 
Co., has been elected president of the Denver Chamber of Com- 
merce... And John R. Little, vp and general manager of Foote, 
Cone & Belding in San Francisco, has been appointed chairman of 
the publicity committee of the San Francisco Chamber of Com- 
merce. .. 

Fifty-one staff members of TV Guide became charter members 
of the magazine’s Five-Year Club when the national weekly marked 
its fifth anniversary on April 3. Among the charter members are 
Walter H. Annenberg, editor and president of Triangle Publications 
Inc.; James T. Quirk, publisher; Merrill Panitt, managing editor; 
Alex Joseph, assistant managing editor; Michael J. O’Neill, nation- 
al advertising manager. . . 

Charles J. Lewin, editor and general manager of the Standard- 
Times, New Bedford, Mass., has received an honorary degree of 
Doctor of Letters from the New Bedford Institute of Technology. . . 

Arthur C. Kaufmann, former executive head of Gimbei Brothers 
of Philadelphia, will be honored on May 27 as the Man of the Year 
in Retailing by the Merchandising Associates of the University of 
Pennsylvania’s Wharton School. . . 

S. L. Latimer Jr., editor and publisher of the State, Columbia, 
S. C., has been reappointed civilian aide to Secretary of the Army 
William M. Brucker. Mr. Latimer has served in this capacity since 
1942. His new term expires in 1960. . . 

Mildred J. Bell, special representative of Foster & Kleiser Co., has 
been elected president of the Business and Professional Women’s 
Club of San Francisco... 

Lloyd Yoder, NBC vp and general manager of WRCZ Stations in 
Philadelphia, is possessor of a special citation from the Boys’ Towns 
of Italy in recognition of his efforts and cooperation on behalf of 
that undertaking ... 

Richard W. Tully, vp and general manager of Foote, Cone & 
Belding, Chicago, has been elected to a three-year term as a director 
of United Charities of Chicago... Wilbur Randall, president of Ran- 
dall Co., Hartford agency, and his wife were proud first-nighters in 
Boston April 17 to attend the opening of the Peabody Playhouse pro- 
duction of “King Lear,” directed by their son Steve, a Harvard un- 
dergraduate... 

Robert E. Shoaff, of the pr staff, Royal McBee Corp., Hartford, 
starred in the Cue and Curtain Players’ April 11-12 production of 
Graham Greene’s “The Potting Shed.” .. 

Max M. Leon, president of Station WDAS, Philadelphia, will re- 
ceive the annual Humanitarian Award of the American Medical 
Center, Denver, at the annual Spring Fiesta given by the Philadel- 
phia Women’s Auxiliaries of the center. He was selected for the 
honor as exemplifying the spirit of the non-sectarian free hospital. . . 
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On January 6, 1958 


The Washington Post and Times Herald 
increased its daily street and 
newsstand price from 5c to 10c per copy. 
The total daily circulation for 6 months 
ending March 31, 1958, as filed with 


the ABC continues in excess of 390,000. 
® & ® 
Last year, advertisers invested 


approximately $2,000,000 more for space 
in The Washington Post and Times Herald 


than in any other Washington paper. 


Represented By: Sawyer, Ferguson, Walker Co. —New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, Seattle; Joshua 8. 
Powers, Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co. — 
Miami Beach, Florida; Tom McGill—West Roxbury Massachusetts; Puck, The Comic Weekly; A. R° Lerner—Paris, France; Robert S. . Farley "—Financial 
Representative in New York. . ' 
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Average Auto Ad Investment in Magazines)" ®ccounted for 5.76% of the in- 


dustry total, working out to $29.26 


in’57 Was $4.54 per Car, ‘Farm Journal’ Finds °°, wit 0» production of 54,607. 


(Continued from Page 2) 
spender of the year, with an in- 
vestment of $3,395,342, or 12.24% 
of the industry total. Even though 
this was less, by $155,637, than 
Ford spent in 1956, it moved Ford 
from second to first place. 

Chevrolet, which topped the list 
in 1956 with $3,605,234, cut back 
to $3,133,628 to place second. On 


Buick was third in total invest- 
a per unit basis, Ford’s invest-|ment with $2,959,610 or $7.27 per 
ment was $2.23 per car on a total|unit; followed by Pontiac, $2,276,- 
production of 1,522,406 units.|982 or $6.63 per unit; Cadillac, 
Chevrolet’s was $2.06 on a total | $2,245,646 or $14.65 per unit; Plym- 
production of 1,522,537 units. louth, $2,015,183 or $3.07 per unit; 

Edsel, the 1957 newcomer, even | Oldsmobile, $1,759,805 or $4.51 per 
though it was not launched until|unit; Dodge, $1,738,389 or $5.95; 
the second half, accounted for a| Mercury, $1,618,946 or $5.89; Ed- 
$1,597,712 investment to gain|sel, $1,597,712 or $29.26; Chrysler, 
tenth rank among the 19 makes.|$1,240,955 or $10.45; DeSoto, $1,- 


Advertising Age, April 28, 1958 


107,784 or $9.41; Imperial, $865,-|outh, 118; Mercury, 115; Dodge, 
882 or $22.82; Lincoln, $711,402 or} 111; Pontiac, 102; Edsel, 70; Chrys- 


'$19.01; Rambler, $584,896 or $5.36; 
| Studebaker, $246,635 or $3.66; 
|Continental, $131,513 or $296; 
|Packard, $113,115 or $20.59, and 
| Willys Jeep, $4,200. 


# Although Chevrolet ran second 
to Ford in dollar investment, it 
was tops in pages of space used, 
256 compared with Ford’s 161. Bu- 
ick was third with 147 pages; Cad- 
jillac, 135; Oldsmobile, 132; Plym- 


The firm and unshakable endorsement of NBC Radio's MONITOR by national 
advertisers has sky-rocketed billings to a record $5,000,000 annually! 


MONITOR is doing the job it set out to do. At low cost it is delivering and 
selling to huge audiences. Here are some current MONITOR campaigns 


NATIONAL ADVERTISER 


AMERICAN MOTORS CORPORATION 
GENERAL MILLS, INCORPORATED 
LIGGETT & MYERS TOBACCO COMPANY . 
INCORPORATED . 


THE NESTLE COMPANY 
PABST BREWING COMPANY . 
PLOUGH, INCORPORATED . 


LISTENER COMMERCIAL IMPRESSIONS PER WEEKEND 
21,461,000 
21,962,000 
10,102,000 
20,600,000 
21,962,000 
21,461,000 


Already in 1958 more than 70 national advertisers have used MONITOR. 
MONITOR is vital, always on the move, going places faster than ever with 


audiences - and advertisers. You can go places, too, on... JVWIQINIT@R 


THE WEEKEND RADIO SERVICE OF NBC RADIO 


gp: 


‘ler, 69; DeSoto, 63; Imperial, 53; 
Lincoln, 49; Rambler, 29; Stude- 
|baker, 20; Continental 12; Pack- 
ard, 11, and Willys Jeep, 63. 

General Motors was tops as a 
group investor with a total of $12,- 
375,671 for its five makes. Ford 
invested $7,454,915; Chrysler put 
$6,968,193 into magazine space for 
its five makes. 

Even though Nash and Hudson 
passed out of the picture in 1957, 
|it was more than made up by Ed- 
|sel. The number of magazines used 
by manufacturers also dropped 
from 55 to 49. Most significant of 
this decline was Collier’s, which 
terminated publication. 


s Truck manufacturers, according 
to the Farm Journal report, in- 
creased their expenditures for ad- 
vertising in magazines heavily last 
year. They invested $4,822,967 in 
15 magazines, up from the $4,029,- 
252 they spent the previous year. 

The Saturday Evening Post re- 
mained in first place among pub- 
lications in both dollar and unit 
volume. Total spent in this pub- 
lication for trucks was $1,380,247 
for 53 pages or 28.62% of the mag- 
azine ad dollars. 

In dollars Life was second with 
$959,285, or 19.89%; Farm Journal 
was third, with $622,950 or *2.92%; 
Time, $364,613 or 7.56%; Progres- 
sive Farmer, $281,212 or 5.83%. 
These five accounted for 74.82% 
\of the total money spent for mag- 
azine advertising by truck makers. 

In pages, Business Week placed 

la close second to the Post with 53 
pages. Farm Journal was third 
with 47 pages; Progressive Farm- 
jer was fourth with 41 pages, and 
| Successful Farming was fifth with 
140. 
Among the magazines, Life 
jscored the biggest gain, moving 
|from eighth place to second by 
boosting its dollar volume from 
$115,287 in 1956 to $959,285 for 28 
| pages. This virtually accounted for 
ithe total gain in industry invest- 
ment. 


® Ford held onto its first adver- 
tising spot, investing $1,862,577 
and using 153 pages, with 38.62% 
of the industry’s dollars and 
35.06% of the space. It closely 
paralleled Ford’s production of 
32.04% of the industry’s units. 
Ford’s magazine ad cost was $5.52 
per unit. 

International Harvester moved 
up from fourth to third as a mag- 
azine advertiser in 1956, and then 
up to second last year. Internation- 
al Harvester invested $668,554, 
buying 66 pages for a unit cost of 
$5.49. Chevrolet, the year’s big- 
gest producer with 351,738 units, 
dropped from second to third 
place with a total investment of 
$545,213 in 59 pages at a low $1.55 
per unit cost. 

Dodge was fourth in production 
with 76,601 units and fourth in 
investment with $512,109, but was 
third in pages with 62. GMC, Wil- 
lys, Mack and Brockway Stude- 
baker and Reo followed in that 
order. White was missing for the 
first time, and Reo made an ap- 
pearance after an absence of one 
year. 

For the first time, Farm Jour- 
nal’s report appeared in tabular 
form. It was produced by the 
magazine’s research department 
and John F. String, the maga- 
zine’s Detroit manager. 

Copies may be obtained from 
Farm Journal’s research depart- 
ment, Washington Square, Phil- 
adelphia 5, Pa. + 


‘Farm & Ranch’ Ups Sub Cost 
Farm & Ranch, which has 1,- 
| 290,000 subscribers in the farming 
and ranching business across the 
southern U. S. from Virginia to 


Arizona, is increasing the annual 
rate of its subscriptions from 50¢ 
\to $1. Farm & Ranch Publishing 
|Co., Nashville, is the publisher. 
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Now is the time 


for all zood men-— 


“The trouble with businessmen today is Although the late James H. McGraw, founder 
that they lose faith in themselves, and in of the McGraw-Hill Publishing Company, spoke 
the methods of management which they during a far more serious economic downturn, 
have always found effective, when the his statement is equally valid now. There is 


economic skies are foreboding. They pay a more than adequate opportunity today for 
too much attention to politics, and ascribe positive thinking and constructive action. 
too much wisdom to politicians in these 


Here are some facts on today’s economy that 
times. Awaiting magic prescriptions from 


bear repetition: 
government, they neglect their own enter- 1. Liquid assets of individuals are close to $375 
prises. Marketing methods deteriorate billion. 


for lack of enthusiasm. 2. Employment has increased by 20 million 
“T am convinced that this is the since 1090. 


principal reason why declines in business 3. Industry is carrying out more than $8 billion 
activity are prolonged. As soon as busi- of research and development work... up 


nessmen stop looking to government to 125% from 1953. 


do the entire job and get back to work 4, Capital investment per production-worker 
themselves, the storm is over.” stands at a record $16,000 


JAMES H. McGRAW 5. About $430 billion worth of goods and serv- 
July, 1935 ices will be produced in the U. S. this year. 


Me GRAW-HILL 
PUBLISHING COMPANY, INC. ‘@; 
330 WEST 42nd STREET, NEW YORK 36, NEW YORK 
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‘N. Y. Times’ First 
Public Report Shows 
$3,010,067 ‘57 Net 


New York, April 23—The New | 
York Times had a net profit after 
taxes of $3,010,067 in 1957, accord- 
ing to the first annual report ever 
made public by that newspaper. 
Gross operating revenue—mostly 
from advertising and circulation 
sales—amounted to $86,844,399, a 
gain of $965,086 over 1956. 

Last year’s net profit of more 


|ter of 58, said Mr. Sulzberger, re- 
| flected “generally prevailing busi- 
ness conditions.” He said costs of 
operations were up over the pre- 
ceding year, while advertising vol- 
ume was off. Linage was said to 
have dropped 5.3%, principally be- 
cause of a continuing decline in 
help-wanted volume. 


s Mr. Sulzberger said the Times 
first invested in Spruce Falls Pow- 
er & Paper in 1926 “to insure a 
source of high quality newsprint.” 


The company now supplies about)St. Louis Four A’s Council 
two-thirds of the Times’ news-| Elects McQueen President 
= roy “at Noa tak ange ng New Marvin D. McQueen, vp 

or ity price.” Spruce is man- weer : 
aged by the Kimberly Clark Corp., D’Arecy Advertising, St. Louis, has 
| which owns 50.1% of the outstand- 
ing voting stock. The Times owns 
42% of the stock. 


Louis Council of the American) 
| succeeds Maurice L. Hirsch, presi- 

® Over the past five years, said|@dent of Hirsch, Tamm & Ullman 

Mr. Sulzberger, dividends received | Inc. 

from Spruce Falls have accounted Other officers elected are James 

for more than 53% of the Times’|A. Firth, of Winius-Brandon Co., 

total net income after taxes. + 'vp, and John H. Leach, of Gardner 


been elected chairman of the St. | 


| Assn. of Advertising Agencies. He | 
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Advertising Co., secretary-treasur- 
er. New members of the board of 
governors are Melvin F. Roman, 


| president of Roman Advertising 


|Co., and George H. Shields, presi- 
|dent of French & Shields Inc. 


Olds to Alexander Film 

Bob Olds, formerly head of the 
tv film production department of 
McCann-Erickson, New York, has 
been named to the new post of cre- 
ative director of Alexander Film 


Co., Colorado Springs. 


than $3,000,000 was reported to be. 


$624,245 less than the net figure 
for 1956. Newspaper operations 
contributed a net of $1,462,814 to 
last year’s profit; the remainder of 
$1,547,258 came from the newspa- 
per’s investment in Spruce Falls| 
Power & Paper Co. Ltd. 

The net on newspaper opera- 
tions, according to Arthur Hays 
Sulzberger, publisher and board 
chairman, represented 1.7% of to- 
tal operating revenues. He said 
1957 was the “60th consecutive year 
the Times has shown a net profit.” 

Advertising linage of the Times 
last year declined 3.2% or 1,726,061 
lines from its record-breaking 1956 
volume because of “a reduction in 
help wanted advertising of 24.2%.” 
Help wanted advertising declined 
by about 2,200,000 lines, while 
gains in other classifications were 
put at about 500,000 lines. 


s Mr. Sulzberger added that the 
Times’ total 1957 linage—52,334,513 
lines—was the second highest ever 
enjoyed by the paper. 

Net paid circulation for the six 
months ended March 31, 1958, was 
put at 633,106 copies on weekdays 


—a gain of 10,263 over the same) 


period last year—and _ 1,291,134 
copies on Sundays—a gain of 13,- 
994. 

Operations during the first quar- 


NATIONAL 


LIVE STOCK 
PRODUCER 
SELLS 


america’s richest 
farm market! 


the live stock 
farmer... 

THE $10 BILLION 
DOLLAR MARKET 


The live stock farmer, op- 
erating 14.5% of the 
nation's farms, buys: 


@ 22% of all the 
TRACTORS 

@ 28% of all the 
FORAGE HARVESTERS 

@ 29.4% of all the 
PICK-UP HAY BALERS 

@ 34.8% of all the 
CORN PICKERS 

@ 24% of all the 
COMBINES 


Just a small fraction of 
the many things the pros- 
perous and successful live 
stock farmer buys. He's big 
business and you can sell 
him big in the pages of 


NATIONAL 
LIVE STOCK 
PRODUCER 
129 N. Clark Street 


Chicago 2, Illinois 
Phone: CEntral 6-2068 


the live stock former . 

the prosperous 14.5% => the 
notion’s formers . . . 

25% of the nationo!l ‘tun 
incomel 


} 


DON McLEOD 
Detroit's most 
popular D.J. 

WJBK-DETROIT 


pany. 


DAN BAXTER 
Most exciting 7 
all-nite show it, 

WJBK-DETROIT 


“‘Hear, ye .. 
words in the days when the Town 
Crier served the broadcasting needs 
of the people. Today, in great meas- 
ure, this function is being performed 
by the Storer Broadcasting Com- 


TOM GEORGE 
Everybody in Detroit 
loves Tom 
WJBK-DETROIT 


CLARK REID 

Best woman's 
audience a5: 
WJBK-DETROIT 


. Familiar 


. hear, ye!”’.. 


It is done in the spirit of 


responsible (and responsive ) service. 


Hearken!..the town crier 


This responsible service—with the 
loyalty it has gained —is person- 
ified in the modern-day “‘deejay.”’ 
He is a part of the vigor of his com- 
munity, sensitive to his audience. 
With music as his bell, he not only 


is heard, but listened to... 


Pro- 


ductive results of his salesmanship 
; on Storer stations prove it. 
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Shun Ad Tax, Mayor 
of San Francisco 
Tells 13,000 Ofticials 


SAN Francisco, April 22—Mayor 
George Christopher of San Fran- 
cisco has advised officials of 13,000 
U. S. communities not to adopt any 
ordinance providing for a special 
tax on advertising. 

Speaking as president of the 
American Municipal Assn., Mayor 


Christopher declared his opposition | 
to the now-defunct Baltimore-style | 
advertising tax ordinance. The Bal- 
timore tax was adopted last year; 
this year it was outlawed by the 
state and then repealed bv the city 
council. 

“Advertising,” Mayor Christo- 
pher wrote to other city officials, 
“actually reduces the cost of mer- 
chandise by inspiring a greater 
consumption. It accelerates our 
economy and results in increased | 
payrolls. | 


“Any deterrent to advertising,” 
Mayor Christopher continued, “will 
result in a reduction of advertising 
budgets, which in turn will have 
the effect of curtailing the economy 
of our nation at a time when this 
economy needs stimulus.” # 


Mobile Press Buys into WKRG 


The Mobile Press Register Inc., 
Mobile, Ala., has become half own- 


jer of WKRG-TV Inc., operator of 


radio and tv stations in Mobile. 
Kenneth R. Giddens sold his inter- 


est in the stations to the Mobile 
newspapers for $1,050,000. WKRG- 
TV and WKEG are affiliated with 
CBS. 


Spelman Joins Y&R 

Philip O. Spelman has joined 
Young & Rubicam, Detroit, as a 
public relations account executive 
in the Chrysler division account. 
Mr. Spelman was formerly a mem- 
ber of the pr staff of the Automo- 
bile Club of Michigan and associate 
editor of Motor News. 


TOM CLAY 
*Jach-the-Bellboy” 
tops with the ‘teens’ 
WJBK-DETROIT 


BOB CAIN 
. morning news, 
time and temperatures 
WJW-CLEVELAND 


BILL WRIGHT 


to “‘night people’ 


WSPD-TOLEDO 


CHUCK PARMALEE 
. music, service 
announcements and news 
WSPD-TOLEDO 


PD 


RUDY ERTIS 
All-night man 


The 


all night s 


JIM ROWE 


“Fabulous 58”’ 
according to Toledo 
WSPD-TOLEDO 


BRUCE MacDONALD 
Cleveland's most 
commercial man 

WJW-CLEVELAND 


TOM DONAHUE 


~ 


DICK RICE 
Show tunes new 
and nostalgic 
WSPD-TOLEDO 


AS 
. a 


— 


WALLY KING 
Great with the 
xoing-home audience 
WJW-CLEVELAND 


= 


LEE SUTTON 


The rebel ee Biggest man . consistently pulls — 
with a cause - > ae more commercial mail 
f WIBG-PHIL LPHIA 
wi -PHI Be WWVA-WHEELING 
en _\  —- BOUG ARTHUR >] 
a Mr. Music on 


An ) 


~ 


LEW CLAWSON 
.‘friendly voice” 
to vast audience 


WWVA-WHEELING 


a ® 
- 


JACK BERRY 
popular host of 
the “‘ Peachtree Party” 
3:30-5:30 
WAGA-ATLANTA 


WwWSsSPD 
Toledo 


in Philadelphia f 
) WIBG-PHILADELPHIA 


MOM nM all 


HARDROCK GUNTER 
..emcee of World-Famous ~__ 
WWVA Jamboree & 
WWVA-WHEELING 


GEORGE TRENT 
Mr. Music to Atlanta's 
night listeners 
WAGA-ATLANTA 


Toledo Cleveland Detroit Atlanta 
ww WJBK WiIBG WWVA 
Cleveland Detroit Philadelphia Wheeling 


[ ee 
Ss 


BOB BYRON 

re Keeps working 

and playing listeners 
smiling ‘til dawn 
WGBS-MIAMI 


Sass! WR 


PRESTON CHARLES 
launches the day 
for thousands of 
faithful listeners 

WAGA-ATLANTA 


PETE MYERS 
The “Mad Daddy” of 
Cleveland teen-agers 
WJW-CLEVELAND ¢ 

Porn 


JOE NIAGRA 
Ruler of the 
night-time roost 
W'!18BG-PHILADELPHIA 


L 


i 


LEE MOORE 
. . one of nation’s top 
country western deejays 
WWVA-WHEELING 


a e. eng : . A apie 
4 
*y —— xc al 
iG C a 
; S/S 
3 CAL MILNER 
Gets the 


driving audience 
home with a smile 
WGBS-MIAMI 


—_ . = 
« _ 
: \ | 
AL LEIBERT JIM HARPER 
Miami's biggest “The helpless 
morning man housewife’s helper’’ 
WGBS-MIAM! WGBS-MIAMI 


Storer Broadcasting Company 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WVUE-TV 

Wilmington - Philadelphia 

WAGA woss 
Atlanta 


Miami 


National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 ¢ 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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Yallen Joins Bentley 

Sydney Yallen has resigned as 
director of operations of KFWB, 
Los Angeles, to become exec vp of 
Bentley Productions, Los Angeles. 
The Bentley organization serves as 
radio and television consultant, and 
produces trade shows, expositions, 
special events and sports events. 


Ely Joins ‘Today's Health’ 

Hal D. Ely, for many years with 
Family Circle and more recently 
with Everywoman’s Magazine, has 
joined the New York sales staff of 
Today’s Health, consumer maga- 
zine published by the American 
Medical Assn. 


Pierce Joins Elrick & Lavidge 
Ralph N. Pierce has been ap- 
pointed to the marketing staff of 
Elrick & Lavidge Inc., Chicago 
marketing, planning and research 
organization. He formerly was a 
market analyst for Airtemp divi- 
sion of Chrysler Corp., Dayton. 


round 
KLEEN-STIK 


SMILES Pay Off for OHIO OIL 


— especially the smiles of customers 

a, pink” by the new “‘Smile- 
maker” service program of THE 
OHIO OIL Co., Findlay, Ohio. To 
promote this friend-ma ing, sales- 


SMILE-maker 
SERVICE 


IDEA NO. 132 


making campaign, Ad Mgr. JACK 
PHILLIPS developed this big (18" 
x 13”) distinctive FACE-STIK sign. 
The transparent Kleen-Stik adhe- 
sive, applied after printing, keeps 
these bright reminders “‘stuck up” 
in station windows. RAD-MAR 
PRESS, of Toledo, did the ——- 
production under the ~ of R. 
‘FRITZ” RADKE, V 


Outstanding 


P.O.P. Ideas 


the World’s Most — 
Versatile Self-Sticking Adhesive! 


In use, the FACE-STIK oval is sur- 
rounded by several die-cut window 
streamers pointing up the Smile- 
maker guarantee. This refers to the 
company’s policy of satisfaction 
guaranteed to make the customer 
smile, or his money is refunded. 
The streamers, produced by 


MASSILLON -CLEVELAND- 
AKRON SIGN CO., in Massillon, 
Ohio, are equipped with Kleen- 
Stik’s miracle peel-an’-press ““D” 
Transfer Tape. Ohio Oilmen like 
this moistureless, easy-to-apply ad- 
hesive that sticks tight—even when 
windows “‘sweat’’ and other adhe- 
sives fail. To all concerned, a great 
big smile for a job done in style! 


Be sure to write for your free 
booklet, **101 Stik-Triks with 
Kleen-Stik’’—chock full o’ 
P.O.P. ideas available through 
your regular printer, lithogra- 
pher, or silk screen printer. 


S-M S"M S"M SH S"M S"M S"H S"M S"H S-H S*H S"H S"M S"H S-» 


ar os Products, Inc. 


7300 W. Wilson Ave. @ Chicago 31,0 
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Keep 
Top Brass 
Informed 


Give your management all the tacts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity * Subject Research 
+ Competitive Publicity & Advertising 
Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 


14 E. Jackson Bivd., Chicago 4, III. 
WAbash 2-8419 


Senators Cool to 
Drys Quest for 
Liquor Ad Ban 


(Continued from Page 3) 
ings. Mrs. Augusta K. Christie 
presented a petition containing 3,- 
385 signatures and 112’ long, done 
up with a white satin ribbon. 
Committee Chairman Sen. Warren 
Magnuson (D., Wash.) declined to 
unwind the thing because “every- 
body might get tangled up in it.” 

The loudest backfire, however, 
came in connection with testimony 
that senators are being deprived 
of a chance to vote on the bill 
because the committee will not 
report it out. This has been the 


one new feature added by the 
temperance forces this year. The 
campaign for what they termed 
their democratic rights began long 
before the hearings, and Sen. 
Magnuson was most apparently 
waiting for it to be mentioned by 
witnesses. 


= Dr. Charles X. Hutchinson Jr., 
head of two temperance groups, 
was the unfortunate one to step 
into the trap. Sen. Magnuson then 
waxed indignant. He told the wit- 
ness that there are 15 members 
of the committee and virtually de- 
fied Mr. Hutchinson to round up 
eight or more to vote to report the 
measure. 

Sen. Magnuson had earlier men- 
tioned that there were grave 
doubts as to whether the bill is 
constitutional. At this stage he 
said the bill has never had a ma- 
jority of the committee in favor of 
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it and “that is the democratic | of alcoholic beverages, some fol- 
process in the U.S. Senate.” He|lowed the lead of Dr. Poling in 
also indicated that temperance/arguing that the liquor traffic 
forces in their thousands of tele-|should be subject to special con- 
grams might have been punning |trols. The fact that it is a legal 
in charging that the bill was “bot-| business does not remove the nec- 
tled up” in committee. enty for safeguards, it was ar- 
|gued. Dr. Poling said the issue “is 
® Much of the testimony was tak- | not whether there should be con- 
en up with radio and tv adver-|trol but how much control there 
tising, with only occasional men-| should be.” 
tion of other media. Also, cigaret; Greatest emphasis was placed 
advertising was mentioned quite|on the effect of alcoholic beverage 
frequently, although none of the/| advertising, particularly radio and 
witnesses indicated any present/|tv, on what Dr. Crane termed “the 
wish to start out after the tobacco|uncritical minds of American 
industry. | children.” Several witnesses who 
Sen. Strom Thurmand (D., S.C.) |spoke of the use of radio and tv 
told of a 3-year-old boy who cried |by distillers had to be reminded 
when his parents refused to let him by Sen. Magnuson that radio and 
drink Miller High Life, after he|tv do not permit advertising of 
had heard the product extolled on! hard liquor, or distilled beverages. 
tv. Opponents of the legislation will 
While most witnesses spoke of not get their turn until April 29 
reducing the national consumption |at the earliest, with three tem- 
perance witnesses still waiting to 


| testify. 


ANPA, AFA, NAB FLAY 
_ANTI-LIQUOR AD BILL 

| NEw York, April 22—American 
| Newspaper Publishers Assn. has 
|;expressed strong opposition to 
S.582, a bill by Sen. Wm. Langer 
(R., N.D.) to prohibit all alcoholic 
beverage advertising in interstate 
commerce. 

Cranston Williams, ANPA gen- 
eral manager, in a letter to Sen. 
Warren G. Magnuson (D., Wash.), 
chairman of the Senate commerce 
committee, said: 

“So long as it is legal to sell a 
product or service, it should be 
legal to advertise such product or 
service, whether it be liquor, beer, 
| srocertes, washing machines, auto- 
mobiles, television programs, or 
what you have, provided only that 
the advertising is truthful. 

AFA’s general counsel, John D. 
| Sullivan, said the proposed meas- 
jure is “in the nature of a penal 
\law directed against a lawful in- 
| dustry” and that it “would consti- 


HAROWARE AGE (0% 


|tute an invasion of a right long 
sustained by law and by custom” 
| —the right to advertise any prod- 
}uct lawfully made and publicly 
sold. 


® Harold E. Follows, president of 

the NAB, stated, “We oppose the 
| bill because of the basic principle 
|involved: it discriminates against 
|one perfectly legitimate item of 
| commerce.” = 


| Zenith Shuttles Execs, 


| Adds Schecter to Statf 
Eugene F. McDonald Jr., presi- 


35,537 


tive 


Your ‘Best Seller’ 


In both quantity and quality circulation, HAROWARE 
retailer is the leading ABC publication serving the three 
billion dollar hardware market. The amazing circulation | 
growth, as illustrated on this chart, is the result of service, 
information and editorial leadership this magazine pro- 
vides its readers. Proof—in 1957, 88.66 
retailer's subscribers renewed, while only 78.51 
number 2 publication's subscribers renewed 

In circulation, in readership, in editorial authority, 
HARDWARE retailer is your “best seller” among 38,815 
aggressive hardwaremen. Ask for complete details and | 
market data from your HAROWARE retailer representa- 


* Statistical source—Dec. 1957 ABC statements 
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dent of Zenith Radio Corp., Chi- 
cago, has been elevated to chair- 
man of the board, a new position, 
|and Hugh Robertson, exec vp, will 
replace him as president. Joseph S. 
| Wright, the company’s. general 
| counsel, has been named exec vp. 
Mr. McDonald remains chief exec- 
utive officer of Zenith. 

Harry Schecter, for the past two 
years general manager of Motorola 
Inc.’s Warren-Connolly division, 
New York, has been appointed to 
the new post of merchandising as- 
sistant to L. C. Truesdell, vp and 
sales director of Zenith. Earlier Mr. 
Schecter held sales and merchan- 
dising posts with CBS-Columbia 
Inc. and CBS-Columbia Distrib- 
utors Inc. 


Published by the NATIONAL RETAIL HARDWARE ASSOCIATION 
964 North Pennsylvanio Street 


Indianapolis 4, Indiana 
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ECONOMIC 
| BRIGHT SPOT 


The assets of agriculture now stand at an all- 
a time high, 188.3 billion dollars, up 11 billion 
: dollars over 1957. 


Farm cash income for the first quarter of 
1958 is 5% higher than a year ago. 


NO RECESSION HERE! 
1955 1956 1957 


seek same 4.7 $6,505 | $6,660 | $7,155 ‘ 


Total Assets of 
Agriculture ($ billions) | $163.1 | $168.2 | $177.1 


“4 
a S 
4 Farm families, with more wants, more needs & 
a and more money, buy quality and in quantity. 2 
4 But, they must be told to be sold. 7 
a f k 
"4 Farm magazines are by far the most effective 
te means of telling and selling farm families. a 


Most of the best farm families depend on 
FARM JOURNAL. The same is true of adver- 
tisers. MAY WE HELP YOU? 
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*Here is the 1957 linage of the ten top 


weeklies: 

The Financial Post ....... 3,855,269 
Oil and Gos Journol........... 3,171,840 
lt Svieee tse cacdeersouasads 2,867,764 
Stee! pas o0da Facaer fas 2,720,340 
MD Salat aeecnesads ba0es 2,612,400 
I, TS ke 2,529,263 
N.Y. Times Mogozine.......... 2,436,857 
Saturday Evening Post......... 2,244,215 
Engineering News-Record....... 2,217,600 
ee. Wehbe BSN ds ices cts 2,137,897 


Figures en U.S. periodicals: Printers’ Ink, Jan 
very 17, 1958, and Industrial Marketing, Janu- 
ary, 1958 


THE FINANCIAL POST, 481 UNIVERSITY AVENUE, TORONTO 2, 1242 PEEL STREET, MONTREAL 2 


West Coast representative in the U.S.A. Duncan A. Scott & Co., San Francisco and Los Angeles. 


‘Unbelievability of 
Ads Hurts PR of Ad 


Business: Daniels 


| Kansas Ciry, April 22—‘“Hog- 
wash” it may be, but a lot of people 
believe the “manipulation” charges 
|made against advertising, Draper 
|Daniels, vp in charge of creative 
departments of Leo Burnett Co., 
| Chicago, told admen gathered here 
last weekend at the convention of 
the ninth district, Advertising 
Federation of America. 

Our “way of making a living, if 
not in danger, is at least in danger 
|of being in danger,” he warned the 
group. 

“We have only ourselves to 
blame. Our own desires for publi- 
city and ego satisfaction are mak- 
ing ‘Madison Ave.’ and ‘motiva- 
tion research’ dirty words in the 
minds of the people advertising is 
supposed to sell goods to. We have 
claimed too much. We have strut- 
ted too smugly. We have been guil- 


“We're Spending 


170,000,000 


to GROW with Oklahoma!” 


Kennedy, President of Oklahoma Gas and Electric Company 


says Donald 


In the past five years, Oklahoma Gas 
and Electric Company has spent $98,- 
000,000 for new facilities to keep up 
with public electric power demands in 
the portions of Oklahoma it serves. 
O. G. & E.’s new $25 million Mustang 
generating station (pictured above) is 
already undergoing a $27 million ex- 
pansion program. 


The company will spend another 
$72,000,000 in the next three years on 


SUNDAY 


35% or greater 
family coverage. 


15% to 35% 


family coverage. 


Less then 15% 
family coverage, 


similar construction and expansion 
projects. This $170,000,000 investment 
is just one indication of the expansion 
and growth going on in Oklahoma. 


The Oklahoman and Times give ad- 
vertisers unequalled coverage of this 
growing market. Are you getting your 
share? Schedule your advertising in the 
Oklahoman and Times to achieve the 
best sales results in Oklahoma! 


me ewe Rok tegen 


a ec eh eke, te aie 


‘THE DAILY OKLAHOMAN 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


New, Restyled 
Sunday Oklahoman 


Magazine 


All national supplements com- 
bined reach no more than 4% 
of Oklahoma’s homes, The 
Sunday Oklahoman Magazine 
reaches nearly half the homes 
in the state! Now new in for- 
mat and content, it’s a better- 
than-ever sales tool! 
(Ask your Katz man about 
the new Sales Plan.) 


Advertising Age, April 28, 1958 


ty of bad taste, shoddy practices 
and sneaky half-truths too often. 
Unless we mend our ways, we are 
going to pay dearly for it,” Mr. 
Daniels told the group. 


= A lot of people believe that ad- 
vertising is able to get them to buy 
things they don’t want and 
shouldn’t have, he said. There is 
also a growing public belief in the 
power of advertising men to in- 
fluence national elections and pub- 
lic policy, he added. 

The solution? 

Every ad is the public face of 
the advertising business, he de- 
clared. “If we really want to give 
the critics of advertising a hard 
time, our most effective weapon is 
advertising that makes people be- 
lieve in our integrity, reasonable- 
ness, good nature and decency. This 
means advertising with good man- 
ners, warm advertising with a 
heart, advertising that looks, feels, 
sounds and is believable.” 


a Mr. Daniels suggested fewer 
meetings and more thinking. 

“We have to start solving prob- 
lems instead of trying to talk them 
to death,” he said. “In this connec- 
tion, I think we have to stop using 
research to sell advertising and 
start using it to help solve adver- 
tising problems. 

“If we'll do this and follow it up 
by looking at every commercial 
and advertisement as something we 
might be saying to an intelligent 
but uninformed friend in our living 
room, I think we will automatical- 
ly rid advertising of a great deal 
of the rudeness, unbelievability, 
and of a lack of humanity which 
makes a large segment of the pub- 
lic willing to believe the worst of 
us.” 


s Mr. Daniels had two other sug- 
gestions for admen to help improve 
the public attitude toward the ad 
business. 

First, each of us should support 
and publicize the public service 
projects of the Advertising Coun- 
cil, he said. 

“Next, each of us is a person 
and a citizen by whose conduct the 
business in which we make a liv- 
ing will be judged. If each of us 
will use the skills learned in ad- 
vertising to help worthy projects 
in his own community, his public 
spirit and good citizenship will help 
the entire advertising business.” # 


Needham, Louis Elects 
Klatt: Boosts Two Others 

Albert A. Klatt, head of the copy 
department of Needham, Louis & 
Brorby, Chicago, has been elected 
chairman of the agency’s operating 
committee, which 
carries on the 
daily administra- 
tion and manage- 
ment of the agen- 
cy. Needham, 
Louis also has 
promoted Frede- 
rick D. Sulcer to 
assistant director 
of the copy de- 
partment and Ed- 
ward McAuliffe 
to manager of 
copy service for Chicago-serviced 
clients in the eastern part of the 
US. 

Dale W. Strand, formerly with 
the advertising department of Gen- 
eral Electric Co., Schenectady, has 
joined the copy staff of NL&B’s 
New York office. 


Borden Buys Cosmetics Co. 

Borden Co., New York, has pur- 
chased Marcelle Cosmetics Inc., 
Chicago, manufacturer of the Mar- 
celle line of hypoallergenic cos- 
metics, and Dermabase, a topical 
ointment base for skin irritations. 
Marcelle will be integrated with 
the Borden pharmaceutical divi- 
sion. Philip Blazer, president of 
Marcelle, will serve as a consultant 
to Borden’s, and most present em- 
ployes will continue with the com- 
pany. 


Albert Klatt 
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Color in magazines starts not in the print shop but in the editorial rooms. 


It is because magazine editors are sensitive to every hue and shade of the 
American scene that they can create magazines with a colorfulness of editorial content 


which widens eyes and minds... to receive impressions, accept new ideas! 


Colors of ink help give magazine editorial expressions extra power. New ideas 
of the world about us...and of the products and services that make up our daily 


living ... are registered far more deeply, more clearly and memorably. 


Advertisers, too, are increasingly aware of the power of magazine color. Today, one in 
every three pages of magazine advertising is a four-color page, and nearly half 

are in two or more colors. Clearly, magazine color is a “natural” 

for the business of selling. Here’s why: 


Magazine color pages, with their excellence of reproduction and 


REALISM o- register on high quality paper, faithfully display your product... 
make it look the way your customers see it on sale. 

ATTENTION. Magazine color brings added readership to your advertising... 
more customers to your dealers and distributors. 


Magazine color glorifies your product or service in settings 


” BEAUTY | 


that help create desirable buying images. 


Magazine color moves people to act ... by conveying vivid 


MOTIVATION impressions of the qualities you want associated with 


your company and its products or services. 


IDENTITY: ~ Magazine color registers brand names or trademarks indelibly 


... aids product recognition at the point of purchase. 


Every readership study, every sales check, shows that magazine advertising in 


color has tremendous impact... is a powerful stimulus for sales. 


On the following pages, some of America’s leading publishers 


tell you what color means in their own magazines... 
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Whether 

your magazine 
advertising 

is in color 


or black and white 


... Magazines mean 


DENTITY OF PRODUCT — magazine reading registers ads sharply on the mind. 
Impressions are lasting, well-remembered—resulting in 
immediate brand recognition. 


ARKET SELECTIVITY — magazine readers are your best customers and prospects 
... better educated and better-off ...earning more, want- 
ing more, spending more for every product and service. 


ERMANENCE — a magazine advertisement can be seen again and again. It 
gets additional readers weeks or months later, can be clip- 
ped or held for reference ... by your best prospects. 

é _— 

| UTHORITY — magazines set our national tastes in how we dress... eat 

» ... furnish our homes... how we get around. They help-form 

Ba decisions on national, community, and business affairs. 
Magazines’ eye-filling, opinion-molding pages create the 
climate that ripens buying decisions .. . for the people who 

‘ do the bulk of today’s buying. 


OVERAGE, 


COAST-TO-COAST — magazines are the only national medium for advertisers, 
big and small, who want coverage in every community 
where buying is done. Over the nation, magazines are read 
in better than 8 out of every 10 homes in every sales area. 


RADE INFLUENCE — magazines offer more opportunities for local promotion 
than any other mass medium. They spark enthusiasm 
among salesmen and distributors... build sales through 


multiple tie-in opportunities . . . channel customers right to 
the dealer’s door. 


Prepared by the Magazine Advertising Bureau of Magazine Publishers Association, 271 Madison Avenue, New York 16, N.Y., in the interests of the magazines of America 
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Almaquist Rieger 


WINNER--After accepting for GE 
the annual Howard G. Ford Award 
for outstanding accomplishment in 
sales and marketing, Fred J. Borch, 
marketing vp, General Electric 
Co., is congratulated by Paul E. 
Almquist, Sperry Rand Corp., vp of 
the Sales Managers Assn. of Phil- 
adelphia, sponsor of the award; 
Charles K. Rieger and William 
Sahloff, GE vps, and Montague 
Miller, Young & Rubicam. 


Newspaper Linage 
Dips 8% in Quarter, 
Media Records Says 


New York, April 22—Newspaper 
executives here this week for the 
annual sessions of the American 
Newspaper Publishers Assn. could 
find little to cheer about in ad- 
vertising linage figures released to- 
day by Media Records for the first 
quarter of 1958. 

MR’s check of linage in 52 cities 
showed newspapers to be off 53,- 
854,350 lines for the January- 
through-March period. Total ad- 
vertising came to 613,245,437 lines, 
compared with 667,099,787 lines 
registered in the first quarter last 
year. This was a drop of 8.1%. 

Biggest percentage loser was the 


Miller Borch 


sere 7 Distributor Wins $65,024 in 
) Suit Against Adcast Network 
| Adcast Network Inc., Chicago, | 
which offers advertising and mer- | 
| chandising programs to manufac- | 
| turers of products sold in food| 
} chains and supermarkets, has been | 
} assessed for $65,024 in damages in 
a suit brought by William E. Bur- 
nett, Kansas City, who charged that 
Adcast breached a distributorship 
contract with him. 

Judge Walter J. LaBuy in U:S. 
district court, Chicago, awarded the 
default judgment to Mr. Burnett. 
Adcast filed no answer to the com- 
plaint. Last year, Adcast and a ri- 
val company, Videocast Marketing 

Corp., filed counter suits against 
each other (AA, April 29, ’57). 
Donald Deskey Associates, New 


York industrial design organiza-| 
tion, is moving into larger space | 


Deskey Associates Expand | 


at 575 Madison Ave., New York, as 
part of its over-all expansion pro- 
| gram. Present quarters are at 1150 


Sahloff | Ave. of the Americas. 


Thomas to Donahue & Coe 

Betty Thomas has been named 
merchandising director of Donahue 
& Coe, Los Angeles. Most recently 
she has been merchandising direc- 
tor for KFWB, Los Angeles. 


WEBNS Boosts Grossman 
Mel Grossman, formerly a staff 
announcer of WBNS, Columbus, O., 


/radio station, has been named mer- 
|chandising director of WBNS-TV. 


FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
mubigragnes letters, 
planograp ing. 

Marie keeps your Mail- 
. ing List up-te-dan, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WaAbash 2-8655. 


a Lelie fn 
431 S. Dearborn St 5 


automotive category, which had 
33,723,594 lines, as against 41,534,- | 
069 lines in the first three months 
last year. Classified advertising was | 
down 13% for the period, dropping 
from last year’s total of 171,328,130 | 
lines to 148,976,003 lines. 


s Linage figures for the month of 
March alone were not encouraging, | 
either. Total advertising was off 
8.7%, down from 249,526,616 lines 
to 227,825,456 lines. Major losers 
were the automotive and classified 
categories. March automotive slid | 
from 14,614,563 lines to 11,491,915 | 
lines, while classified tailed off 
from 62,923,212 lines to 53,703,708 
lines. + 


Fidelity Names Buffington 

Al Buffington has been named 
vp in charge of production of Fi- 
delity Films, Hollywood. Mr. Buf- 
fington had been with Dan B. 
Miner Co., now Honig-Cooper & 
Miner, Los Angeles, since 1954, 
and was a consultant for the agen- 
cy since January of this year, and 
an executive producer for Fidelity 
Films. 


Noland Paper Names Kennedy 
Noland Paper Co., Los Angeles, 
has named Kennedy, Walker & 
Wooten, Beverly Hills, to handle its 
advertising and public relations, ef- 
fective May 1. The agency also has 


appointed Andre Anastasion, for- 
merly advertising director of Rose 
Marie Reid Swimsuit Co., Los An- 


geles, an account executive and. 
member of the plans board. | 


Cia. Riera, Toro & Van Twistern, S.A. in Havana, 
Cuba, is exclusive distributor for almost 100 U.S. 
firms in many fields ranging from agricultural 
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equipment to paper products. This successful com- 
pany’s executives find TIME Latin American an 
extremely effective advertising medium. 
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On the first line of selling in Latin America 


. ». the First Magazine is TIME Latin American 
¥ > Mr. Felix J. Riera, president of the company: 
“The effectiveness of TIME Latin American’s ad- 
vertising pages is well known to me from personal 
experience. I know that TIME is read avidly by 
Cuba’s highest ranking businessmen. 


“Our company, formed in 1910 primarily as com- 
mission merchants, now represents almost 100 
American firms with widely ranging products. 


“Because of broad diversification we cover many 
different markets for our principals and ourselves. 
Many of the companies we represent advertise in 
TIME Latin American and their advertising pro- 
vides us with many leads. Often the sales we make 
in one division lead to sales in another.” 


AMERICAN 
EDITION 


In Latin America, more distributors read TIME regularly than any other magazine. 
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Put your 
Money where 
the Buying is! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Ask any of our long list of ad- 
vertisers, “Why WDIA?” and 
you'll invariably get the same 
answer: WDIA SELLS THE 
MEMPHIS NEGRO MARKET 
AS NO OTHER MEDIUM CAN! 

To know why it’s so important 
to sell the Memphis Negro mar- 
ket, there are sorne facts you 
need to know about this big buy- 
ing audience. 


LARGEST NEGRO MARKET 


WDIA, with the only 50,000 watt 
transmitter in this area, reaches 
1,237,686 Negroes. That’s almost 
one-tenth of the total Negro pop- 
ulation of the entire nation! More 
than the combined Negro pop- 
ulations of New York plus De- 
troit plus Cleveland plus St. 
Louis! 


HIGH VOLUME MARKET 


WDIA’s tremendous Negro audi- 
ence totaled up overwhelming 
earnings of $616,294,100 last year. 
In the diversified Memphis area, 
with its sound, prospering econ- 
omy, the Negro has become a 
vital economic factor. He is ele- 
vating his standard of living, his 
income, his buying power. 

According to a 129-city survey 
by one of the nation’s largest cor- 
porations, Memphis ranks first 
in ratio of total Negro income to 
total white income. The Mem- 
phis Negro has $28.79 of income 
for every $100 of white income. 
That’s quite a contrast with New 
York—where the ratio is $6.59 
for every $100, and Chicago— 
with $7.89 for every $100! 


SALES RESPONSIVE MARKET 


Negroes in WDIA’s big listen- 
ing-buying audience spend, on 
the average, 80% of their income 
on consumer goods. Last year, 
Negroes bought 61.3% of the 
flour sold in Memphis . . . 52.7% 
of the hair tonic and dressing 
... 47.9% of the sugar... 45.1% 
of the household waxes and pol- 
ishes. Small wonder that WDIA 
consistently carries a larger 
number of national advertisers 
than any other station in Mem- 
phis! It’s an impressive list that 
includes such year-in, year-out 
advertisers as: 

BAYER ASPIRIN .. . BREAST 
O’CHICKEN TUNA ... BRUCE 
WAX AND POLISH ... 
COLGATE-PALMOLIVE COM- 
PANY .. . CONTINENTAL 
TRAILWAYS .. . GENERAL 
FOODS CORPORATION ... 
GROVE LABORATORIES .. 
KROGER STORES. 


IT’S A LOYAL MARKET 


Negroes make up 40% of the 
Memphis market! Low Negro 
newspaper readership and low 
percentage television ownership 
among Negroes means that you 
can’t reach this big buying mar- 
ket effectively with these media. 

WDIA—and WDIA alone—de- 
livers the Memphis Negro mar- 
ket to you as a unit! In the 
Memphis area, the Negro first 
listens to WDIA—then buys the 
products advertised on his sta- 
tion! Gold can’t buy that kind of 
loyalty, but you can! Through 
WDIA, you can channel your 
sales message directly to this 
ready-made, loyal, sales respon- 
sive audience. 

Write us today for facts and. 
figures. We'd like to tell you 
about success stories in your 
field! 

WDIA is represented national- 
ly by John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 
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Source, Bureau of Advertising, ANPA 
Compiled by Media Records 


1957 

(000 omitted) 
SIE © inctonsuitnseasssanensaniiatidnubidelnenabiitniiani $ 17,600 
ALCOHOLIC BEVERAGES TOTAL oo... 68,934 
En eae eee eS ae NN ae 17,561 
MI. Wiis scscacioksciseiiantananiianalbiicali cell tise lata ili 1,574 
RRIIID i cenceccstoncaynisscnenietnastitistnsnbbsceinbiainatniitineede 49,799 
I  .ininiteebeavsesailecikinndininsiiciaiigeal 1,599 
NE WOOO iccciiticinncescasntelttnscterdtiplieabenes 199,578 
a a er ne ET 837 
ee BO: TO, seuntinceinnsitnlitatsiiaieimen 30,224 
PED Te PIONS cretenstcecstisrcsasecenemaneen 2,316 
Passenger Cars (New) ..........cccccssssceesseneeeeeeneee 117,332 
OS ee eee 7,126 
IEE HUI cenniniiintesiscstiesimesioueininciemitaie 9,412 
Miscellaneous Automotive ..........ccccccecceeeesseee 32,331 
IRANI ciniinssiniietissduosshaitediisieiisintiiaminpieintsedistiie 4614 
IIE 4. ticcrndchincedultisiphinincamasainsadobteatanininte 1,889 
I I iisicaith nk caicieinncetiiasbapimemeiadinbins 149,790 
UN EINE hvecriccneh caitssaisundciatostnssoneconecs 22,459 
IE IIIT aiid ictadh ensamtignsismanpansbanenenbeenaenbend 25,535 
RE 10,188 
I a ia riiencncsatinniicesinnnmiaiienl 9,716 
Miscellaneous Beverages ...........cccccccesseee 5,631 
Cereals & Breakfast Foods .........cccccccccceessenees 6,201 


IED dritincivaicsennseereiucancsssoutiiaannenaiaail 
Dairy Products 


Disinfectants & Exterminators ..............0...0000 2,284 
Laundry Soaps & Cleamers ......c..cccccccsseeeeseee 24,511 
Bilan, Fete GPT sencnseneinrscccencevesesiscszcccsee 9,225 
Miscellaneous Groceries ..........cccccccccsesseeeeereee 27,216 
EL Se, Soe eee 17,827 
HOUSING EQUIPMENT & SUPPLIES TOTAL .... 29,247 
GP CERIN seetestrsencccescersessspscsssbinnsoiannone 2,219 
AEE TROD sasiniinsewcericcstrcerienecsseonese 622 
Automatic Refrigeration ........ccccceccseseenenee 3,287 
Fixtures 294 
TI sintiscaesinsdnistsiepsitenictaueinaimane ieee ienieet eC ak 1,237 
Furniture & Furmishimgs ..........ccccceccsseeeeeeees 11,769 
SG i TGIIID ccinsnrascttnstsnnsneemnnacicvessssesiinies 935 
EE NETO ROTOR 8,884 
all 15,563 
IIIT ioiiiniksccebeiieskesncdlileaibndenaanaacsesnereseutants 14,265 


(000 omitted) 


1956 


$ 16,105 


65,837 
16,010 

1,755 
48,072 


1,545 
182,214 


1,957 
32,357 
962 
103,256 
5,132 
10,224 
28,326 


3,844 
1,911 
149,011 


23,913 
24,409 
11,342 
8,180 
4,887 
3,912 
10,581 
17,447 
2,329 
29,400 
11,255 
25,765 


18,832 


14,186 
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1957 1956 % 
(000 omitted) (000 omitted) Change 
| SHOTERTE & GR VO carries ccisnrscesbescesiasesesseses 1,178 1,919 —38.6 
CO Sa ae 27,620 24,439 +13.0 
% I Ribiicte testa thatiltntnnienigsemrniieones 23,118 32,836 —29.6 
Change 
PROFESSIONAL & SERVICES 20.00.00... 868 1,011 —14.1 
+ 9.3 
PUBLICATIONS TOTAL ..cccccsssssssssssseseeeeseeeeen . 22,208 20,010 +11.0 
+ 47 
+ 9.7 SR IIIS, si: ccshnrstsoandecvenianisibbinnitbaiiotaael 10,470 9,518 +10.0 
—10.3 I, iasitecenssesrierncerseesetesastigitibaniicinmciiiagi 9,176 8,449 + 8.46 
+ 36 IIIT: saistivencescersncesosesinipeistainininitabeitaneiianins 2,562 2,043 +25.4 
> Be ce III dcrasxevesescsscsstuaniousbessmentasassershdues 18,027 17,758 + 15 
+ 9.5| RADIO & TELEVISION TOTAL ..............ccccccceeeeeere 24,921 22,043 +13.1 
—57.2 SIE cnscttaestcaaseens 6,827 — 98 
— 66 Stations 14,352 +253 
+ 140.7 Miscellaneous Radio 8 TV ....ccccccccccccceecceessseeee 776 864 —10.2 
+13.6 
Ne GU habincnencisciercestnscstesvescctbintessione 4,331 3,990 + 85 
—79 
ID IEEE Svcssnetartnncsnsecosessrovimesssianaiiuniibican 27,586 26,005 + 6.1 
IE I aii ciseicccnenithatteniintennsisniimiticeiiinpian 3,221 2,032 + 58.5 
IIE, inscarsscecoscsnieicbessnenscstsinecitinmnbiianantiioniinin 24,088 23,561 + 2.2 
— 1.2 NED iaiaisiis sc ccisbsseeasiandeisciudapbinmebenmaeanemaapaaibiidinebaaes 165 178 — 73 
IID, IID sccccsnndissedssenntncsbensertenan 112 234 —52.1 
+ 05 
PETee TINTED COTO bvcecicnicccncccccscesessccs 36,108 36,480 — 10 
— 6.1 
+ 46 I indirriiciinitientimnsovipreentvitvennitnienemeonedl 660 310 +112.9 
—10.2 STII scsi toachiteeinteatibpnbenonssunvevecncnennsvecvennne 3,713 7,248 —48.8 
+18.8 II CINE, «ss casessensetoooosiiontens 12,786 13,383 — 45 
+15.2 PE IID sinnsnnhsctbeiuiiinnipiooseesssoncecseeee -~isinsees 10,134 7,871 +28.8 
+585 Miscellaneous Toilet Requisites ..............0:000» 8,815 7,668 +15.0 
+26.1 
+ 9.0| TRANSPORTATION TOTAL .........:cccccccccccesseeeeenenee 40,439 39,511 + 23 
—119 
—16.6 SEED: Sissteachitncinichbtetlaeatiasveessovnssececnesonevssations 24,502 21,613 +13.4 
—18.0 RI iia tas cet hata ncsannbatnnnnninnennnendiint 1,935 2,771 —30.2 
+ 56 aa. cewslsniiinnmannlidiiibn 6,346 7,761 —18.2 
SID Sickatilinntinesnnpiatitncinesssscssacakéorascinimnesaebh 3,512 3,310 + 6.1 
+13.2 Rig. -aicdeliitasliaeeaienstaietiiel iaieilinshbbinnnnconiskeereenesesenveneie 2,985 3,004 — 06 
Miscellaneous Transportation ...........ccc ce 1,159 1,052 +10.2 
—11.8 
IES cxspnneditnatinesisctrensanscianisene 10,091 9,590 + 5.2 
+20.2 
ies 2} Ge II spreccctdannsitsceneccoecevesonscesretsnerenss $757,401 $737,996 + 26 
— 7.5| (Note: Figures do not include advertising production costs.) 
— 5.5) 
+29.3 
— 37 
—519 
—23.2 | 
-» Red 
Sampson sees Ke 
+ 046 


more people read 


Sunday] 


THIS WEEK 24 
AMERICAN WEEKLY 22 
PARADE 16 
LIFE ll 
LADIES’ HOME JOURNAL 9 
SATURDAY EVENING POST 9 


LOOK 8 


METROPOLITAN SUNDAY NEWSPAPERS, wall 
260 Madison Avenue New York 16,N.Y. MuUrray Hill 9-8200 


CHICAGO « DETROIT ee LOS ANGELES e SAN FRANCISCO 


U.S. 
36% 


45% 
28 


than any other magazine 


GREATEST 
AVERAGE FAMILY 
COVERAGE 


TOTAL 168 METRO 
AREAS 


and cashes in on award-winning local news! 


Rhode Island Red proudly points out to timebuyer 
Sampson B. Sagamore that only WJAR-TV has: 
(1) 6 daily newscasts prepared from 5 news services 
plus on the spot coverage! (2) Highest rated news- 


casts in the Providence market! 
Award for special events plus awards 
BILLBOARD and VARIETY! 


In the 


Channel 10 + Providence, R.1. » NBC-ABC «+ Represented by Edward Petry & Co., Inc. 


(3) The Peabody 


from THE 


PROVIDENCE MARKET 


WJAR-TV 


i 


s cock-of-the-walk 
in news coverage! 
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Sistine han tae aia 
Curtis Acquires 
Voting Stock of 
‘American Home’ 


(Continued from Page 3) 
magazine since 1932. 

Both will remain in their posts, 
and the magazine will continue to 
operate from its editorial offices 
at 300 Park Ave., and subscription 
offices at Kew Gardens, N.Y. 

“That was one of the conditions 
of the agreement,” Mr. Eaton told 
ADVERTISING AGE. “We will not 
have to move to Philadelphia, and 
we will continue to edit the mag- 
azine just as we have in the past. 
There'll be no interference at all, 


= “I couldn’t be happier over the 
move,” the 66-year-old publisher 
said. “Sooner or later the book 
had to be sold—after all I’m not 
going to live forever. Also, I’ve 
had a feeling for a long time that 
in these days it’s foolish to paddle 
along with one book. 

“I’ve known and worked with 
the Curtis people on _ various 
boards for over 25 years, and I 
couldn’t wish for a better place 
to put the magazine.” Since 1953, 
the Curtis Circulation Co. has 
handled AH distribution and some 
of its subscription sales. 

As for Curtis, a shelter book was 
“the one thing it was missing” in 
its family of magazines—Ladies’ 
Home Journal, Holiday, The Sat- 
urday Evening Post and Jack & 
Jill. 

“Increased promotion and ex- 
pansion of American Home are 
now being studied,” according to 
the official announcement of the 
sale; “Curtis plans to promote the 
devil out of this book,” Mr. Eaton 
said. 

The AH board of directors has 
been expanded to include three 
Curtis officials in addition to Mr. 
Eaton and Mrs. Austin. New board 
members are Robert MacNeal, 
president of Curtis, who will serve 
as vice-chairman of AH; Robert 
Gibbon, Curtis secretary and AH 
senior vp; and Edward C. Von 


Tress, vp and ad director of Curtis | — 


and AH senior vp. 

In addition, C. H. Nichol, Cur- 
tis controller, has been appointed 
secretary and treasurer of Amer- 
ican Home. Robert Classon, con- 
troller of the magazine, has been 
named assistant treasurer, and 
Archa O. Knowlton, vp and mar- 
keting director, has been named 
assistant secretary. 


® Persistent rumors have kept 
alive the speculation that Ameri- 
can Home was for sale for many 
months now, but Mr. Eaton as- 
serted that he had never offered 
the magazine for sale, and had 
turned down about 15 offers—up 
to the day about two months ago 
when the Curtis president infor- 
mally broached the subject at a 
luncheon meeting, 

American Home began life at 
the turn of the century, only then 
it was called Garden Magazine 
and was published by Frank Dou- 
bleday of Doubleday, Doran. It 
had never had too much success 
as a horticultural publication, and 
in 1928 it was finally expanded 
into American Home, largely 
through the urging of Mr. Eaton, 
who was then partner-circulation 
manager. 

The magazine plodded along for 
another four years, steadily los- 
ing money and exhausting Mr. 
Doubleday’s hopes for it. The up- 
shot was that Mr. Eaton became 
publisher and began to develop a 
new editorial pitch for the book. 
Mrs. Jean Austin has been editor 
and Mr. Eaton’s partner ever since. 
Their editorial formula developed 
through the years has been to tell 
people how to make it themselves, 
what to do it with, and how much 
it will cost. The result was that 


the magazine made the greatest 
growth between 1932 and 1942 of 
any monthly in the country. 
Circulation has grown from 
160,000 in 1932 to its new guar- 
antee of 3,200,000 announced in 
January. Ad revenue in its best 


year to date, 1956, was $11,542,168.| Blair-TV Launches Contest 


It slipped to $10,142,010 in 1957. 
This downward trend has con- 
tinued so far this year, with Feb- 
ruary linage reported at 43,250 in 


A Zodiac watch, Polaroid land 
camera and Speidel identification 
bracelet are offered by Blair-TV, 
New York, as prizes in a time buy- 


comparison with 55,332 in Febru-| er contest to find a suitable name 


ary, ’57. # 


for a cartoon character. The car- 


toon is used as a symbol of the 
daytime housewife viewer in the 
tv station representative’s daytime 
tv sales presentation, Purse-Sua- 
sion, This plan is designed to per- 
mit an advertiser to cover the total 
daytime audience of a tv station. 
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* SAN DIEGO: BILLION-DOLLAR MARKET 


Tourists poured $132,000,000 into the San Diego economy during 1957, 


a OR eee The Ri ‘ en ae Re 
ae EN Deo ce ee ee ing of Trut as eae ile Get: Sg 


COPLEY NEWS P 4 


15 “Hometown"’ Newspapers covering San Diego, California — Northern Mlinois — Springfield, Illinois —and Greater 
Los Angeles... Served by the COPLEY Washington Bureau and the COPLEY News Service. oat 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY co., 


LL eOMS:S  e ee 


the most rapidly expanding market on the Pacific Coast. 


Sell this great and growing market — at lowest cost per sale — 
through The San Diego Union and Evening Tribune. 84.4% readership — unduplicated! 


The San Diego Union - LVENING TRIBUNE 


And the thriving tourist industry is just one of many economic factors 
ontributing to the growth and prosperity of the San Diego Metropolitan County Market 
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Dailies Warned of New | 
Postal, Operating Costs | 
At Annual Sessions 


New York, April 23—Discussions 


of the attacks on advertising last | tutional advertising expenditures is preted to disallow legitimate busi-| The convention learned that 1,- 


year highlighted some of the dis- 
cussion at the annual American 
Newspaper Publishers Assn. meet- | 
ing here this week. 

Taxes and “professional ethics” 


ANPA Meeting 


also gave the industry some head- 
aches, publishers learned from the 
ANPA’s committee on advertising. 


® Advertising has been under at- 
tack from three directions in the 
past year, according to the ANPA’s 
committee on advertising. In its 
report to the convention, the com- 
mittee said the attacks included 
(1) efforts to impose discrimina- 
tory taxes on advertising, (2) ef- 
forts of so-called “professionals” to 
use the power of government to 
prohibit truthful advertising under 
the guise of ethics, and (3) efforts 
on several fronts to declare insti- 
tutional advertising expenditures 
not deductible as a business ex- 
pense for tax purposes. 

Repeal of the Baltimore tax on 
advertising, said the ANPA, “seems 
to have stopped the rash of sug- 
gestions on taxing advertising 
which appeared in many areas soon 
after the tax was imposed in Bal- 
timore” last Jan. 1. 

The committee declared, “Truth- 
ful advertising is not unethical, 
and it is a distinct disservice to the 
public to prohibit dissemination of 
truthful advertising.” It added that 
optometrists and funeral directors | 
—and sometimes dentists, chiro-| 
practors, accountants and watch- 
makers—have been active in 
“seeking state legislative or ad- 
ministrative action to prohibit or 
restrict advertising under the guide 


of ‘professional ethics’. 


® Turning to institutional adver- | 
tising, the ANPA group said, “If | 
the views of those who want to at- | 
tack advertising by making it non- | 
deductible for tax purposes prevail, | 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smalier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 
Girect contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- | 
tractors need the facts about the electronics, [| 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Copp & Associates 
72 West 45th St., New York 36, N. Y. 
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|not susceptible of reasonable in-|ness expense and that institutional | 073 i i 
a é advertising agencies are now 
Ad Tax Threat Abates , U a S . Rule on terpretation. Those who want to advertising to promote good will|on the ANPA “credit rating” list— 
disallow advertising promoting any for the advertiser and explain his|one fewer than a year ago. ANPA 


D d tibilit S ill L ANPA kind of ideas with which they dis- policies to his customers and the received 79 applications for ratings, 
e uc l l ] y tl ooms, Told agree will contend the language general public is a cost of doing| compared with 117 applications in 


makes any and all institutional ad- business just as essential as rent,| 1956. The association said it soon 
Neng | a ee ge ‘travel expenses and other items| would issue a revised edition of the 
se Rect: e i € proposed regulation is covered as deductible in Internal|“Book of Advertisin encijes”’ 
a, ain te oa ae adopted in its present form,” said| Revenue Service regulations.” | which have credit ~~ By us 
pe eel s r A , - |the committee. ; The committee said that “now is Total membership of the ANPA 
gu ge of regulation pro- “ANPA,” it continued, “has vig-| the time to take the offensive and | was reported to be 830 newspapers 

posed by Internal Revenue Service orously opposed this language on| take the case for advertising to the|In 1957, 26 newspapers were add- 
to disallow certain types of insti-|the ground that it can be inter-| court of last resort—the public.” |ed to the roster, and 12 resigned 


Major committee reports at the 


(.What's Important about CAPPY 
A.FARMERS LIKE 


Here are the new format’s features: 


® New dress — larger type, improved 
readability and readership. 


® Continuous, business magazine editorial — 
no front-to-back-of-book jumps. 


® Dynamic, vigorous new cover gets attention 
“at the mail box.” 


© New features, expanded editorial service. 


@ Full editorial and advertising 
mechanical flexibility. 


the volume of institutional adver- 


Sales Offices: 


New York—420 Lexington Avenue 
Cleveland—1010 Rockwell Avenue 
Chicago—333 North Michigan Avenue 
Los Angeles—633 Shatto Place 
Topeka—912 Kansas Avenue 
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ANPA convention included the fol- 
lowing: 


Mechanical Committee 


“Far too many mechanical de- 
partments are operated by the same 
rules and planning used 30 years 
ago,” J. Harold Mintun, Pittsburgh 
Press, chairman of the mechanical 
committee, said. “Publishers,” he 
said, “must use the same amount 
of modern skill and planning in 
manufacturing their papers that 
they use in editorial content, ad- 


vertising, circulation. Study work 
simplification,” he urged, “and all 
the frills you have in your opera- 
tion. What you ask the shop to 
produce is the biggest cost factor in 
your operation. 

“The mechanical committee and 
department stand ready to help,” 
Mr. Mintun said. “Tell us your 
problems, and we will either give 
you a direct answer or put you in 
touch with someone who has solved 
a similar problem. Your plant is 
not ‘different,’ and nearly all the 


methods and ideas can be adapted | paring punch card records on com- 
to your operation.” |posing room equipment of all 
The 1958 mechanical conference}; ANPA members, Mr. Lewis said. 
of ANPA will be held June 23-25 Questionnaires have been sent out, 
at Atlantic City. j and about 75% have been returned. 
The data will be processed and 
® R. E. Lewis, manager of the me-| transferred to punch cards, avail- 
chanical department, outlined the able for use late this summer. 
work of the department during the 
past year. A total of 600 spot color | Postal Committee 
ink formulas have been assembled, | Frank A. Daniels, Raleigh News 
he said, and are available to mem-|& Observer and Times, chairman 
bers upon request. |of the postal committee, in his re- 
The department currently is pre-| port stressed that “daily newspa- 


JER’S FARMER'S NEW FORMAT? 


T! (And So Do Advertisers!) 


Today, only CAPPER’S FARMER looks and 
acts like a farm business magazine. 


That’s because the readers we—and you— 


want to reach, 


want it that way! 


The 1,500,000 high-income professional farmers to whom we 
appeal are among America’s smartest business people. And their 


This new format is the attractive new “outer 
garment” for the features that help CAPPER’S 
FARMER win a responsive interest from the 
farmers and their families who mean most in 
sales to you. Even more important is its lineup 
of editorial features that help farm families earn 


better —and live better. 


4g 


~ 


homes are those which, today, provide one of 
the world’s fastest-growing rich markets for 
the things that spell 
better living. 


Let us tell you how to transfer the responsive in- 
terest today’s farmers take in CAPPER’S FARMER 


to your own products. Call any CAPPER’S FARMER 
office today. 


CAPPER’S FARMER 


The Family Magazine for TODAY’S FARMING 


Published By America’s Leading Agricultural Press — 
Also Editors And Publishers Of Kansas Farmer — Missouri Ruralist — 
Ohio Farmer — Michigan Farmer — Pennsylvania Farmer 
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pers want no subsidy, and your 
committee has not opposed reason- 
able increases in second class rates. 
Newspapers want to pay for the 
actual cost of their handling by the 
Post Office Department but con- 
tend that up to now the Post Office 
Department has not been able to 
show what those costs may be.” 

Depending on compromises yet 
to be worked out between Senate 
and House versions of the postal 
rate increase bill, Mr. Daniels said, 
“Publishers can expect their postal 
costs, including second class, to be 
increased substantially in the near 
future.” 


Research Institute 


Cyrus L. MacKinnon, managing 
director of the ANPA research in- 
stitute, outlined some of the proj- 
ects that have been undertaken. 
These include: 


e A laboratory research program 
to develop and simplify a com- 
pletely photographic color correc- 
tion process. 


e A field engineering project 


Yes BALTIMORE 
HAS CHANGED! 


SALTIMORE MARBOR TUNNEL 


aoc a 


‘The Baltimore Circumferen- 
tial Beltway (to be finished in 
1958)—completely surround- 
ing the city—means that any 
part of Baltimore is just 
minutes away from any other 
part. 


The $135,000,000 Patapsco Riv- 
er Tunnel (just opened) is 
another major step in the pro- 


wi 


gram—carrying traffic from 
North and East to the South. 


The Jones Falls Expressway 
(under construction) — run- 
ning from the Beltway to the 
North directly down through 
the heart of the city—is a most 
important traffic factor. 


There are 26 neighborhood 
shopping centers located on or 

| near the Beltway. The News- 

| Post covers over half the fami- 
lies in the areas around these 

| shopping centers—just as it 
covers more families than any 
other Baltimore daily news- 
paper. 


The News-Post is your most 
economical, most effective 
medium for producing sales 
in the new Baltimore. 


Glow ane in good company 
with the 

News-Post and 

Sunday 

| A merican | 


HEARST ADVERTISING SERVICE INC. 
OFFICES IN 15 PRINCIPAL CITIES 
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which will evaluate available scan 
engraving machines in terms of (1) 
material and labor costs, (2) im- 
proved deadlines and (3) loss of 
contrast and detail. 


e An engineered schedule and cost 
system which will show the sav- 
ings that can be realized on curved 
plate stereotyping from the use of 
packless mats. 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


phone BA 7-5371 

165 Church St., New York 7, N. Y. 

14 E. Jackson Bivd., Chicago 4, III. 
Phone WA 2-5371 


e A methods engineering study to 
determine those ad copy mark-up 
procedures which can most im- 
prove typesetting and make-up 
costs in the composing room. 


# A breakdown of newspaper pro- 
duction expense made for the in- 
stitute by Arthur D. Little & Co., 
Mr. MacKinnon said, shows this 
pattern of departmental expense 
between small and large newspaper 
plants, on the average: 


Percentage of 
Total Production Costs 


Circulation 

10-25,000 100,000 & 

Over 

Composing room... 36 W 
IID . secmmesecticortennineies 5 1 
ee ame 4 5 
PD GRID scinscttinsistctrhormnesinna 13 14 
TD sactittins nesesientnsenaeni 38 62 
SD COIS ciccicnntnisiniinslindtinain 4 7 


Labor Relations Committee 


In the report of the special stand- 
ing committee which has handled 


labor relations for the past 58 
years, George N. Dale, of ANPA’s 
Chicago office, said increasing costs 
are compelling more publishers to 
adopt new and improved printing 
equipment and processes to get 
better production. “However,” Mr. 
Dale said, “many newspaper unions 
have been reluctant to accept pro- 
duction improvements. Interna- 
tional Typographical Union’s policy 
of jurisdictional aggression is in 
conflict with claims of other un- 
ions, with the result that employer- 
employe relations suffer, and use 
of new processes is retarded. 

“One fact apparent to contract 
negotiators,” Mr. Dale said, “is that 
free local bargaining is being large- 
ly superseded by edict of interna- 
tional unions, which represents a 
major labor problem for newspaper 
publishers.” 


Traffic Committee 


John L. Blake, Scripps-Howard 
Newspapers, New York, chairman 
of the traffic committee, in his re- 
port stressed that his committee 


during the year has “definitely es- 
tablished that newsprint that has 
not been uniformly dried, or that 
is of uneven formation, or that is 
thicker on one end than the other 
results in rolls that are wound 
tighter on one end than the other 
and thus are unable to withstand 
impacts associated with railroad- 
ing. During 1957,” he said, “several 
mills have been convinced of these 
facts and have greatly improved 
the structure of the rolls that they 
ship, with marked improvement in 
‘in transit’ waste. And—more im- 
portant—they run better on press- 
es.” 

Mr. Blake also expressed concern 
over “the plight of the railroads” 
and recommended repeal of the 3% 
transportation tax on merchandise 
and the 10% tax on passenger 
transportation. # 


Rnight Joins Wallace-Lindeman 

D. D. Knight, formerly with 
Jaqua Co., has joined Wallace- 
Lindeman, Grand Rapids, Mich., as 
an account executive. 


Experienced . . . Jim was literally “brought up” in broadcasting . . . od 
first in radio and for the past ten years in television . . . salesman, 
commercial manager, general manager. 


Friendly . . . popular . . . a civic leader . . . Jim, like KOTV 
in close touch with Tulsans. He knows what they want . . . their likes and dislikes 


Meet Jim Richdale 


... and how best to serve them. 
Jim is one of the important reasons why KOTV 
the 25 most popular once-weekly programs, wins 58% of 
the quarter hours and averages 49% more viewing families than the 
next Tulsa station.* Represented by Petry. 


is 


has 21 of 


*Total week (ARB 2/58) 


A S OR I NT H IAN STAT IO N Responsibility in Broadcasting 


KOTV Tulsa 


KGUL-TV Houston 


» WANE & WANE-TV Fort Wayne 


* WISH & WISH-TV Indianapolis 
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Foote Odyssey 
Takes Him Back 
to McCann Fold 


(Continued from Page 2) 


then the fifth-ranking agency), 
continued its ascent during Mr. 
Foote’s hiatus. Its billings gain 
last year was $43,000,000 (more 
than double Geyer’s total volume), 
and it emerged from the recent 
automobile sweepstakes with the 
fat Buick account, plus the Gener- 
al Motors truck account, after 
shedding Chrysler Corp. 


® Late last fall an ADVERTISING 
AGE reporter met Mr. Foote at the 
Advertising Council dinner. Mr. 
Foote said he was happy in small- 
er agency work and that he en- 
joyed account handling (“I think 
I’m better at it, and enjoy it more, 
than any other part of agency 
work’”’). 

“T guess that’s my niche in the 
agency business,” he said, smiling, 

Officially, Mr. Foote had nothing 
to say beyond the gelid language 
of a release prepared jointly for 
him, Mr. Geyer and Mr. Harper. 
A reporter recalled the Ad Coun- 
cil conversation—“That was true, 
when I said it,” Mr. Foote con- 
ceded; he had no further comment. 

People close to Mr. Foote sur- 
mised, however, that it was no 
personal dissatisfaction with the 
Geyer agency that prompted his 
return to McCann. He has told a 
number of people that the Geyer 
agency is tremendously capable 
/and that the job it did on Rambler 
| proves it. 


= The general opinion among Mr. 
Foote’s intimates is that he sim- 
|ply came to the conclusion that 
he had erred in leaving McCann 
‘and that when an opportunity 
came to correct the error, he did 
| it. - 

They also were of the opinion 
that no client had insisted on his 
return to McCann-Erickson. 


's Sam M. Ballard, president of 
|Geyer, told Apvertisinc AcE he 
was surprised by Mr. Foote’s res- 
ignation. Mr. Foote gave him no 
explanation, Mr. Ballard said. “He 
| just announced that he was re- 
| turning to McCann.” The Geyer 
stock Mr. Foote had acquired has 
|been resold to the management, 
Mr. Ballard said. 

B. B. (Pat) Geyer, who founded 
the agency in 1911 and later 
merged it with a succession of 
other agencies, is expected to re- 
assume the board chairman’s post. 


® The Emerson Foote career be- 
gan in 1931 with the San Francis- 
co agency, Leon Livingstone. It 
progressed to Yeomans & Foote 
(1935), J. Stirling Getcheli (1938) 
and Lord & Thomas (1938). 

In 1942, Mr. Foote joined with 
Fairfax Cone and Don Belding to 
buy out the physical facilities of 
Lord & Thomas and establish 
Foote, Cone & Belding in its place. 
Mr. Foote served as president of 
the agency, in charge of the New 
York office. 

FC&B billings rose from $25,- 
000,000 at the start to $61,000,000 
in 1950, when Mr. Foote resigned 
after an illness. He reportedly sold 
his interest in the agency for $850,- 
000. His McCann-Erickson days 
began in October, 1951. 

When Mr. Foote left McCann 
last February, he had no dearth of 
offers from agencies anxious to 
obtain his services. Finally set- 
tling on Geyer, he said, “This 
agency meets precisely the goal 
I set earlier this year.” # 


Olson Joins ‘Living’ 

Ralph B. Olson has joined the 
Chicago staff of Living for Young 
Homemakers. He formerly was 
with Esquire, Cosmopolitan and 
Seventeen. 
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Media Boosters on Warpath 


Cash Calls Press 
‘Chicken Licken,’ Cites 
Linage Dips; Quotes Ike | 


Dozens of Newspaper | NBC Radio’s Culligan 
Successes forEveryOne — Hits ‘Juke Box’ Stations, 
in Radio, TV: Lipscomb | Calls Affiliates ‘Tiffanys’ 


(Continued from Page 3) 
“These Tiffanys of radio will 


(Continued from Page 3) (Continued from Page 3) 


bigger audiences and billing fig-| per advertising in this area. “The | 
ures—for both network and spot. bureau,” he said, “can and should stand head and shoulders above 
Warming up to his subject, Mr. help meet this competitive attack|the mob of juke box stations, 
Cash proceeded to flay the “pro-| head-on. We’re going to use all|which will be wallowing in hope- 
fessional critics of television.” our facilities to produce a broader less mediocrity with their same 
“One of their chief topics of/retail program than the bureau dreary fad music and rehashes of 
public conversation has been the has been able to offer in the past.”|wire service news,” he continued. 
westerns,” he said. “As these rep- | 
resent less than 11% of the total # Mr. Lipscomb said the first ma-|# “The practices of some side- 
network evening broadcast time, jor step in this direction has been | +o. radio operators to inflate 
we wonder why more time is not|taken with the development of a ‘ratings have come to the attention 
spent talking about the remaining|“basic nine-point retail sales of Variety and ApverTIsING AcE 
89%. istory.” A presentation using this|recently. As knowledge of these 
“We also would question the story will be made available to|questionable practices becomes 
wisdom of anyone challenging the newspapers shortly. |general, the myth of the superi- 
public’s taste, particularly the| Mr. Lipscomb, who addressed |ority of juke box radio stations 
newspapers, which must appeal to|the newspaper publishers from a| will be exploded. 
this same public.” | simulated boxing ring set up on | “Audience composition studies 
| the hotel’s ballroom stage, de-|in many markets prove that net- 
# Mr. Cash complained that “in- clared, “We want everybody to|work affiliates draw the adult au- 
formation about other media is|know that we are right in the|dience which controls most of the 
most difficult to obtain, and com-|middle of the ring, punching as 


|“usefulness” as a sales vehicle in 


purchasing power,” Mr. Culligan 
said, 


Mr. Culligan emphasized radio’s 


this challenging year. “Its cost, 
flexibility, and marketing and 
merchandising extensions of val- 
ue are keyed to the harsh realities 
of business conditions in 1958,” 
he said. 

To demonstrate the medium’s 
current potency, he compared 
sponsorship of the Jack Benny 
program in the pre-tv era with 
one-half sponsorship of “News on 
the Hour” on NBC today. He said 
the Benny show delivered about 
9,500,000 unduplicated homes per 


broadcast for about $40,000 a week. 
Half-sponsorship of NBC’s hourly 
news capsules throughout the day 
—which costs less than the old} 
Benny show—delivers almost 250,-| 
000 more unduplicated homes, he| 
asserted. # 
| 

King Named Matson Ad Chief| 
Richard H. King, formerly vp 
for passenger traffic of Pacific Far 
East Line, has been appointed ad- 
vertising and sales director for 


Matson Navigation Co., San Fran- 
cisco, a newly created post. He will 
direct advertising and sales promo- 
tion for the company’s four passen- 
ger ships, four Honolulu hotels, its 
freighter fleet and its Matson Ter- 
minals Inc. subsidiary. 


Kemper Promctes Carlon 

Ted Carlon, formerly creative 
director of Don Kemper Co., Chi- 
cago, has been elected vp in charge 
of creative services. 


PHIL-URBIA 


_ is the mark etwhere — 
the money is. __ 


Ardmore, Pa. 


51) €&. Lancaster Ave, 


parisons can only be made by in-|hard as we can with competitive, 
ference,” but he went on to make/| combative hard selling.” 
*57-’58 comparisons. Cautioning that “this will not 


“Look at magazines. 79 monthly 
magazines’ advertising linage is 
down a total of more than 117,000 
lines in March, 1958, compared 
with the same period in 1957. Al- 
though two of the 42 women’s 
magazines showed increases in 
linage, the total decline was 178,- 
000 lines. 25 weekly magazines 
declined a total of 147,000 lines, 
and bi-weeklies fell 3,000 lines. 
Strangely enough one of the best 
gains was enjoyed by a publica- 
tion which is exclusively devoted 
to television, TV Guide, which 
went up 1,218 lines. 

“Business publication advertis- 
ing fell 3,641 pages in March. 
Newspaper advertising linage is 


be an easy fight,” he said the bu- 
reau’s new sales program will aim 
to prove that “newspaper adver- 
tising is the most economical me- 
dium to deliver a message and 
make a sale. 

“Newspapers are not only a na- 
tional medium, but the only truly 
national medium,” he said, “be- 
cause only with newspapers can 
an advertiser penetrate and reach 
all of its own particular market, 
however small or large.” 


s The BofA’s sales campaign will 
involve action in these areas, he 
continued: (1) An intensified sales 
program among national adver- 
tisers, agencies and retail adver- 


in either Los Angeles or 
New York, to receive 


coveted “Emmy” Awards 
for 1957 programs. “MS 


down in both January and Febru-|tisers; (2) a long-range, expand- 
ary from the same periods of last/ed research program designed to 
year... Total linage has decreased|document the strength of the 
32,000,000 lines, a 7.7% decline,”|newspaper medium and (3) con- 
Mr. Cash said. tinued accumulation and wider, 
more intensive exploitation of 
= He ended by pointing out that} newspaper ad success stories. 

President Eisenhower, when con-| Mr. Lipscomb said three new 
sidering how best to reach the|food presentations are being de- 
American people with his expla-|veloped for bureau appearances 
nation of his armed services re-|before three major food conven- 
organization plan, said: “I would|tions set for this year. Sales ef- 
get on the air as often as the tele-|forts will also be stepped up in 
vision companies would let me on.|such product classifications as au- 


KCOP the only independent station 


Mog keep it up until I have/tomotive, transportation, chain 
t S. understanding. . .” # beer, he said. 
e understanding ems and beer : said. + ry BEST LOCAL ENTERTAINMENT 
g ( “Golden Voyage”, — Jack Douglas — KCOP 
more people read ln al BEST LOCAL STATION PRODUCTION SEEN ALSO OUTSIDE LOS ANGELES 
; . “| Search for Adventure” — Jack Douglas — KCOP 
than any other magazine 
mee ---- LOS ANGELES STATION AWARDS 
HIGHEST “Horvest’’ — Dr. Frank Baxter — KRCA 
BEST NEWS PROGRAM 
ABC We are proud best _SroRTs Pa rl pr 4 
CIRCULATION indeed to be included -—-—*ESEHNDREN'S PROGRAM 
with the fine network OSL, OUTSTANDING MALE PERSONALITY 
° MOST OUTSTANDING ee PERSONALITY 
Sunday uses ced ccreenahties SST AGEAL SaMION MROQUCTION SEEN ALSO OUTSIDE Los ANORLES 
THIS WEEK 7 orch tor venture’ — Joc ugias — : 
AMERICAN WEEKLY 10,216,061 receiving the following Most OUTSTANDING LIVE 0 ext moon ROS 
PARADE 7,918,781 — ntsT DOCUMENTARY OR EDUCATIONAL PROGRAM 
LIFE 5,851,168 = MEWS PROGRAM. Ron Cochron — WCBS-TV 
LADIES’ HOME JOURNAL 5,448,570 mong arond. Shor Lewie= = Winca 
— EVENING POST jain Most outsTanoing ‘rusts POM s 
LOS ANGELES’ MOST POWERFUL TELEVISION STATION REPRESENTED NATIONALLY BY EDWARD PETRY & CO., INC. 
METROPOLITAN SUNDAY NEWSPAPERS, INC. 


260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 
CHICAGO « DETROIT « LOS ANGELES e« SAN FRANCISCO | 


Call your Petry man for the best TV buys in Los Angeles! 
Two great new Travel-Adventure shows, Jack Douglas’ 


“Seven League Boots’’, and Bill Burrud’s ‘Treasure’, 


DP ieee eeti er GON era Sane Irate Fark NEE hse a ae | nr cee! te mee amma CAEN a NS a ee ke eee ar ee eT ee Cs ie Pee Ge 
Re EE eat Rite ne ieee Bie eo a le se A ede eae as , i es stems SR Se ier lnm, Sr ee ne |: eee ie 
Maas Aras ae a : nse “3 Pe eel erie Aes eS ~ x ae a Z pa eM i eee Deters hye: 
ea eee ae oer Ree eget eaten! <a a ee at Ee 3h : : — i ee AE ee ges am inks iy ee at ; 
sate Gud oie Pieter ee ie i os a 0 eager Be er okey ee i ae baie aig pares gen j ere ie as a ees! ee te ee sane ee OS gS a sala 
Beikcae ge it Jat so, gli > he pee oe. i s ee. ee ula ie dS ee ot ee Pe ee ee A Rey on a: ete Ne tire 0 WS lela is per) = ae 
‘ig pe ie a re of oe, Ua io Rarer At Ri eS es AU es aan a ode ade Se i RR. CRS YO Mere ye tlh nD are Oe 3 mene ne a roract a a 7 eae ~ Ee eae ie ei: a ee ee i 
ee cS fe I Ge tg ee re eg ee 
aa . . . ‘f e ‘3 ee By dient aes wx te I ey a 4 2 
rie 
ee 
fy 
Be | oa 
ae 
ge 
ee 
nes 
6 roe 3 
j eres 
ALINE FOR a ‘oul 
67,0004 aBc : 4 
CIRCULATION Baie. a 
? ae 
Waite for market data > : os 
Jaye = 
S38 Philadelphia asa aed 
“ se Aare 
~ ‘ Fy BOs 
Suburban Newspapers, Inc. Bie 
ene 
al 
eet 
ee . ore 
SS eee ae 
, ‘ Pe 
y > seit tle 
y M, b 4 t, | A = oS = 
| Pte: > pie 
fs ie. 40/¢@~ ae 
/ vAu® 4 f fy 
A 4 2 ee 4| cm 
~ ' rir ia 
‘ sb’, ry ee 
of, va) | ee 
>) // a: 
\ “ Z ne 
oy J 5 fe 
e 3oe 7 ee 
J “~~ 
‘ le? = 
. Hx 
| 2 \ . y p< Hige 
») a si 
Lcudae 
ae 
= ee 
| ‘ . a 
\ ae 
‘om 
a 
en Stn | : 
2 Ln © — . pone 
$ > sa 
“ = a” 
of , ea 
} | a = es oe —— ao 
\ 1 oy oe > ing! 
a are 
ie 
ve 
Pe 
ee 
3 ie 
“yt 
ah 
oem 
ies 
ay 
vias 
is 
Use 
tee 
rae 
id 
F mis 2 
ae Si te Re # pohee am Sete ae Papa aes ‘ae Padi ‘ee gah eed et eS a alee i 3 Salar pet : St sn ae . oe 
Pi ee oie * ee eee ; ng, ge tn rea og - 2 ‘ a pe : ae Cpe © 2 an ass ie alll ate , oe 
Pn PN a ee ea tk Ss = ‘ see si ae Ts ety te nae a ee ae Feta Ie of aes 2 ny Wes aaa Bok a c : ae 
ee SS es i ee eee , os Cai es RRS oe te oo een ae eae (oe eee et ee oh sg eae CH elt Nate . =a 
Bee Pa eas oe eed a4 pe eae Ea ee ee on es hated = cf > Vg ole habe came = z an: 24 > Me: Pata aeuas (hadi eo) se ee AY ee re ae ge a ye em ee ea a ic: 2 Mi 
ae es ee og. See eS PON Ffeee w ‘Gree Fak gue ga ae a Tile aT see i . il oe Sale re age & ee ee 2 a ae ly AP on he i peo es eo eh, ie a By 
s) goat oka Me "he 8 ee Sere See ae et Eee (ges r: BE: eee cas sea ae Sage Pe pre Sean: ieee © oes. ae : RE el ve, Oy ok, ete OS ; 
POP get ee ee’ eS, ra sth gpm ng ll Di aa Pee. * n> 5 ae PS hos 7. Lent Se. eg ee pe _ ta ee y Se sy “finns peak eget Fe Pee: 22> er Bile 


Advertising Age, April 28, 1958 


=k, ie 


John W. Shaw Adds Two | 

Eleanor Herzog, formerly with | 
Keyes, Madden & Jones, has joined | 
the creative staff of John W. Shaw 
Advertising, Chicago, as a copy- 
writer. Donaid Ladin, previously 
with Reincke, Meyer & Finn, has | 
joined Shaw’s production staff. 


Corrigan Joins WTAL 

Eugene P. Corrigan Jr., formerly | 
an account supervisor of WTMA 
and WCSC-TV, both Charleston, | 
S.C., has joined WTAL, Tallahassee | 
radio station, as manager. 


SIMPSON-REILLY, LTD. 
' ublishers Representatives 


7 SINCE ree 


LOS ANGELES MALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


Magill 


Czufin Wallace 

EXPANDS—California Spray-Chemical Corp., Richmond, has stepped 
up its ad program for Ortho garden products using spreads in Sunset 
Magazine, plus ads in supplements, newspapers and tv. Here, study- 


ing the first color spread are Lou Czufin, Cal-Spray ad manager; 


Carson Magill, McCann-Erickson, and Jack Wallace, Sunset. 


3-Day Summer Workshop on Creative 
Advertising Announced by ‘Ad Age’ 


(Continued from Page 2) 
tute for Motivational Research; 
and Richard D. Crisp, president, 
Richard D. Crisp Inc., Chicago, as 
well as Dr. G. Herbert True, Uni- 
versity of Notre Dame, well known 
lecturer on creativity. , 
® The second day will be devoted 
entirely to “The Creative Idea in 
Broadcasting,” and includes such 
demonstrations and discussions as 
“The Idea Theater,” a two-hour 
showing of excitement on film; 
“How to Write a Radio Commercial 
That Really Works”; “How to Be 
Off-Beat Without Being Off-Base”’; 


“The Most Exciting Radio Com-| 


mercial We Ever Produced” and a 


ADULT 


WOR-RADIO 
DELIVERS MORE 
LISTENERS 


PER RATING POINT 


THA 


ANY OTHER 
NEW YORK STATION 


In fact, 93.3% of all WOR listeners are adults 


*K 


—the prime sales target in America’s #1 market. 


WOR-RADIO 710 


*PULSE Audience Composition, Winter 1958. 
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A Division of 
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similar showing of television com- 
mercials; “The Use of Video Tape 
for Commercials’; “How to Be 
Creative in Editing TV”; “TV 
Tricks You Can Learn from Watch- 
ing the Movies”; and “How to Pro- 
duce an Exciting Film Commer- 
cial for Peanuts.” 

Faculty for the broadcast ses- 
sions include John H. Baxter, crea- 
tive vp, Earle Ludgin & Co., in 
general charge of the day’s activi- 
ties; Hanley Norins, vp and copy 
director, Young & Rubicam; Stan- 
ley V. Freberg, Hollywood produc- 
er; Kevin Sweeney, president, Ra- 
dio Advertising Bureau; Lee King, 
vp and creative director, Edward 
H. Weiss & Co.; Hooper White, ra- 
dio-tv producer, J. Walter Thomp- 
son Co.; William Van Praag, Van 
Praag Productions; Barney Carr, 
Cascade Pictures of California; 
Kenneth C. T. Snyder, vp and di- 
rector of radio-tv commercial pro- 
duction, Needham, Louis & Brorby; 
and Harry E. McMahan, vp in 
charge of tv production, Leo Bur- 
nett Co. 


® The final day is devoted to “The 
Creative Idea in Print,” with Wal- 
ter Weir, exec vp of Donahue & 
Coe, New York, in general charge. 
An important feature will be, “Are 
They Tops or Flops?”, in which 
some 50 consumer print campaigns 
wil! be reviewed by a panel which 
includes John P. Cunningham, 
president, Cunningham & Walsh; 
Andrew Armstrong, former art di- 
rector and creative director of Leo 
Burnett Co., and Norton O’Meara, 
vp and copy supervisor, J. Walter 
Thompson Co. 

Other topics include “Tricks 
With a Camera”; “How Well Do 
You Understand People?”; “Watch 
Your Language!” “How to Use Col- 


or to Sell,” and “Print Campaigns 
I Wish I Had Done—and Why.” 

Participants will include Fairfax 
M. Cone, Foote, Cone & Belding; 
| Ralph Eckerstrom, director, de- 
jpartment of design, Container 
|Corp. of America; Dr. Percy H. 
Tannenbaum, Institute of Commu- 
nications Research, University of 
Illinois; and James H. Brown, 
James H. Brown Studios. 


| 


\. Cost of the workshop, including 
| three lunches and two dinners, but 
‘not including accommodations at 
the all-air conditioned Edgewater 
| Beach Hotel, is $100 until May 31, 
|when the price goes up to $110. 
|Complete details and enrollment 
blank are included in the adver- 
tisement on Pages 40-41 of this is- 
sue. Further information can be 
obtained by addressing Summer 
Workshops, c/o Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. + 


NPSE Moves into Canada 

National Premium Sales Execu- 
tives, previously limited to U.S. 
| premium suppliers and users, will 
|extend its membership and opera- 
|tions into Canada within the next 
few months. Harry W. Curtis, gen- 
eral sales promotion manager of 
Canada Packers Ltd., Toronto, was 
jappointed Canadian chairman of 
‘the NPSE liaison committee. 


| 


| 
| 


| 

| Olive 
FS 

| does 

| at! 


| See page 124 


°° SS oi aor -” 3 Sn Te ae Ae eee ee kl le, ee ee ee ee eM ee re Ee 5 Se A han ee, GS Se Soe Ne ee tees ec en ee ml Foam tn, + 2 8 Maal ee i Ss ee See ai ER eg Ph i, eae oe 
ris Et rae ema . eer A es ya te Sai Ne ae ee ae tar ay ke Cont eee — be a ee wah pst oer Te Saye ee ee ok -9e Cae ae ee 
; fag = pe ek ee “a ga as renee SN Th la LL eh ot de es? ade ie 2 ss PS earn sate oF BRciy pee ea es Heat ; 
pees: ye ee eae ae Pate oa ESTs Mig ee eT ab SHE RE eo e sy recat pit = ‘ = ane ei, hae. . ‘ r - ‘ Pas be as id ; = 
Mee ey ee PG Fee oo Pasa ie eh ae ¥ i, ee ae ee ae haere Seka 2 : fe ee: es, Ons ce ine ed i iets bee org xs ee eae, eerie tends ge 
Seine — ao 1 ee ee joe image ye =: a gen oes fects te yr caduaad aes ee igh 2 Sete ae OBE ee ee ie gine ree ae ae ees <a See 
: Rica ee os eerie et 8 a ests oo, ak Te bee eee ae Oe a meee cone (salu ells a Sa ane ee Re ae Re: Se ee re eS een ee Ree oa a 
ge oo RS ae a ore ee aad Se 7 or alice re i ac upline trate ope I 8 ie ce Rite WOR Gane + se ra See Sane Rs a ee ete: SUE | sei Uae at ete tee he ee pape pam ee ae 
me Tg are aia i re a I i. oe Re Gage: Sag sae Pete Sea erent lar a ee ee Ta ; ao ae eres cae Pee. 3 cee 5 oes 
ae a A a ae, = . . : : “ oY, o 
; oa . : . re Dee ' 
i ‘ « y —* 5 ais rr: ‘ 
Me mal 
= 90 ee 
= 
bg: 
“a r’ 
a ; ge! ow a t a.. 3° Sean ER? eta fe any 
; oe oe ae % i et — 
ae s# oe ei be 4 a = y 
ie x i rk? I ; 4 i { ¥ 3 
= a ii : Z wih {es 2 
3 ~ - f 4 & ri 
z ae 4 “ x 4 
: ‘ eae Ge A - <Bew - 
>” 2. ae 4 . a. 
ii 4 & ad : ae 
aie ie oF d i : ee 4 x ai ‘wad % - “ 
: Fea Soe 0° Tip Se ae 
; ie br bins : ‘ } , 
: - ° 4 eee ee PP es ‘i. ‘ 
; e ‘ . ‘ ’ J ey i 
a 4 Ria a rien o wf ayiet +) ~ 
: ee “~ “a F ye. Pala 
‘ * “Se ony es 
4% o . OS. i ae 
<s ° mgs. ae ama sig 
fe 7 et * “a 4d: vin Ne alee z aoe nes 
Hee 4 WR he 8 ae 
ee Rae Pres) a oe 
= at « 3S a ae a 25 EO ys So i 
98 ete: % Cc nn Spee 
v ear: “ Se Wet eae ek - = 
Sad eae _ ee tae ee pe... 2 aa 
eas \ q ? fe Pde TOS rae 
; ara é 0 eee OR 2h), 
te nd bi Ss Pet ot) ees) ma 
ry | ‘ ae . | pS SON a ie ad 
ae 
ae 
a. a 
- _ 
SS | 
= 
ee  EEEOEOEOoEOEeeee 
es! | 
aye 
> 
rie 
‘Tees , 
ae 
Jp 
ic _ ° | 
ras 
“oF 
es 
ee 
a 
re | 
ao 
at ae | 
ies | 
rs, | 
ag 
eo a 
ie Se) 
fo. 
oe 
sie “a 
ae oa 
ae 
rary 
ee 
Fie: i 
ae 
Sa 
eae oO 
ae 
eae 
ee? 
Me 
ts 
ea a 
se 
fe. 
oc 
sees 
ay | 
ea 
ae? 
4 
be a 
~ at P 
a q 
a 
ae 
yee 
— Riz 
e 
ays 
ba: 
amos 
: " ‘, Ne Foes i as r ix 4 : ae i de 4 aa C2 ae sa Ge jee SSA Hele 
ie = ‘ pany = pte ee aS 7 Salt ie Co a 4 , ee = d ae * Beit ’ Soe te 
~ ria = Me he See : as ee hast Tel ds ies ieee i oe i aid g Say eae ru at ) gees “wee = i eet i CaS Lae. ‘Tey ji pac ae 
ree Sh ee  * é = Se ee ie eA re i ete is af ‘ E pt rar es Ce ign hen Rees fr ae — tf ye i- Pe oe i 
2 Bebo. as Waa Sar oe a ak fag ae Ae mee: ee i 2 A sie te ae rt = ee fk > ee Ee a on ek ae : 
é Pa ees ‘ 4 ‘ ar" Fab ys teh a Ge eee, ey at z % 2 : SPT ee. ee es ail a aia Pee Bee. es ag wees ee. ‘ 
: ee. eit. ee eh E ACe Ee rae E r So + - “ 7 i : Se , na ye + 2 ee ‘ an oes — mam 
. i , » Ps ae piss Mee we rea Cet Cal ey eae 2 FR Fe ey So aes ier . ae x. a i _ ae os ae 3 2 ‘ ea pag 
Se Sali ge Re ee ke oe . a4 ee? ie fa ee a pe FS Sar * a es Se "i ae be ne eee aaa oo 4 i" e/ = san oir = i eae po _ > ae 


Advertising Age, April 28, 1958 
un ; ‘ence in this area, I’d like to feel; beer with a three-month spot ra- 

Ad Fo dation to that the cause of advertising (not | dio campaign. Ambassador beer 
us f the advertising man) is bigger was taken off the market six years 
Sell Ad Ind try s than the small problems we might|ago. The merchandising started 
|face as individuals,” said Mr. Fatt,| Feb. 14 at the draft and tavern 

Value Urged by Fatt | who last December lost the Kolynos|level with no ad support. The ad 
PHILADELPHIA, April 22—The for- account after indicating in a tv in-|campaign for Ambassador in bot- 
mation of an advertising founda-|terview that he brushed his teeth tles and cans was launched April 
tion, whose sole function would be) with Crest. + 14 on radio only, using 500 spots 
to remove public misconceptions |per week on New Jersey stations. 
about advertising, was urged here| Krueger Brings Ambassador 
by Arthur C. Fatt, president of| Beer Back to Market in Drive |New Jersey newspapers starting 
Grey Advertising Agency, speak-| G. Krueger Brewing Co., New- | April 21 for six weeks on a rotat- 
ing before the Poor Richard Club. | ark, is re-introducing Ambassador |ing basis. Krueger expects to ex- 
“With all admiration for the| 


|Ads will be placed in 22 major! 


91 


tend the Ambassador market area;rates effective July 1. There will 
once the beer is established in its|be an increase of 2¢ a line with 
home state. | corresponding increases in reader 
Slogan for the current beer,|notices, transient entertainment 
|which has new ingredients devel-|and government advertising, ac- 
oped with the cooperation of Ger- cording to Halifax Herald Inc. 
man brewers, is “ounce per ounce 
you get more beer in your beer.” Putman Boosts Brandt 
Grey Advertising Agency services|) Putman Publishing Co., Chicago, 
the account. |has appointed Fred S. Brandt east- 
|ern sales manager of Power Indus- 
‘Halifax Herald’ Boosts Rates try, with headquarters in Cleve- 
The Halifax Chronicle-Herald|land. He has been with the publi- 
and Mail-Star will increase its|cation four years. 


splendid work of the Advertising) 
Council, I believe that this [pro- 
gram of education and advertising 
and its effect on the economy] is 
too big a project for that wonder- | 
ful group,” he said. 

The foundation he proposed 
would be composed of representa- | 
tives of the American Assn. of} 
Advertising Agencies; Assn. of Na-| 
tional Advertisers; American jera-| 


keting Assn.; Advertising Federa- 
tion of America; Periodical Pub-| 
lishers Assn.; American Newspaper | 
Publishers Assn. and other groups 
in and out of advertising. He rec- 
ommended a paid staff of research- 
ers, writers, lecturers and admin- | 
istrators, financed by fixed dues} 
from advertisers, agencies, media} 
and suppliers. 

Even before such an organiza- 
tion is formed, Mr. Fatt urged, in- 
dividual action should be under- 
taken to “dispel the darkness! 
which now exists about advertis-| 
ing.” 


# A survey of some 300 Philadel- | 
phia business men, he said, re-| 
vealed that of seven professions 
listed, 85% rated the ad man No. 5, 
No. 6 or No. 7 in honesty; 80% 
considered him No. 5, No. 6 or) 
No. 7 in intelligence. But, he said, | 
88% considered him No. 1, No. 2) 
or No. 3 as a sharp manipulator. 

“The image of the martini-rid- 
den, free-spending, double-talking, 
mind manipulator which too many. 
people have of us may well be| 
transferred to our work, and may 
well downgrade if not destroy ad- 
vertising itself by taxation, by in-| 
sane curbs, by disbelief in what 
we Say. 

“(And if] the believability of 
advertising is undermined, our 
whole economic structure can 
sink. 

“For there is no democratic way 
to have the benefits of mass pro- | 
duction without its bedfellow, mass 
advertising.” 

Mr. Fatt stabbed at men in gov-| 
ernment and “intellectuals” who) 
make attacks on the gray flannel | 
suit and Madison Ave., many of | 


Opens America’s purse 


As the shopping-list indicates, 17 of America’s big- 
gest advertisers have been quick to see and use the 
ow eye green pment Race. Aba tremendous power of PURSE-SUASION. It com- 
standing of the system. | bines the persistence of saturation with the impact of 

“They point to the fringe in ad-| television. 20 spots every week — rotated week after 


vertising who make exaggerated "ple : 3 
and ridiculous claims and say, ‘See, week to cover a station’s complete daytime audience. 


this is advertising’.” However, he! 
said, they “stupidly ignore the 
fact that there are shysters in the 
law profession, quacks in medicine | 
and phonies in every kind of trade 
and business.” 


e Mr. Fatt suggested a crusade 
aimed at (1) admen themselves; 
(2) the “influential” group of ed- 
itors, commentators, college pro- 
fessors and especially teachers of 
social sciences and the humanities; 
(3) men in government, who are 
“potential builders of roadblocks to 
the progress of advertising’ and 
(4) the consumer, who can be 
reached by talks on advertising be- 
fore women’s clubs, business clubs, 
study clubs, cultural clubs. 

Speaking of admen themselves, 
he observed, “It’s amazing to find 
so many people in all levels of ad- 
vertising and marketing who real- 
ly do not understand the true place 
of advertising in the development B 
of our economy and society.” 


H R df eg 8-5800 


JACKSONVILLE DALLAS - 
Elgin 6-5770 Riverside 1-4228 DUnkirk 1-381) 


s “Or are we afraid to open our 
mouths for fear we may antago- 
nize, offend or even lose clients? 
Despite my own unhappy experi-| 


OFFICES: NEW YORK * CHICAGO «+ BOSTON ~*~ DETROIT 
SUperior 7-2300 KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686 
LOS ANGELES + SAN FRANCISCO - 
YUkon 2-7068 


for mass-market advertisers 


Prove PURSE-SUASION’S low-cost selling power 
on any product for Home or Family. Blair-TV’s Test 
Market Plan provides documented research on sales- 
effectiveness at no extra cost to the advertiser. Phone 


your nearest Blair office now for the complete, excit- 
ing story. .- 


Blair-TV represents these major-market stations: 


WABC-TV—New York 
WBKB—Chicago 
KTTV—Los Angeles 
WFIL-TV— Philadelphia 
WXYZ-TV—Detroit 
WHODH-TV— Boston 
KGO-TV—San Francisco 
WIC — Pittsburgh 
KTVI—St. Louis 
WEWS—Cleveland 
W4JZ-TV—Baltimore 
KFJZ-TV—Doallas-Ft. Worth 


KING-TV — Seattle-Tacoma 
W PRO-TV —Providence 
WCPO-TV — Cincinnati 
KGW-TV—Portland 

W DSU-TV—New Orleans 
WFLA-TV—Tampa 
WBNS-TV— Columbus 

W MCT— Memphis 
KFRE-TV — Fresno 
WOW-TV—Omoha 
WNBF-TV — Binghamton 
WFBG-TV—Altoona 


ST. LOUIS 


SEATTLE 
MAin 3-6270 
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International Fair | Wurlitzer Enjoined trom 


in Chicago Allotted | A consent decree enjoining Ru-| 


\dolph Wurlitzer Co., North Tona- 
$100,000 Ad Budget 


wanda, N.Y., from what the gov- 
ernment charges were restraint of 
trade practices, has been filed in 
Buffalo. The government had said 
that Wurlitzer violated the Sher- 
man Anti-Trust Act by allocating 
sales territories and customers to 
‘its distributors. 


Cuicaco, April 22—The 1959 
Chicago International Fair & Ex- 
position has set an advertising and 
publicity budget of $100,000 to lure 
midwest buyers, according to Rich- 
ard Fenves, fair director. 


Officials hope to get 150,000 buy- | 


ers to attend the 17-day exposition, 


which will be held on Chicago’s| 


Navy Pier beginning July 2, 1959. 
The Chicago Assn. of Commerce & 
Industry is sponsoring the event, 
which will coincide with the open- 
ing of the St. Lawrence Seaway. 
The show will be open to buyers 
only on weekdays, and to the gen- 
éral public in the evenings and on 
weekends. 

The fair is designed to introduce 
midwest buyers to foreign goods. 
Exhibitors from all foreign na- 
tions are invited to show their 
products. 

J. Walter Thompson Co. is donat- 
ing its advertising and public rela- 
tions services to the fair, and will 
help in generating interest among 
foreign exhibitors through its over- 
seas offices. 


s The fair originally was to be 
held in Chicago’s proposed exhibi- 
tion hall, but delays in starting 
construction will prevent comple- 
tion of facilities by the summer of 
1959. Mr. Fenves said at a trade 
paper luncheon last week that 
$300,000 will be spent to renovate, 
remodel and glamorize the Navy 
Pier exhibition area, which has 
167,000 sq. ft. of exhibit space. 

Raymond Loewy & Associates, 
designers, will create the facade 
and design the interior for the ex- 
position. Andrews, Bartlett & Asso- 
ciates has charge of fair manage- 
ment and production. + 


Wynn Joins Concert Network 

Lawrence Wynn, former sales 
manager of WABC-TV, New York, 
has been appointed management 
consultant for the Concert Net- 
work, a four-station fm group op- 
eration. Mr. Wynn’s headquarters 
will be at the network’s New York 
outlet, WNCN. 


Peterson Appointed VP 
William J. Peterson, manager of 
Cunningham & Walsh’s Holly- 


wood office, has been elected a vp 
of the agency. 


SPENDER 
IMPACT 


For more advertising for 


your dollar concentrated on 
those with more dollars to 
spend, use the 
Courier-Express. It reaches 
the top 45% of the families 
in ABC Buffalo . . . nearly 
1/3 of all families through- 
out the 8 Western New 
York counties. 


Morning 


FOR SATURATION, it's the 
Sunday Courier-Express .. . the 
state's largest newspaper outside of 
Manhattan. 

ROP COLOR 
available daily and Sunday 


Member: Metro Sunday Comics and 
Sundoy Magazine Networks 


BUFFALO 
COURIER-EXPRESS 


Representatives: Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 


territories in which distributors 
ean sell. It also prohibits Wur- 
litzer from canceling distributor 
contracts when a distributor re- 
fuses to limit his efforts to a cer- 
tain territory. 


Ketchum, MacLeod Adds 
Two Scott Products 


|graphs from restricting persons to|dustrial packaged products divi- 
Restricting Distributors whom its products can be sold and /|sion, has been appointed to handle 


advertising, sales promotion and 
|pr for the division’s two newest 
products, Dura-Weve and Scott- 
| Foam. 

| Dura-Weve is a cloth-like ma- 
terial used for such items as head- 
|rest covers for airlines and rail- 
jroads, towels, aprons, disposable 
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and other household and industrial 
uses. 


Dental Assn. Adds Ad Dept. 
The American Dental Assn., 
|Chicago, has created a new de- 
jpartment of advertising and ex- 
hibits which will be directed by 
John J. Hollister, business man- 
ager of the ADA since 1943. John 


iducer of coin operated phono-|tising for Scott Paper Co.’s in-|insulation, 


| 


|garments and sheets for hospitals.|—. Rush, who joined the associa- 
Ketchum, MacLeod & Grove,|ScottFoam, Scott’s first non-paper |tion staff in 1956 as assistant busi- 
| The judgment enjoins the pro-|Pittsburgh, which handles adver- | product, is a urethane foam for|ness manager, will succeed Mr. 
cushioning, 


filtration | Hollister as business manager. 


TOP MANAGEMENT 


| 


THERE’S ONLY ONE SINGLE SOURCE FOR ALL 
THIS KEY MARKET AND MEDIA INFORMATION 
. . . Thorough summaries of the basic factors which 
characterize the 73 major industrial and trade markets 
which blanket U. S. industry make up the editorial 
meat of Industrial Marketing’s Market Data Book. 
Here is the starting point for big-league budget 
makers who are contemplating entrance into new 
markets—or revising the approach to old ones. And 
there is no other single and authoritative source for 
all this needed data. 


That’s why men with key responsibilities for market- 
ing plans and decisions throughout the advertising- 
marketing world have come to depend on The Market 
Data Book—to turn to it first and most often for the 
information they need—to keep it close at hand for 
frequent reference and rechecking. Such men don’t 
have time to chase down the facts through a dozen 
different channels; they want those facts now, and 
they’ve learned from experience that The Market 
Data Book is both comprehensive and authoritative. 


COMPLETELY REORGANIZED THIS YEAR 
with up-to-date data organized to coincide largely 
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with U. S. government’s standard industrial classifi- 
cations, improved and expanded, to show (for each 
market) Basic Statistics—Current Trends—What and 
How the Industry Buys—Sources of Additional Data 
—Trade Association Listings—Capsulized Basic Facts 
About More Than 2500 Business Papers. More than 
15,000 copies of this edition of The Market Data Book 
will be placed in the “buying hands” among the busiest 
and most important industrial advertisers and agencies 
in the country. They’ll be in constant use in developing 
plans — and choosing media — for 1958-59 schedules 


The MARKET DATA BOOK has become a “must” 
for more than 200 trade and industrial media, which 
have found that it offers the maximum exposure to 
top advertisers under the most favorable conditions 
for fruitrul consideration. “Tell-All” space will put 
your values in marketing power and services in the 
right place at the right time — will help provide the 
right answer to that 7th important question which 
every budget maker must ask. These men want and 
need the facts about your medium’s market coverage 
—reader acceptance-— market information — supple- 
mentary services which you can supply here. 


to be issued JUNE 25... ad closing date MAY 20 
Industrial Marketing’s MARKET DATA & DIRECTORY ISSUE 
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Stanton to Leo Burnett 

George F. Stanton, formerly vp 
of Bali Products Co., Chicago 
maker of weight reducing prod- 
ucts, has been named media group 
supervisor at Leo Burnett Co., 
Chicago. 


Lyncoach to Doug Johnson 
Lyncoach & Truck Co., Oneonta, 
N.Y., has named Doug Johnson As- 
sociates, Syracuse, N.Y., to han- 
dle its advertising and public re- 


Retailers See 
‘Business’ Off— 


| 
| . 
‘But Not Their Own 
New York, April 22—43% of the 
nation’s retailers feel business will 
be down this year, but when asked 
about their own prospects, most 
predict higher sales. 


| tionwide survey of store owners | 


jand managers. | 
| The over-all results showed this 
| picture: 43% feel business will be 
worse this year; 29% expect busi- 
ness to be as good as 1957; 10% 
look for higher volume; and the re- | 
maining 18% expressed no opinion. 

However, Solomon Dukta, pres- | 
ident of Audits & Surveys, pointed 
out that when retailers 


felt it would be better and only 
29% anticipated a downturn. 14% 
expressed no opinion. 


s The results varied sharply by 
area. Retailers in the Midwest and 
East showed particular concern, 
with 51% and 46%, respectively, 
expecting a business decline this 
year. In the South, 39% expect 


reported last week by Audits & 


lations. 


were/| poorer results and only 29% in 


These paradoxical results were| queried about the outlook for their|the West expect a decline. 


own businesses, 


40% felt 1958) In striking contrast to the na- 


Surveys Co., on the basis of a na-| would be as good as 1957; 17% | tional totals, 54% of the retailers 


FOR THE ANSWERS 
TO THESE SEVEN 
DECISIVE QUESTIONS 


THE “BUYING HANDS” 
WHICH PLAN CAMPAIGNS — 
AND SET SCHEDULES — 
TURN THESE PAGES 


“TELL-ALL” SPACE LIKE THIS (shown, the 
first page of a fact-filled insert) helps schedule- 
makers answer the all important Question 7 
— which media to select — by dramatically 
presenting media values. More than 200 busi- 
ness — publishers used such space in the 

ition, to strike hard for new or bigger 


1958 
schedules. 


— 


Our editorial pages give the up-to-date infor- 
mation which answers the first 6 basic market 
questions about each of 73 major industrial 
and trade markets which blanket U. S. industry. 
Charts and tables highlight the key data. This 
edition of the MARKET DATA BOOK will 


contain over 600 pages. 


——— 


200 E. ILLINOIS ST., CHICAGO 11 


* 480 LEXINGTON AVE., NEW YORK 17 


What current trends and de- 
velopments in the industry 
are noteworthy? 


What are the basic statistics 
—plants, location, sales, em- 
ployment, etc.? 


What does the industry buy 
— what products and serv- 
ices and how much? 


How does the industry buy 
—buying standards, and ex- 
ecutives who specify? 


What sources are available 
for further detailed market 
information on specific 
products? 


What publications serve the 
market — basic facts about 
them? 


What publications are best 
qualified for schedule 
considerations? 


in the West expect 1958 business 
to be as good or better than 1957 
(as against 39% nationally). 

Three types of retailers—food, 
drug and variety—were polled, 
and Mr. Dukta reports that the 
| drug outlets are the most optimis- 
tic of the lot. + 


Stainton Joins Controls Co. 

Charles M. Stainton, formerly 
vp and director of sales and plan- 
ning of Robertshaw-Fulton Con- 
trols Co., has joined Controls Co. 
of America as vp and director of 
marketing at the company’s exec- 
utive offices at Schiller Park, Ill. 
Sales of the company’s Soreng and 
A-P Controls division product 
lines will be coordinated under 
Mr. Stainton’s direction. 


Karoly Joins Adler 


Frank A. Karoly has resigned as 
account director and acting man- 
ager of the Chicago office of Com- 
munications Counselors Inc., Mc- 
Cann-Erickson public relations af- 
filiate, to join William Hart Adler 
Inc., Chicago, as director of public 
relations account services. 


PRE-TESTED 


‘BRAND-NEW! 
FIRST-RUN! 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


} | SUCCESS! | 


| Motion Picture Feature 
Box-office record-breaker in the 
top motion picture theatres. 
N. Y. Times—“‘story superior” 
—“‘a box-office natural.” 


| Chicago Audience Test 


92% of Lake Theatre audience 
rated ““The Adventures of Tug- 
boat Annie” a TV favorite— 
certified by Haskins & Sells, 
C. P. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.” Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 + PLaza 5-2100 
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FORUM 


the new force in building 


Architectural Forum ‘the magazine of building published by TIME INC 


Copy Men Call 
11 Campaigns 
‘Most Exciting’ 


Curicaco, April 22—The adver- 
tising campaigns that created the 
most excitement in their respec- 
tive agencies were discussed last 
week by six copy men, speaking 
before the Chicago Copywriters 
Club. 

The campaigns (one of the six 
copywriters listed half a dozen 
as “most exciting’) were for 
Sweetheart soap, 7-Up, Kitchen 
Aid -dishwashers, Bear brand 
socks, Zenith hearing aids, 
Renault, Pride, State Farm insur- 
ance, Massey-Harris-Ferguson 
Hotpoint and All detergent. 

The copywriters were Byron 
Bonnheim, copy chief of Edward 
H. Weiss & Co.; Al Klatt, copy 
chief of Needham, Louis & Bror- 
by; Dick Hobson, copy chief of the 
Buchen Co.; Mark Forgette, man- 
ager of the tv commercial depart- 
ment of J. Walter Thompson Co.; 


Gordon White, copy chief of 
BBDO, and John Jameson Jr., of 
Tatham-Laird. 

Following are the ads and cam-| 
paigns picked by the panelists: | 


e Sweetheart soap (Edward H.| 
Weiss & Co.). Mr. Bonnheim 
said the current Sweetheart soap 
campaign was based on the results 
of a motivation research campaign | 
conducted by the agency. He said 
the study disclosed that women) 
get a feeling of well being from} 
being clean, and that Sweetheart, 
although regarded as a “nice”! 
soap, had no product image. 

Mr. Bonnheim said that “deals” 
were eliminated to build up the 
|soap’s prestige, and that ads were 
created which pictured women 
rewarding themselves at the end 
of a hard day by bathing in a hot 
tub with Sweetheart. Since the 
campaign has been running (about 


’,one year), Sweetheart has boosted 


its share of market by more than 
one-half of 1%, he 
impressive gain in the soap field. 


e7-Up (JWT). Mr. Forgette 
showed the audience three tv 
commercials which featured Fresh 
Up Freddie (an animated rooster). 
Since Freddie was created a year 


said, an) 
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ago, 11 commercials have been 
produced and 11 more are in the 
works, Mr. Forgette said. 

Freddie has been enthusiastical- 
ly received by 7-Up bottlers, who 
have bought a record number of 
tv spots for their own use, he said. 
Freddie has not gone into print 
media with the exception of color 
comics, he said. 


e.Kitchen Aid dishwashers (Bu- 
chen Co.). Mr. Hobson § said 
Buchen’s campaign for Kitchen 
Aid was based on a motivation 
research study which disclosed 
that dishwashers gave women 
more time to be better mothers 
and wives. He said the ads had 
received high Starch ratings 
despite criticism from some agency 
people that the ads did not contain 
enough “nuts and bolts” informa- 
tion. 

Kitchen Aid sales have in- 
creased steadily over the past few 
years despite a downturn in the 
dishwashing industry, Mr. Hobson 
said. One of his biggest thrills, he 
said, was when he learned that 
the wife of a Young & Rubicam 
executive who had criticized the 
ads had bought a Kitchen Aid 


| machine. 


“ 


THEY 
JUST 


AEEP 


COMING.../” 


We've signed our name prominently to 
this advertisement, just in case 

you don’t already know. Anything 
BROADCASTING doesn’t cover in radio-tv 
isn’t worth a busy man’s time. 


This poor fellow is suffering from a plethora of radio-tv 
publications. As a busy buyer of radio and television time 
for one of America’s biggest agencies, he'll receive this year 
approximately 165 regular and special issues of various 
magazines—all claiming themselves indispensable to his 
welfare and knowledge of the radio-tv business. 


Their bulk weight will total close to 90 pounds, and a new 
one will arrive on the average of every 36 hours during the 
working week. 


This is a lot of reading. If he did read them all, there’d be no 
time to do his job. “What gets me,” he moans, “is that I 
never asked for all this generosity. There’s only one* maga- 
zine I really need, and I pay the subscription price to get it. 
The others just keep coming and coming for free. All I hope 
is the stack doesn’t fall over and smother me someday.” 


His plight is shared by hundreds of other important agency 
and advertiser people. Virtually all of them receive BROAD- 
CASTING every week—not gratuitously, but because they 
want and pay to get this dominant business weekly of radio 
and television. (In fact—and unlike the others—if they don’t 
pay, they don’t get it.) 


What does all this mean to you as a prospective advertiser in 
BROADCASTING? Well, only BROADCASTING can 
present verified figures on paid circulation, accurately 
classified by types of readers, and backed by the solid 
reputation of the Audit Bureau of Circulations. For 
BROADCASTING alone, among the publications pur- 
porting full attention to radio and television business, has 
qualified for ABC membership. 


An ABC statement has the genuine respect of agencies and 
advertisers all over America—because it is the truest meas- 
ure of any publication’s worth: its PAID circulation. No 
partiality, no ambiguity . . . honest weight with noth- 
ing hidden. 

BROADCASTING ’s current ABC statement shows al- 
most 18,928 average paid distribution—far more than 
that of any other publication in the radio-tv field. When 
you advertise in its well-studied pages, you know your 
messages are going to the people who count. What’s more, 
they'll be seen when they get there. 


Why smother in the “might-read-sometime” stack? Go first- 
class in the one magazine that lies open on more important 
desks than any other! 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N. W., Washington 6, D. C. 


A member of the Audit Burcau of Circulations 


e Bear brand socks (Tatham- 
Laird). Mr. Jameson showed the 
audience tv commercials prepared 
for Bear in 1948. He said that 
Bear had to overcome a reputation 
it had gained during World War 
II as making only work socks. 

Bear got good distribution on 
State St. (Chicago) when Marshall 
Field & Co. consented to carry 
[the dress socks. The deal was 
|based on the agreement that 
| Field’s got a trailer on the tv spots. 
Field’s was compelled to put the 
|Bear labels back on the socks 
when consumers made a mad rush 
to buy the socks after the tv 
commercials started to run, Mr. 
Jameson said. 


e Zenith hearing aids (BBDO). 
Mr. White displayed the now 
lelassic ad for Zenith hearing aids 
which featured only pictures and 
biographical material of Mrs. 
Eleanor Roosevelt, Rupert Hughes 
and Charles Edison, former gover- 
nor of New Jersey. 
Mr. White said the hearing aid 
jad came as the result of a 
personal crusade by E. F. Mc- 
Donald Sr., board chairman of 
Zenith Radio Corp., who found 
that he could make an excellent 
hearing aid for $75, and discovered 
that afflicted people were paying 
from $200 to $300 for hearing 
| devices. 

The ad, which showed no prod- 
uct, logo or address, and which 
mentioned the Zenith name only 
once, ran in almost every maga- 
zine in the U. S. for six months 
‘with the exception of Life and 
The New Yorker, which were on 
Mr. McDonald’s black list, Mr. 
White said. 

As a result of the campaign, 
thousands of afflicted persons 
were encouraged to wear hearing 
aids, and were able to buy the 
aids at more reasonable prices, 
Mr. White said. 


® Campaigns for Renault, Pride, 

State Farm, Massey-Harris-Fer- 

guson, Hotpoint tv sets and All 
| were reviewed by Mr. Klatt. 


e. Renault ads contain French 
phrases with English translations, 
a new wrinkle in car advertising, 
|Mr. Klatt said. He said the client 
was so pleased with the ads that 
he kissed the NL&B account 
executive on both cheeks. “The 
ads were fun to create but we 
don’t know as yet if they will sell 
cars,” Mr. Klatt said. 


e Pride has been the No. 1 
furniture polish on the market for 
|years, he said. It was introduced 
in 1952 for $1 a bottle when other 
polishes were selling for much 
less. 


e State Farm ads, which warn 
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car owners that they may be 
paying too much for car insurance, 
have. received high readership! 
ratings and have had good re- | 
sponse on the sales front. 

e .Massey-Harris-Ferguson was in | 
need of a company image among 
U. S. farmers, Mr. Klatt said. 
Massey is the leading farm ma- 
chinery manufacturer in many 
overseas countries but is virtually 
unknown here, he said. Massey 
sales in the U. S. are up 15% over 
1957, Mr. Klatt added happily. 


e Hotpoint tv ads were also based 
on a research study, which showed 
that male consumers like to read 
about mechanical aspects of tv 
sets, and their wives are interested | 
in styling of the set. Hotpoint 
receivers jumped up to sixth place 


in sales six months after ithe 
campaign started, he said. 
e All detergent was Monsanto 


Chemical Co.’s first entrant in the 
consumer field, Mr. Klatt said. | 
The ads contained much factual | 
information and no exaggerated 
claims which, he said, were being | 
used by competing marketers. | 
NL&B was asked to continue as| 
All’s agency when Lever Bros.| 
bought the soap last year, he | 
said. + 


Keep Quiet During 
Recession, Mayer | 
Tell; Ad Council 


WASHINGTON, April 22—The au-| 
thor of “Madison Avenue, U.S.A.” | 
told Washington advertising peo- 
ple last week that the best thing the | 
Advertising Council can do about | 
the current business recession is 
to “keep quiet.” 

He predicted that business men | 
whose sales are down will cut 
their advertising budgets even 
though they don’t want to, and 
he said the best thing advertising 
people can do to prevent this is | 
to come up with some ideas which | 
will help their clients sell more 
goods. 


® In addition, he expressed doubt | 
of the Women’s Advertising Club 
and the Advertising Club of Wash- 
ington, Martin Mayer expressed | 
doubt that constant reiteration of | 
optimistic predictions can be ef- | 
fective in remedying a recession 
which results from basic economic | 
forces. He said this was tried un- | 
successfully in 1931. 

In addition, he expressed doubt 
in the confidence of some of the 
statistics which are used to bolster 
confidence. “The government often 
gets these figures from trade asso- | 
ciations,” he said. “And you know | 
how unreliable they are. 

“Economic developments are 
not forced by mass psychology, | 
although they may be reinforced | 
by it,” he observed. “The only 
people who get taken in by these 
phrases are the government of- 
ficials, and there is real danger in | 
this.” # 


‘TV Guide’ Adds Division 

TV Guide, Radnor, Pa., has es-| 
tablished a sales, and marketing) 
division to handle its circulation in | 
drug, syndicate, variety and super- | 
market outlets. David Lichtenberg, 
formerly assistant circulation man- | 
ager, will head the new division 
with the aid of Marvin A. Caplan, | 
who has been serving as manager | 
of drug store sales. 


NBP Names Fahrendorf | 


P. M. Fahrendorf, vp, Chilton | 
Co., New York, has been appoint- 
ed to the board of National Busi-| 
ness Publications, Washington, to 
fill the vacancy created by the 
resignation of G. Carroll Buzby,| 
president of Chilton Co., Philadel-| 
phia, because of the pressure of 
other duties. 


Strikers Buy Up 
Catalogs in Effort 
to Boycott Ward 


BuFFALO, April 22—A new meth- 
od of boycotting the products of a 
strike bound company came to light 
here last week. 

Buffalo Retail Clerks Local 212 
is conducting a drive to buy up all 
current Montgomery Ward mail or- 
der catalogs from Niagara frontier 
residents. Business representative 
Richard D. Adams offered to pay 
10¢ for each catalog turned in to 
the union. 

Mr. Adams said the purpose of 
the local drive is to get the catalogs 
out of circulation so prospective 


customers cannot use them to order 
merchandise. 

The retail clerks international 
union has been waging a nation- 
wide strike against Ward’s 563 re- 
tail stores and 475 catalog stores 
since Jan. 6. = 


New Sponsors Buy ‘Target’ 
Three new multiple market 
sponsors have purchased “Target,” 
a drama series released by Ziv 
Television Programs, New York, 
tv film producer and distributor. 
The new sponsors are Joseph 


Schlitz Brewing Co. for Denver 
and Midland, Tex.; Ventre Pack- 
ing Co. for Syracuse and Sche- 
nectady, N. Y., and Child’s Big 
Chain Stores for Texarkana, Tex., 
and Shreveport, 


La. Olympia 


Brewing Co., which previously 
had purchased the series for 35 
Pacific Coast markets, has in- 


O'Connell Adds Two 
Richard O’Connell Inc., New 
York, has been appointed repre- 


creased its lineup to 41 markets!sentative of KDXR, Paducah, Ky., 


in the same area. “Target” has 
more than 114 markets. 


Johnson Markets Tire Cleaner 


Johnson’s white wall tire clean- 


er, the “first” such product pack- 
aged in pressurized form, has been 
put on the market nationally. S. 
C. Johnson & Son, Racine, has 
suggested a retail price of $1.25 
for a 12 oz. can, which “will clean 
16 to 28 tires.” The new product 
is being advertised in automotive 
business publications. Tv may be 
used at a later date. Foote, Cone 
& Belding, Chicago, is the agency. 


a new radio station. O’Connell 


jnow been sold to advertisers in|also has been named to represent 


KUNO, Corpus Christi, formerly 
represented by Everett-McKinney. 
Paul Wilson, formerly with Adam 
| Young Inc., has joined O’Connell’s 
sales staff as the first step in the 
station representative’s general ex- 
pansion program. 


Leslie Munro to Richards 

| Leslie Munro, formerly vp and 
copy supervisor at Ogilvy, Ben- 
son & Mather, has joined Fletcher 
D. Richards Inc., New York, as a 
supervisor in the copy depart- 


;ment. 


ony PITTSBURGH! 


Can do so many jobs so well! 


rth 
fa eT 
(BS Res 


To paraphrase U.S. Steel’s slogan: ‘only 
Pittsburgh can do so many jobs so well.” 

For U.S. Steel is one of the world industrial 
giants that provide strength and stability to 
help make Pittsburgh America’s eighth market. 
The Post-Gazette, too, has shared in and 


aided the growth of this 


market of 3 million 


people. Oldest newspaper west of the 


IT COSTS LESS 


Alleghenies (it was founded in 1786), 

the Post-Gazette mirrors the drive of this 
great and growing market. It’s the only daily 
newspaper in Pittsburgh to set all-time 
advertising highs in six of the past seven years. 
Why not use it to build your sales, too! 


TO SELL MORE IN THE 


Pittsburgh 
Post: Gazette 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN AND SCHMITT 
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AMF Advances D’Arezzo 
Joseph P. D’Arezzo, formerly 
special assistant 
chairman of American Machine & 
Foundry Co., New York, has been 
named director of planning, a new 
AMF management position. His 
duties will include long range cor-| 
porate and organizational plan-| 
ning, marketing and acquisitions. | 
He joined the company in 1955. 


Rubel Urges Better 
Cost Figures, Longer 
_ Contracts, More Planning 


Kinnard to Bruce Brewer Boston, April 22—A _four- 


A. B. Kinnard, formerly with| point plan to solve the problem 
Alfred Colle Co., McKenzie Inc.,|of agency compensation has been 
and Kinnard & Kinnard, all Twin| proposed by Ira W. Rubel in the 
City agencies, has joined Bruce|current March-April issue of the 
B. Brewer & Co., Minneapolis, as| Harvard Business Review. 
an account supervisor. Mr. Rubel, management consult- 
ant, procedure engineer and 
certified public accountant, details 
@ his plan in an article “Toward 
Better Advertiser-Agency Rela- 
tions.” He suggests these steps: 

1. “The agency develops work 
Lahiaes in advance for the advertis- 
| er’s approval. Such plans can 
cover an entire year’s work or 
only part of it.” 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 
Please send 

“MAGAZINE CLASSIFIED BY THE MILLIONS’ 


eee eee TCC OCC See eee CeCe reer ree eee ree 


wo, ney Guaranteed Annual 
Wage’ for Agencies? 


2. “The compensation to be paid 
by agency is fixed on the basis 


of the dollar value of the services | 


required.” 
3. “The 


contractual 


the agency are 
certain specific moves.” 
| 4 “The agency is required to 


|keep records to help control the 
| work, so that the advertiser and 
the agency can review the work 
| performed.” 


|}# On the subject of work plan 


development, the article explains: | 


“All scientific management de- 
pends upon advance planning, for 
it is only then that firm control 
| is possible. . . 

“The plan should be prepared 
|by the agency and approved by 


It should show: 
description and 


the advertiser. 
e “The nature, 


‘approximate cost of the advertis- 


ing program. 
e “The responsibility to be as- 


j}sumed and the work to be per- 


formed by the agency. 


e “The level of performance re- 
quired for each part of the work. 


|e “The approximate amount of 


oe relation-|time required to perform each 
|ships between the advertiser and| 


area of work (contact, research, 


improved by| media selection, copy, art, and so 


on). 


e “The amount of compensation 
to be secured by the agency from 
media commissions, service 
charges, and fees on materials and 
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showing the work to be performed 
and the time required to do it, 
it will be simple to compute the 
value of the agency’s service by 
|using applicable hourly billing 
rates for each class and grade of 
service.” 

Because the flow of creative 

work is uneven, large work seg- 
ments are more susceptible to 
|/measurement, he writes. He also 
|says the results accomplished 
through the agency’s work should 
_also be considered. 
Since marketing has become a 
“complex problem, it has become 
a reason supporting long-term 
contractual relationships between 
|advertisers and their agencies, Mr. 
| Rubel believes. 


services purchased or performed | 


for the advertiser. 


e “The value of the agency’s work 
computed on the basis of skill 
required and time involved.” 


# On fixing compensation rates, 
Mr. Rubel’s article says: 
“Once a plan has been prepared 


How to move your products 
TO MEN IN INDUSTRY... 


Look at the way 
INSTRUMENT AND CONTROL 
manufacturers do it 


... for the power and plant services in industry must 
be carefully controlled to insure a superior finished 
product. 

Instrument and control manufacturers use POWER 
as a primary medium to carry their advertising mes- 

- Sages to industry. 

During 1957 POWER carried a total of 236 pages 
of instrument and control advertising because these 
manufacturers know POWER readers are the men 
who specify their equipment in all kinds of indus- 
trial plants. 


Typical POWER readers are W. R. Clapp, facilities 
engineer, and T. McWilliams, superintendent of 
maintenance, at Otis Elevator Company’s Harrison 
Plant where the famous Otis Elevators are manufac- 
tured, At this location Mr. Clapp is responsible for 
the planning and engineering of new facilities and 
Mr. MeWilliams is responsible for operation and 
maintenance of existing facilities, including all the 
power and plant services. 

About POWER Mr. Clapp says, “New products are 
my job. I’ve been reading POWER for 13 years to 
keep abreast of new ideas and sources of supply.” 

And Mr. McWilliams adds, “POWER is the only 
magazine I select for myself. I really rely on the in- 
formation in it. Just a short while ago I quoted fig- 
ures from an advertisement in POWER on one of my 
recommendations to management.” 


IF YOU WANT TO MOVE YOUR 


PRODUCT, 


BEHIND IT! 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


= “Often a dramatic ‘new idea’ by 
a rival agency or a change in 
advertiser personnel terminates a 
| productive advertiser-agency re- 
lationship too hastily,” his article 
says. 

Contractual arrangements there- 
fore should provide: 

1. “Longer terms of agency em- 
ployments—at least three to five 
years.” 

2. “A longer period of notice of 
termination. In place of the now 
customary 90-day notice, six 
months is suggested ...” 

3. “Guaranteed minimum com- 
pensation for the year, quarter- 
year, month, job, or _ project, 
regardless of how much the agen- 
|ey will secure from commission 
and percentage charges... ” 

Agencies also should keep re- 
cords which will show the nature 
of the work performed, the time 
required to perform each part of 
the work and the dollar value of 
the services, Mr. Rubel writes. 

“Such facts will enable the 
advertiser and the agency to 
determine how accurate the plan 
was, how well the operation is 
controlled, the causes for extra 
services and costs, what, if any, 
adjustment should be made in the 
agency’s compensation and how 
to establish plans for future 
work.” 


@ Mr. Rubel’s article admits that 
this proposed solution “is neither 
so pat nor so theoretical as it may 
appear in the outline form in 
which I have presented it. 

“Actually, the proposed plan is 
the result of a number of experi- 
ences during the past few years 
in which the working relationships 
of several large advertisers and 
their agencies were carefully ex- 
amined. As a result, plans for 
work and compensation similar to 
the ones described were developed. 

“I can state without qualifica- 
tion that in all such attempts at 
objective examination, where a 
reasonable receptivity to new pro- 
cedures was present, the results 
were a better working climate, a 
reasonable profit for the agency 
and, most important, more effec- 
tive advertising.” # 


ANA Offers Rate Card Data 

The Assn. of National Adver- 
| tisers, 155 E. 44th St., New York, 
| has announced its newspaper local 
| rate card service now includes the 
January, 1958, rates of 1,500 daily 
and Sunday newspapers. Partici- 
pating mewspapers and ANA 
members can buy the service for 
$25; for others the price is $75. 


Schumacher Joins ‘Gardening’ 

Charles R. Schumacher, former- 
ly advertising director of Flower 
Grower, has joined Popular Gar- 
dening, New York, as assistant ad- 
vertising director, a new position. 
Robert G. Miner, assistant pub- 
lisher of Flower Grower, has been 
named advertising director. 


Potter Gets Bakery Account 

Robertson Potter Co., Chicago, 
has been appointed to handle ad- 
vertising and public relations for 
Iverson Baking Co., Chicago, which 
formerly had no agency. 
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Procter & Gamble 
Invades Italy with 
Spic & Span Cleanser 


MiLan, April 22—Procter &! 
Gamble has invaded Italy and a 
major battle for the soap and de- 
tergent market is shaping up here. 

P&G has entered the italian | 
market with its Spic & Span 
cleanser, now being pushed in a 
large-scale newspaper and poster 
campaign. 

P&G is also testing Camay soap 
in northern Italian towns. 

Advertising for both products is 
being handled by the big Italian 
agency, Itam. 

Another competitor for the 
washing agent market, now domi- 
nated by Colgate-Palmolive and 
Lever Bros., has appeared in Agip, 
the state-controlled oil and gaso- 
line combine. Agip has decided to 
enter both the detergent and mar- 
garine markets. 


= The two top-selling detergents 
in Italy are Colgate’s Ola and Lev- 
er’s Omo. Both companies have 
marketed here for many years. 
Colgate’s Palmolive bar has long 
held a dominant position in the 
soap market. 

Against the threat of new deter- 
gent competition, Colgate is now 
launching a new product, Vel. 
There are also reports that Lever 
may soon introduce Lux Liquid 
detergent in Italy. Lever recently 
introduced Lux Liquid simultane- 
ously in Britain and Germany, via 
J. Walter Thompson Co., the agen- 
cy which introduced the product 
on the American market. 

Since the end of World War II, 
Procter & Gamble has moved 
country-by-country to challenge 
Colgate and Lever, old hands in 
international marketing. 

P&G’s English subsidiary, Thos. 
Hedley & Co., captured two-thirds 
of the detergent market in Britain, 
and the U. S. company then invad- 


ed France and Belgium with Tide. 
The Italian market, long a Colgate | 
stronghold, is virgin territory for 
P&G. + 


Eureka Buys Outserts 

Eureka Specialty Printing Co.,| 
Scranton, has bought Outserts 
Inc.. New York. Outserts are 
sealed folders attached to the out- 
side of containers and are used 
by manufacturers to feature reci- 
pes, premiums, cross advertising 
and the like. Outserts Inc. wiii 
continue to operate under this 
name as a Eureka subsidiary with | 
headquarters in Scranton. Robert | 
Rea Brown, formerly Outserts| 
president and founder of the com- | 
pany in 1932, will continue to) 
serve in a consulting capacity. 


ARF Conference Set Oct. 2 


The Advertising Research 
Foundation will hold its fourth 
annual conference Oct. 2 at the) 
Waldorf-Astoria Hotel, New York. | 
The annual subscribers’ meeting, 
formerly held in conjunction with 
the conference, will take place | 
Dec. 11. ARF said the meetings | 
have been separated to provide 
more conference time for discus- 
sion of research problems. Theme 
of the conference: “Measuring the 
Effectiveness of Advertising.” 


WINZ Promotes Mitchell 


Robert E. Mitchell, general sales | 
manager of WINZ, Miami, has | 
been promoted to general manager | 
of the radio station. Mr. Mitchell | 
replaces Rex Rand, previously | 
president and genera] manager, 
who now will concentrate on his) 
duties as president for the com- 
pany. 


WCRT Promotes Charles Kelly 

Charles Kelly, formerly opera- | 
tions manager, has been promoted | 
to station manager of WERsVEV, | 
Miami. 


Newman, Landon to Wee 


John Newman has been 


Ad Text Champions 


‘pointed director of abeestuanal Creation of Ads as 


jand promotion and Herb Landon 
director of public relations of 
/WMGM, New York. Mr. Newman 
\formerly was advertising and pub- 
licity director of Official Films 
and publicity director of MCA- 
TV. Mr. Landon previously oper- 
ated his own company, Advertis- 
ing Service Associates, an agency 
market service; before that he 
was with Kenyon & Eckhardt. 


a Complete Unit 


New York, April 23—‘“Advertis- 
ing Copy, Layout and... Typogra- 
phy” is a text for the beginning 


student of advertising. The premise | 


stated by the authors is that crea- 


| vertisement as a complete unit. 
The appendix includes a section 
by Paul Pinson, based on his | 
“Drawthinks” series in ADVERTIS- | 
|ING AGE, teaching the copywriter a | 
| simplified drawing method to show 
the artist the kind of illustration he 
has visualized to go with his copy 

and theme. 

The authors are Hugh G. Wales, 
| professor of marketing, University 


tive advertising should be taught/of Illinois; Dwight L. Gentry, as- 
on an integrated basis, with the | sociate professor of marketing, 


student learning to think of the ad- 


| University of Maryland, and Max 
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Wales, associate professor of jour- 
nalism, director of advertising ed- 
ucation, University of Oregon. The 
publisher is Ronald Press Co. and 
|the price $7.50. # 


Phillips Names Walther 
Phillips Publishers Inc., Newton, 
Mass., has appointed F. P. Wal- 
ther Jr. & Associates, Boston and 
‘New York, to handle its adver- 
tising and public relations. Direct 
mail, trade papers and consumer 
publications will be used. 
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the entire state of , 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 4% 

billion dollars 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Soles 85,930 55,457 141,387 
Automotive 382,082 390,920 » 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Yi 


*C 


are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, A tlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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Bristol-Myers Sets 
Easier Credit to 
Help Stem Recession 


New York, April 22—Bristol- |= The letter, signed by William 


Myers products division got in its 
anti-recession licks last week with 
a letter to all customers extend- 
ing credit terms and promising 
stepped up advertising and pro- 
motional efforts. 

On all orders placed between 
now and June 30, customers may 
divide their payments into three 
monthly instalments, with a 2% 
discount on the balance. Custom- 
ary practice in*the industry is to 
grant the 2% discount if payment 


\is made within 10 to 40 days, de- 
pending on the manufacturer. This 
is the first change for Bristol-My- 
ers and it is being done “at a sub- 
stantial cost to our company.” 


|M. Bristol III, president, expressed 

the hope that customers would in- 
crease their orders over the first 
three months of 1958 “in order to 
assist in reversing this present 
economic indecisiveness and in a 
determination not to let Bristol- 
Myers products suffer as a result 
of any reduced inventories and 
|consequent out-of-stock.” 


“To support your effort, Bris- | 


tol-Myers is continually increasing 
its promotional effort to help you 


i ng ~ hee? OS 
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Johnson Printing, Inc. specializes in fine printing . . . particularly 
precision color work requiring special skill and craftsmanship. 
Because we produce quality workmanship, our name 
stands out in the minds of our customers. 
Good printing makes any name stand out more strongly. 
Because they realize this, some of America’s best-known 
corporations are using Johnson Printing, Inc. for accurate, 
quality work and dependable service. If you are in one of the 
country’s major markets, there is a good chance that one of these 
famous Johnson customers is a neighbor of yours. 
Our Eau Claire plant is fully equipped with excellent modern 


equipment; our main-line location 


between Chicago and the 


Twin Cities means that we are big-city handy as well as big-city 
competent. In fact, there’s just one small-town thing about 


Johnson Printing, Inc. 


... the cost structure. 


Want facts and figures? Here’s our address: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 


DECORATIVE 
—This Adolphus 
watch—a func- 
tioning clock—is 
one of two major 
items for 1958 in 
Anheusere- 
Busch’s new 
“decorator line” 
of point of pur- 
chase materials. 
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,Co., Brooklyn, has joined Four 
Roses Distillers Co., a unit of the 
House of Seagram, New York, as 
assistant advertising manager. He 
will assist in the development of 
advertising programs for Four 
Roses whisky and gin, and Paul 
Jones, Hunter and Wilson whiskies. 


Gibney & Barreca Boosts 3 
Marjorie King has been pro- 
moted from assistant media buyer 
to media buyer of Gibney & Bar- 
reca Advertising, Springfield, 
Mass. Miss King succeeds Rhona 
Chase, who resigned. William A. 
Nowakowski Jr. has been ele- 
vated from assistant production 
manager to production manager 
of the agency. Mr. Nowakowski 
succeeds Charles F. De Barger, 
|who has been named an account 
| executive. 
_Two Copywriters Join NC&K 
Beverly Fleming and Alan 
Koehler have joined Norman, 
|Craig & Kummel, New York, as 
|copywriters. Miss Fleming was 


speed our products through to the 


added that there are no specific 
increased advertising plans at 
present but as customer invento- 
ries increase promotional efforts 
to move the products will 


Boat Makers Assn. Launches 
First Institutional Drive 

The National Assn. of Engine & 
Boat Manufacturers, New York, 
will launch its first institutional 
advertising campaign during May 
through its new agency, Zimmer, | 
Keller & Calvert, Detroit. The 
campaign, tentatively scheduled to | 
continue through the summer, will | 
be aimed at “acquainting the boat- 
ing public with the aims and serv- 
ices of the association.” 
| Magazines to be used include 
Boats, Boating Industry, Lakeland 
| Boating, Motor Boating, Popular 
Boating, Rudder and Sea & Pa- 
cific Motor Boating. E. M. Frey- 
‘stadt & Associates, New York, is 
the previous agency. 


‘Western Sporting Goods’ Sold 

Western Sporting Goods Review, 
Los Angeles, has been purchased 
by L. D. Brody and Howard Olan- | 
sky, of Newell Publishing Co. Ad-| 
_vertising and editorial offices are 
at 6905 Melrose Ave., Los An- 
| geles. Editorial coverage will be 
‘expanded and the format changed 
with the June issue, the new own- 
ers said. Mr. Brody and Mr. Olan- 
sky, publisher and editor, respec- 
tively, of Western Floors, will fill 
the same positions on Western 
Sporting Goods Review. 


customer.”’ A company spokesman | 


be | 


strengthened. + 


G oF tan i R |formerly with Maury, Lee & Mar- 
ouraud Joins Four Roses shall; Mr. Koehler was with Ber- 


Jackson S. Gouraud, formerly nice Fitz-Gibbon Inc. and prior 
marketing manager of the labora- to that was a copywriter at Gim- 
tories division of Charles Pfizer &| bel Bros. 


ne oi et SUN 


than any other magazine 


Through advertisements in 
SUNDAY, the reader is offered 
a better way of life and the 
genuine expectation that she can 
actually achieve it, because the 
goods and services offered are ~ 
not just symbolic but are on the — — 
shelves and floors of familiar 
stores. That's one big step 
closer to reality than national 
media come. 


That's why SUNDAY gets 
consistently higher eye-traffic 
across its pages... consistently 
heavy traffic in an anticipatory 
shopping mood .. . eye-traffic 
which must generate more aisle- 
traffic for retail and national 
advertisers, alike. Doesn't your 
intuition tell you that makes sense 
—without benefit of research? 


_ 


rd 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 
CHICAGO DETROIT e« LOS ANGELES SAN FRANCISCO 


the new force in builaing* 
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Advertising Age, April 28, 1958 


Coming 
Conventions 


*Indicates first listing in this column 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

*May 1-2. Canadian Public Relations 
Society, annual conference, Montreal. 

May 1-3. Pacific Northwest Newspaper 
Advertising Executives Assn., Vancouver, 
B.C 


May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ 
spring meeting, The Greenbrier, 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Adver- 
tisers, annual meeting, Royal York Hotel, 
Toronto. 

May 8. Agricultural Press Assn. of 
Canada, Royal York Hotel, Toronto. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 16-17. University of Wisconsin 
Journalism Institute, including seminars 
for editors and advertising and circu- 
lation managers of midwest newspapers, 
Madison, Wis. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.), an- 
nual convention, Palmer House, Chicago 

May 23. Illinois Daily Newspaper Mar- 
kets, annual meeting, Springfield, Il. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 


Assn., 
White 


May 25-29. National Business Publica- | 


tions, annual spring meeting, Grove Park 
Inn, Asheville, N.C. 

May 26-30. American 
Assn., national packaging 
New York Coliseum. 

May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 10th annual 
convention, Britannia Hotel, Huntsville, 
Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 15-18. Poster Advertising Assn. 
of Canada, Minaki Lodge, Minaki, Ont 

*June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.c. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-29. Northwest Daily Press 
Assn., annual summer meeting, Madden 
Lodge, Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baitimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4ist annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago 

*Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 


Management 
exposition, 


Assn., annual meeting, Chicago Athletic | 


Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 


tions, 4th annual meeting, Drake Hotel, | 


Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. 
lishers’ Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fia. 

*Nov. 20. Business Publications Audit 
of Circulation, annual meeting, Hotel 


Biltmore, New York. 

Nov. 20-21. National Business Publica- 
| tions, Chicago regional conference, Drake 
Hotel. 


Gordon Best Adds Hotel 
Edgewater Beach Hotel, Chica- 
go, has appointed Gordon Best Co., 
Chicago, to handle its advertising 
and sales promotion. The former 


agency is Griswold-Eshleman Co.,| 


Cleveland, which also handles Ho- 
|tel Cleveland. Both hotels are 
|}owned by Hotel Corp. of America. 
The change has been made to a 
Chicago agency in order to coor- 
dinate activities at the local level. 


Leitner Names McCarty 
Leitner Equipment Co., Frank- 


ment manufacturer, has appointed 
McCarty Co., Chicago, to handle its 


Leitner uses trade publications 
and direct mail. 


| 


lin Park, Ill., food service equip- | 


| 


advertising and public relations. conducted by the Hartford Advertising Club. Here, Ruth T. Gardner, 


Housewares Assn. Elects 

W. H. Sahloff, vp of General 
Electric Co.’s housewares and ra- 
dio receiver division, has been 
elected president of the National 
Housewares Manufacturers Assn. 
He succeeds Clarence O. Hamil- 
ton, exec vp of Hamilton Mfg. 
Corp., Columbus, Ind., who contin- 
ues as a director. Other officers 
elected include G. C. Kubitz, sales a 
vp of Mirro Aluminum Co., Man- ee 
| towoc, Wis., vp, and B. C. Neece, sets 
jpresident of Landers, Frary & *, 
\Clark, New Britain, Conn., treas- 
urer. Dolph Zapfel was reappoint- 
ed secretary. 


- 


ly 


Gardner Johnson Sweet 
PROUD DAY—For its “Voice of the People” program picturing the dis- 
possession of 200 families from a city area being razed, WTIC-TV 
won the grand award in a public service advertising competition 


| 
| Dawson's Names Bresnick 
Dawson’s Brewery Inc., New 
Bedford, Mass., has appointed 
Bresnick Co., Boston, to handle its 
advertising. Ingalls-Miniter, Bos- 
ton, previously handled the ac- 
} count. 


Advertising Federation of America, and G. Frank Sweet, adclub 
president, present the award to WTIC-TV’s Walter Johnson. 


| 
} & 


bg 
| 


-_ 


‘““Let’s 
get 
together 


Bee 


Southern Newspaper Pub- | 


: we lead 
where YOU 
can sell the most.’’ 


Buyers hustle when the Times-Star shows its 
muscle! The Cincinnati Times-Star has raced 
ahead of the Post to the number one evening posi- 
tion in vital Hamilton County . . . the important 
City Zone . . . and the golden Tri-County Metro- 
politan Area—where strength counts the most! 

That's why in Cincinnati the newspaper with the 
| greatest number of display ads is the... 


Get the latest 
Cincinnati facts. 


Mike Burnes. General Advertising Manager. 
The Cincinnati Times-Star. Cincinnati, Ohio 
O'Mara & Ormsbee. Inc., New York. 
Chicago, Detroit. San Francisco, Los Angeles 
McAskill. Herman & Daley. Miami Beach 


TIMES-STAR 
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Babbitt Boosts Carroll 

B. T. Babbitt Inc., New York, has 
appointed Owen Carroll product 
manager in the marketing service 
group, where he will be responsible 
for the marketing of a new prod- 
uct, Cameo Copper cream cleaner, 
and will also act as coordinator in 
the introduction of aerosol products | 
into the grocery field. He was for- 
merly assistant to the director of 
marketing. 


Shields Heads Dairy PR 

A. T. (Ted) Shields, formerly 
owner-operator of KAFP, Peta- 
luma, Cal., radio station, has been 
named public relations director 
of the American Dairy Assn. of 
California, Modesto. 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 


OR DRUG PRODUCTS IN 


NY MKT. 


Station WWRL 
Woodside 77, 
New York City 


Kahl 


Wolff 


MacDonald Ule 


DISCUSSION GrouP—President of the American Marketing Assn.’s New 
York chapter, Robert E. Kahl, Borden Co., and speakers Janet Wolff, 
J. Walter Thompson Co.; Ed MacDonald, Look, and G. Maxwell Ule, 
Kenyon & Eckhardt, are pictured at the chapter’s April meeting. 


‘Coupon’ Boosts Guarantee 
Coupon Magazine, a new bi- 
monthly which will bow in Sep- 
tember, has announced it will offer 
a guaranteed distribution of 2,- 
000,000 copies in supermarkets in- 
stead of the 1,000,000 copies it 
previously announced (AA, April 
|21). Initial distribution, Roy Ald, 
publisher, said, will be 200 to 400 
copies each in 5,000 to 7,000 super- 
markets. Contracts are being made 


with 35 manufacturers of non- 


competitive products. Each will 
contract to take a spread at a cost 
of $3,000 per 1,000,000 magazines. 


Grove Promotes Two 

C. A. Howell and E. W. Kurtz 
have been promoted to the new 
posts of product advertising assist- 
ants of Grove Laboratories, St. 
Louis. Both gentlemen, with Grove 
since 1949, have had experience in 
the different departments of the 
marketing division. 


Stroh's Beer 
Fluffo 

Rinso 

Buick 
Pontiac 
GMC Trucks 


The Pontiac Press 
has heen running up t 
{ colors r.o.p. daily 


for over de years! 


A few of the top products that have appeared 
in 4 colors in the Pontiac Press 


Betty Crocker Frosting Mixes 
Duncan Hines Cake Mixes 
Detroit Sealtest Products 
Wrigley'’s Super Markets 
Champagne Velvet Beer 
Swift Frozen Fried Chicken 
Kellogg Sugor-Frosted Flakes 


1-color and black now accepted in 1000 line, 1500 line and page units. 


NET PAID 58,059 


74% of Press homes take no other daily paper 
and 88% no other evening newspaper 


THE PONTIAC PRESS 


Pontiac, Michigan 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


Dromedary Cake Mixes 
Sara Lee Coffee Cake 
Lux Toilet Soap 
Standard Oil Co. 

GE Vacuum Cleaner 
RCA Whirlpool Washer 


Pe ten a 
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Recession Represents Success of 


Anti-Inflation Measures: Johnson 


JWT Exec Says Slump 
Isn't Weakness Symptom; 
Sees Upturn by Autumn 


Cuicaco, April 22—The current 
business recession was “self-in- 
duced in a sincere effort to curb 
inflation.” The slowdown actually 
started in mid-1955 with the impo- 
sition of monetary restraints de- 
signed to slow down the economy. 
The turning point was reached 
last November, with the relaxation 
of those restraints. 

By the third quarter of 1958 this 
relaxation should result in a_ re- 
sumption in the growth of U. S. 
living standards. 

These were the pronouncements 
of Arno H. Johnson, vp and senior 
economist of J. Walter Thompson 
Co., who yesterday addressed an 
American Furniture Mart lunch- 
eon opening the international fur- 
niture design show. 


s What the economy now needs 
most, Mr, Johnson said, is an in- 
tense selling effort to reduce the 
lag between last November’s start 
to relax the hard money policy 
and the date when these actions 
will effect a stimulus to the econ- 
omy. 

The important thing to remem- 
ber about the current recession, 
Mr. Johnson asserted, is that there 
is no basic weakness in our econ- 
omy as was the case in other re- 
cessions and depressions. 

He characterized the recession 
as an interlude within a greater 
period of expanding productivity 
and expanding consumption. In 
this connection he restated his of- 
ten repeated thesis that the U. S. 
standard of living must expand by 
50% in the next decade to keep 
pace with an anticipated 1968 pro- 
duction volume of $650 billion—a 
conservative volume estimate, he 
said. 


s For the furniture industry in 
particular, Mr. Johnson said, the 
next decade will offer an opportu- 
nity for expanding sales 75%. 
Much of this sales opportunity for 
furniture already exists, he em- 


phasized, because the furniture in- 
dustry has already fallen far be- 
hind in obtaining its share of 
discretionary consumer purchas- 
ing. 

Between 1940 and 1950, he said, 
furniture industry volume more 
than kept pace with consumers’ 
disposable income after taxes. Dis- 
posable income in that decade, he 
pointed out, rose 172%, while con- 
sumer spending on furniture went 
up 186%. 

But since 1950, he said, dispos- 
able income after taxes has risen 
46%, while consumer spending 
on furniture has gone up only 27%. 
This lag, Mr. Johnson said, has 
been due mainly to the failure of 
people going up the income ladder 
to go up the furniture ladder to the 
same level. He described this as a 
“habit lag” and said that advertis- 
ing could be a powerful force in 
overcoming or shortening this lag. 


Keystone Adds 7 Affiliates 

Keystone Broadcasting System, 
Chicago, has added seven new af- 
filiates, bringing the total to 1,038. 
The new affiliates are KZOK, Pres- 
cott, Ariz; WNOG, Naples, Fla.; 
KVNI, Coeur d’Alene, Ida.; WTIG, 
Massillon, O.; WRON, Ronceverte, 
W.Va.; WELC, Welch, W.Va., and 
WHVF, Wausau, Wis. 


Dewees Joins Peter Hurst 

Malcolm Dewees, formerly with 
Batten, Barton, Durstine & Osborn 
and Buchanan & Co., San Francis- 
co, has been named an account ex- 
ecutive with Peter Hurst Adver- 
tising, San Francisco. 


Canada TCF Names Giles 

J. Bevans Giles, formerly a sales 
representative in Toronto of TCF 
of Canada, maker of cellulose films, 
has been appointed assistant to the 
market development supervisor in 
the company’s Montreal office. 


Coleman Names Perry 
Coleman Engineering Co., Tor- 
rance, Cal., has named Ted Perry 
director of advertising. He former- 
ly was in the advertising and pub- 
licity department of American 
Electronics Inc., Los Angeles. 


SPREADING THE NEWS 


SINCE 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


1922 
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RAMBLERITIS 


The Best Disease Ever To Hit 
The U.S.A. 

HIGHLY CONTAGIOUS 
Everybody Has It Including DOCTORS, 
LAWYERS, BUSINESS MEN, WORKING 
MEN AND ALL WOMEN 


SYMPTOMS 


DEPRESSED FEELING — BECAUSE 
PRESENT CAR IS TOO BIG, ALSO, A 
GAS HOG ON WHEELS 


PRESCRIPTION 


Ist. TAKE A RAMBLER RIDE 

2nd. GET OUR BIG APPRAISAL 

3rd. TAKE DELIVERY OF A RAMBLER @ | 
OR V8 


Rambler American Prices Start at $1789 
F.0.B. Kenosha. We won't turn down a | 
deal if there's a dollar in sight. | 


WE NEED USED CARS 


Richard Lodico Motors § 


Open Week Days 8 ‘til 9—Saturday 6 P. M. 
DIAL 5-6557 CLEARFIELD 


DISEASE—“‘Rambleritis” is becoming 

a familiar word in Clearfield, Pa., 

according to Richard Lodico, who 

coined it for use in all his news- 
paper ads. 


McGraw-Hill's ‘57 
Revenue Rises 10% 
to All-time High | 


New York, April 23—McGraw- | 
Hill Publishing Co. had a record 
year in 1957 in both revenue and 
net income. It was the 20th con- 
secutive year that the company’s 
revenue showed an increase. 

Operating revenue last year hit 
$98,219,403, a 10% increase over 
revenue of $88,661,564 in 1956. Net 
income in 1957 reached $8,057,814, 
a 2% gain over 1956, when net in- 
come amounted to $7,870,756. Net 
income per share last year hit 
$3.05 as compared with $2.98 per 
share in 1956. 

The annual report disclosed that 
the company paid one dividend of | 
30¢ per share, three of 35¢ per. 
share and a year-end dividend of | 
20¢ per share, a total for 1957 of 
$1.55 per share. McGraw-Hill paid 
$1.50 per share in dividends in 
1956. 

The company stated that ad- 
vertising page volume, dollar vol- 
ume and net publishing income all 
reached new highs last year. Cir- 
culations of all McGraw-Hill pub- 


lications continued to show gains | 


last year, with over-all paid sub- 
scriptions rising above the previ- 
ous record year, # 


McCullough Adds Three 

Lee R. McCullough & Associates, 
Chicago, has been named agency 
for Geneva Weaving Co., Allied 
Drug Inc. and the midwestern di- 
vision of C.I.T. Travel Service. 
None previously had an agency. 
Direct mail will be used by all ac- 
counts, plus trade papers by Ge- 
neva. 


Zehntbauer Heads Fisher 

John <A. Zehntbauer, board 
chairman of Jantzen Inc., has been 
named chairman of the board of 
directors of Fisher Broadcasting 
Co., applicant before the Federal 
Communications Commission to 
operate a tv station on Channel 2, 
Portland, Ore. 


Neon Profits Down 


Claude Neon General Advertis- 
ing Ltd., Montreal, has reported 
net profits of $74,949 for 1957— 
34% below the $113,593 reported 
for 1956. General Outdoor Adver- 
tising Co., Chicago, acquired a ma- 
jority interest in the company last 


| work, Birmingham; 


Miss Knight, 6 Others 
Honored by ‘McCall's’ 

Phyllis Knight of WHAS, Louis- 
ville, has been named the “Out- 
standing Woman in Radio & Tele- 


| vision for 1957” by McCall’s. She 


and six other award winners will 


broadcaster, service for women— 
Ruth Allen, WGAR, Cleveland. 


Beverage Book Specializes 

The Beverage Bulletin, pub- 
lished in California since 1936, has 
specialized its contents to concen- 


receive their golden “Mikes” in| ‘trate on the western licensed bev- 


San Francisco April 26. Miss 
Knight was cited for her efforts in 
publicizing Louisville’s new Cancer 
Survey Project Laboratory. 

Other winners, listed by cate- 
gories, are: Executive, service to 
community—Kay West, KEX, Port- 
land, Ore.; executive, service for 
youth—Ella Will McKinney, Ala- 
bama Educational Television Net- 
executive, 
service for women—Rozell Fabiani, 
WRBL-TV, Columbus, Ga.; broad- 
caster, service to community— 
Lee Phillip, WBBM-TV, Chicago; 
broadcaster, service to youth—Al- 
ma John, WWRL, New York; 


|erage retailers. Editorial policy is 
| directed to merchandising and ad- 


vertising. 


Stinchtield Joins Essex 

Grant P. Stinchfield has been 
appointed director of pen sales of 
Essex Corp., subsidiary of the Ve- 
nus Pen & Pencil Corp., Hoboken, 
N. J. He formerly was vp-sales, 
Doeskin Products Inc. 


Harris Adds Naron Candy 

Harris Advertising Associates, 
Baltimore, has been named to han- 
dle advertising for Naron Candy 
Co. 


| 


Write to me on 
company letterhead 
for detailed floor plan or guest tickets. 

Evelyn T. Owen, Vice President 


Over 8,000 Sales Promotion 
and Advertising Executives 
annually attend the 


SALES AIDS SHOW 


to meet suppliers. 


Plan now to exhibit in the 

5th National Sales Aids Show, 
June 10th, 11th, 12th, 1958 at 
the Shelton Hotel, New York City. 


ADVERTISING TRADES INSTITUTE, INC. 
135 East 39th Street, N. Y. C. - LE 2-9921 


how do YOU stand 


in the buying decisions 


of 230,000 Denver families? 


YOU CAN GET THE ANSWER on wherg you stand 

. and what progress you’re making from The Denver Post’s 
1958 CONSUMER ANALYSIS...a revealing, accurate and 
up-to-date survey of: 


@ Consumer Buying Habits 
@ Brand Preferences 
@ Store Distribution 


Categories surveyed include foods, soap products, 
beverages, cigarettes, cosmetics and toiletries. 


The report cevers more than 100 different products 


sold through Denver grocery stores. 


This valuable guide to marketing in the nation’s 


ygar. 


for your copy. 


Represented nationally by 


third fastest-growing riajor 
market is the result of 3,310 personal 
interviews in the Denver ABC City Zone. 
And it is yours for the asking. Just write, 
on your business stationery, to NATIONAL 
ADVERTISING MANAGER, THE DENVER Post, 
Denver 1, CoLorRApbo or ask the nearest 
office of Moloney, Regan & Schmitt, Inc. 


Editor and Publisher: Palmer Hoyt 


Moloney, Regan & Schmitt, inc. 
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Along the Media Path =| 
| 


e WDRC, Hartford, CBS-Radio 
outlet, is conducting a six-week 
contest to determine a name for 


its new midnight to 6 a.m. pro-| quests received during all of 1957, 
gram. Listeners are asked to submit] NAEBM reports. The demand is| 
|running about 23% ahead of the 
|/same time last year and is indica- 


suggestions, along with a 25-word 
comment on why they like the 
show. Daily prizes, a weekly din- 


ner party and a final award are) 


offered. 


e WIMA-TV, Lima, has increased 
its power from 16,000 to 198,000 
watts. The increase of power 
means that the station will be on 
the air with 12 times the power, 
covering four times the area. 


e In the first eight weeks since it 
was issued, 651 requests from 
newspapers were received for the 


|tion service by the National Assn. 


of Engine & Boat Manufacturers. 
This is more than the 572 re-| 


tive of the growing attention news- 
papers are paying to the sport, the 
association says. For information, 
write to NAEBM, Room 1659, 420 
Lexington Ave., New York 17. 


|e Gannett Co., operator of 22 
newspapers, four radio and four tv 
stations, has spent $4,207,000 on a 
program of expansion and acquisi- 
tion which began late in 1957. The 
largest single project was the pur- 
chase of KOVR-TYV, Stockton, Cal., 
for $2,000,000 on Nov. 18. 


Bernstein 


“Boating Means Business” adver- 
tising and editorial boating promo-|e “More and Better Advertising 


Will Cure the Recession” is a slo- 
gan which George J. Hecht, pub- 
lisher of Parents’ Magazine, sug- 
gests all media and agency 
advertisers drop into their own 
advertising. To back it, he is pre- 
paring a series of ads, featuring the 
slogan, to appear in trade maga- 
zines. 


e As proof of its coverage of the 
Italian market in New York, sta- 
tion WOV says that in a June-to- 
February test, run only on the sta- 
tion, advertiser Paramount Maca- 
roni Mfg. Co. distributed 172,500 
premiums (a 79¢ bath towel). Each 
listener was required to submit 25¢ 
in coin plus proof of purchase of 
Paramount products amounting to 


$2. 


e Sports Illustrated is increasing 
its New England regional adver- 
tising coverage to include all of 
s@@ | Maine, New Hampshire and Ver- 
# | mont. The increase brings the east- 
lern regional edition circulation to 
#- |about 250,000, with ad rates still 
eee | based on a net paid circulation of 
Se | 200,000. 


: | e Department of New Laurels: 

The Des Moines Register & 
Tribune reports that for the first 
three periods of 1958 its farm ad- 
vertising linage was up 20.9%. For 
the same three periods, advertising 
in the Sunday Register’s Picture 
Magazine showed a total linage 
gain of 24%. Comic advertising in 
the same period showed a 3.7% 


There’s no “eultivating”’ 
season—in advertising (2. ee ie aia 


. between Jan. 5 and March 30. For 
the same period in 1957 the gain 
was 4,586. 

Radio Advertising Bureau re- 
ports that its income is running at 
'a $915,000 annual rate—the high- 
lest’on record. In February and 
| March, RAB showed a net gain of 
26 station members. 

The May issue of Fisherman has 
a 46% increase in net advertising 
revenue over the May, 1957 issue. 
| WRCA-TV, New York, reports 
that its combined billings for 
|March increased 14% over March 
last year. 

Time international editions set 
| new circulation records for the sec- 
ond half of 1957 with a 3% gain 
| over the previous six-month peri- 
| od, 

| Life international editions closed 
R ae 4, E R *, 1958’s first quarter with a record- 
| breaking gross ad revenue of $1,- 
282,000, a $215,000 gain over last 
year’s first quarter revenues, Life 


en £ rav i n 2g eo m Pp an y reports. Life International jumped 


2001 calumet avenue «+ chicage 16 32.9% to $730,000, while Life en 
| Espanol increased 7% to $552,000. 


| Redbook reports that its May is- 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING ‘W¢ <losed with 61.1% more dis- 


Farmers do the job in spring and fall, 
but successful advertisers are at it all 
thetime... Perhaps you’re one of those 
who keep coming to ROGERS, knowing 
that the sales-cultivating ideas you con- | 
ceive, will be transmitted with all the 
brilliant power of their original visual- 
ization to those on whom you depend 
for your “‘crops’’... Custom crafted 
photo-engravings—by day and by night. 


HONORED—Harold G. Kern, Hearst general manager, presents the 

annual award for the best illustrated Hearst newspapers to Sam 

Bernstein, editor of the Sunday Advertiser; Win Brooks, managing 

editor of the American, and James P. Murphy, managing editor of 
the Daily Record, all in Boston. 


|play ad linage than May, 1957. Its 
|display linage for the first five 


months of 1958 is up 25.9% over 
the same period in 1957. The mag- 
azine also says that circulation of 
its February issue reached 2,725,- 
000, the second highest total in 
Redbook’s history. This makes the 
52nd consecutive issue of the mag- 
azine to set a new circulation rec- 
ord for the individual month. 

Parents’ Institute reports that 
Your New Baby (monthly) and 
Baby Care Manual (quarterly) set 
alltime marks in ad linage and rev- 
enue for a May issue with the first 
showing a 17.4% pages gain and a 
26.4% revenue gain and the Man- 
ual increasing by 27.2% in pages, 
31.6% in revenue. 

Ladies’ Home Journal hit a rec- 
ord high in both total ad sales and 
average paid circulation during the 
first quarter of 1958. Revenue was 
$6,558,200, compared to $6,484,523 
during the same period of 1957. 
Average circulation during the first 
quarter was more than 300,000 cop- 
ies per issue over the correspond- 
ing months of last year. 

An alltime quarter-year sales 
high for California National Pro- 
ductions was set in the first three 
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months of 1958. CNP’s saies for 
January through March were 
11.4% higher than the company’s 
previous quarterly peak achieved 
in the second quarter of 1957 and 
226% higher than the first quarter 
lin 1957. 

| KMOX, St. Louis radio station, 
was presented with the Air Force’s 
“Chief of Staff” award for its “ex- 
ceptional and distinguished sup- 
port of the ground observer corps 
|program, through its “Operation 
Weather Alert” program. 

The 156 newspapers which dis- 
tribute Family Weekly, Sunday 
newspaper section, gained 69,685 
copies over a year ago, up 1.7% for 
1957 over 1956. 

ABC Film Syndication’s sales for 
the first eight weeks in 1958 were 
63.6% higher than in the same 1957 
period. 

With orders totaling more than 
$12,000,000 in net revenue already 
on the books, 1958 shapes up as a 
banner year for NBC Radio, ac- 
cording to the network. The $12,- 
000,000 represents nearly three 
times the amount of business on 
the books a year ago. # 


FCC Votes on Toledo and 
Beaumont Station Rights 

The Federal Communications 
Commission has voted to override 
recommendations of hearing ex- 
aminers in cases which involve 
{television service in Beaumont, 
| Tex., and Toledo, O. 

The commission instructed its 
staff to draft a decision giving 
Channel 11, Toledo, to Community 
Broadcasting Co., a group dom- 
inated by former Congressman 
Frazier Reams, ending a seven- 
way contest. A hearing examiner 
had recommended the channel go 
to Great Lakes Broadcasting Co. 
The other decision affirmed the 
granting of Channel 6, Beaumont, 
to Beaumont Broadcasting Corp. 
The station is already in opera- 
tion, but court action had upset 
an earlier grant to Beaumont. An 
FCC examiner subsequently had 
recommended that the Enterprise 
Co, take over the station. 


CFAC Holds Ad Contest 

May 2 is the deadline for en- 
tries to be submitted in the 16th 
annual advertising awards com- 
petition sponsored by the Chicago 
Federated Advertising Club. Win- 
ners in nine classifications will 
receive their awards at a dinner 
May 28. 


more people read 


Sunday 


than any other magazine 


In SUNDAY you're never stuc 
with the cost of national 


k j \ 


circulation for regional marketing : 


operations. SUNDAY's unique 


flexibility enables you to feature 


packages, flavors or styles in 
markets offering highest 
potentials—and only in those 


markets. You're able to project 
several different brand images 


in different parts of the 
country — for the price of 
one national insertion. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 


CHICAGO e« DETROIT » LOS ANGELES e SAN FRANCISCO 
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Builders Move to 
Supply Low-Price 
Housing, Says ‘PB’ 


Cuicaco, April 22—The home 
building industry, attempting to 
muscle its own way out of a busi- 
ness slump, is gradually expanding 
into the low-price home field and 
moving away from an overbalance 
of high-price units, according to a 
survey made by Practical Builder. 

The survey shows that seven out 
of ten builders queried by the mag- 
azine indicated they are building 
more low-cost homes than they 
were a year ago. 

“This trend is particularly grati- 
fying,” said M. P. Driscoll, PB’s 
publisher, “since one of the pri- 
mary precepts of an editorial cam- 
paign we inaugurated last fall was 
urgent advice to home builders to 
cease pricing themselves out of the 
market.” 

PB pointed out that the building | 
of high-price homes is also on the 


increase, but that the lower base | 


has been broadened. 


= One reason for Practical Build- 
er’s campaign can be found in a 
statement last year by Arnold 


Chase, chief of the division of con- | 


struction statistics, U.S. Bureau of | 
Labor Statistics. 

“Last year (1956),” he said, 
“44% of the new houses were 
priced at $15,000 or more, whereas 
only 33% of the families had in- 
comes of $6,000 and up, which 
would qualify them to buy houses 
in that price class. Progress in cost 
cutting is imperative.” 

This somewhat artificially cre- 


ated housing shortage gave rise to) 


a paradoxical situation, since the 
building industry suffered a busi- 
ness slump last year. 


The Practical Builder campaign | 


was begun last fall, and the present 
recession has since thrown the 
home-building slump into sharp re- 
lief. 

The magazine’s seven-point pro-| 
gram discussed these problems: 


e “Pricing homes out of their 
market.” 


e “Failure of the industry to use 
research.” 


e “Labor problems.” 
e “FHA vs. builders.” 


“The battle with codes and. 
building officials.” 


e “Unfair zoning and excessive | 
land development costs.” 


e “Unrealistic financing and un-| 
fair credit procedures.” 


® Practical Builder said its cam-| 


paign has gained support in the in- 


dustry, and that the campaign’s 


objectives were adopted as the Na-| 
tional Assn. of Home Builders pol- 
icy statement for 1958. 


Reprints of PB articles discussing | 
the problems have been made, with | 
approximately 10,000 copies of 
each reprint sent to members of 
the industry, government leaders | 


and others. + 


Vance Joins KVOA-TV 


Fred Vance, formerly sales man- 


ager of KWTV, Oklahoma City, people it ranks with the biggest. And with more spending power per family THAT'S BIGGER THAN YOU THINK! 


has been named station manager 


of KVOA-TV, Tucson, a new po-, 


sition. 


ag 


|TV Cost Book Published {appointed William G. O’Brien su- 
An analysis of the basis of high|pervisor of the audio-visual sec- 
+¥ \tv costs and how this disadvan-| |tion of its advertising department 
i, tage can be overcome for both) land Richard Scanlon media su- 
¥ large and small budget advertis- | Ppervisor in the ad department. Mr. 
rs) jers is the subject of a brochure O’Brien has been in the ad de- 
== I available without cost from Ath-| partment since October, 1957, and 


KIDS ARE GOOD ‘erton & Currier, 420 Lexington|Mr. Scanlon has been with Scher- 


|Ave., New York. Entitled “How |ing since March, 1956. 
for Bireleys 


/You Can Use Television Econom- 

ically and Productively,” the ma- Dukane Names Taylor 

terial gives in some detail and| ££, H. Taylor has been named to 
 |with examples information on the the new position of manager of 
|manner in which the cost of tv product and market development 


| advertising can be reduced. .of Dukane Corp., St. Charles, IIl., 
jelectronics manufacturer. He for- 
Schering Boosts Two merly was sales promotion and 


Schering Corp., Bloomfield, N.J., ‘market development manager for 


ae , h nufacturer, has/ the co: 
FOR kiD$—Bireley’s division, General Foods Corp., will concentrate pharmaceuticals manufacturer, has| the commercial sound division. 


on co-op use of outdoor (featuring a new slogan), newspapers and 
radio in 1958. Young & Rubicam is the agency. Whether a's 


Somebody may ollege that it’s 
Slander, Libel, Piracy of his stuff, EMPLOYERS 


Invasion of his Privacy, Violation REINSURANCE 
CORPORATION 


Wagenknight Joins RT&B account executive and consultant PRINTED 
Frank W. Wagenknight, chem-|0n chemical processing industry | BROADCAST 

ical engineer and researcher, has | activities. He will also be in charge 

joined Richardson, Thomas &/\of the agency’s product and mar- TELECAST 


Bushman, Philadelphia agency, as|ket research department. 


of Copyright — accusing your 
Agency, Client or personnel. SO 21 W. Tenth, Kansas City, 

— have our unique Excess INSUR- Sanna ‘st 
ANCE, to cushion the claim — Chicago, 175 w Jackson 
effectively, inexpensively. a Trencisee, 100 Bush St 


| 
| 


| 
| 
| 


| 


@ You're on target when you aim at this rich market! With over two million *THE 45-COUNTY TRADING AREA 


it leads most. In Indianapolis, for example, average annual income per family 


is $6,882 . . . 20% above tWle national average, and 9th among cities of over Population: 2,029,000 
600,000. Retail sales per family, at $4,615 annually, are 6th among cities of Income: $3,430,000,000 
over 600,000.t And with 58.4% coverage of the area The Star and The News Retail Sales: $2,174,000,000 
lay down a barrage that will blast those sales loose for your products. Write Coverage: 58.4% by 


today for complete market data. The Star and The News 


+1954 Census of Business & Retail Trade + 
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Hancock Armstrong Genovese Haney Gray 

INTRAMURAL—Four prize winners in an employe arts and crafts contest 
at Gray & Rogers, Philadelphia, are shown with their entries as Je- 
rome B. Gray, founder and senior partner, presents the winning cer- 
tificates. They are Charles L. Hancock, photographic category; Herbert 


R. Armstrong, professional art; Sylvia V. Genovese, crafts, and 


“LINCOLN” AWARD—Edward J. DeGray, vp in charge of the American 

Broadcasting Co. radio network, accepts a United Negro College 

Fund “Lincoln” from Dr. Benjamin E. Mays, president of Morehouse 

College, Atlanta, for ABC’s contribution to the success of the fund 
by broadcasting “Negro College Choir.” 


Gray Evans Johnson Hayman 

M.E. M. (Liz) Haney, winner in both amateur art and sculpture cate- 
gories. At the right, Judges Edward Evans, art director of Arndt, Pres- 
ton, Chapin, Lamb & Keen; O. K. Johnson, art consultant; Robert 
Hayman, commercial photographer, and Mr. Gray study the entries 


posted in the G&R lobby. 


IN MEMORIAM—F rederic R. Gamble (right), president, 
accepts for the American Assn. of Advertising Agen- 
cies a portrait of the late Clarence Goshorn from 
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EXTENDER—Mix a package of Buis- 
man’s with a pound of coffee— 
then use only half as much coffee, 
says this ad, part of a test cam- 
paign for the Dutch flavoring im- 
ported by Fino Food Processing 
Co. Atherton Mogge Privett, Los 
Angeles, is the agency. 


William R. Baker, chairman of Benton & Bowles. 
Mr. Goshorn was chairman of B&B and of the Four 
A’s at the time he drowned in the Bahamas in 1950. 


Hepple Stolley 


ON BOARD—On an Ohio River cruise boat for the Ohio Valley Industrial Advertising 
‘Conference were Robert C. Hepple, Booz, Allen & Hamilton, Cleveland; Alex Stolley, 
Farson, Huff & Northlich, Cincinnati; Wilson H. Bent, Odirone Industrial Advertising, 
Yellow Springs, O.; Paul Van Orden, B. F. Goodrich Co., Akron; Kenneth P. Martin, Le 


Van Orden Martin 


ers. (See story on Page 28.) 


McCarthy Black 


Maire Tool & Mfg. Co., Dearborn; Phil Hume, Keelor & Stites Co., Cincinnati, general 
chairman of the meeting; Robert McCarthy, L. F. McCarthy Co., Cincinnati, and David 
Black, Cincinnati Milling Machine Co., and president of Cincinnati Industrial Advertis- 
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says H. V. MCNAMARA 


President of National Tea Co. 


7 = 


2 eT lS i = = 
~— — see? : t as > = J 
it sh ———————— 


The National Tea Co. operates more than 
900 stores from the Canadian border to the Gulf, 
and from Colorado to Ohio. 


The pleasant chatter of cash registers in over 900 National Food Stores 
tells when an advertising medium is delivering customers. 


“ " ‘ ope . : . This W rs 
According to Mr. McNamara: € € Because of its ability to deliver quick and lasting oan c 
sales impact week after week, THIS WEEK is a great vehicle for selling the 
nationally advertised products featured in our stores. 
“‘We know, from actual experience, the impact of advertising in your 
fine publication, as it is reflected, every week, in the movement of merchan- 
dise in our stores. 3 9 


Top grocery men all over the country will tell you: if sales are what you want. . . 
you want THIS WEEK at the top of your advertising schedule. 


Your advertising is read by more people in THis week MAGAZINE than in any other 
publication. 12,000,000 families read THIS WEEK every week. Your advertis- 
ing in THIS WEEK gets heavy newspaper coverage combined with high maga- 
zine readership . . . at a very low cost per thousand. THIS WEEK is today’s 
most powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun « The Birmingham News « Boston Sunday Herald « Buffalo Evening News* « The Charlotte Observer « Chicago Daily News * The Cincinnati Enquirer « Cleveland Plain Dealer « The Dallas Morning News * The Denver Post 
Des Moines Sunday Register * The Detroit News * The Houston Post « The Indianapolis Star « The Jacksonville Florida Times-Union « Los Angeles Times + The Memphis Commercial Appeal * The Miami News * The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States * New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star « The Philadelphia Sunday Bulletin « The Phoenix Arizona Republic + The Pittsburgh Press « Portiand Oregon Sunday Journal * Providence Sunday Journal 


Richmond Times-Dispatch * Rochester Democrat and Chronicle « St. Louis Globe-Democrat « The Salt Lake Tribune « San Antonio Express and Sunday News « San Francisco Chronicle « The Spokane Spokesman-Review * The Syracuse Post-Standard 
The Washington Sunday Star * The Wichita Sunday Eagle *Effective October, 1958 
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625,000 


In Minnesota, North and South Dakota, Western Wisconsin Only 4 U. S. cities* 


have newspapers with more 


pots * 
atatay a 


circulation than the 
Minneapolis Sunday Tribune 


*New York « Los Angeles - Chicago + Philadelphia 


Minneapolis Star 2nd Tribune 3 


EVENING MORNING and SUNDAY 


625,000 SUNDAY e« 495,000 DAILY 


JOHN COWLES, President ‘ 
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“Weighing and Assaying’ vs. Ideas... 


THE NATIONAL NEWSPAPER OF MARKETING 


What Creative Admen Can Do for the ‘Marketing Concept’ 
In an Age of Researchers and Market Analysts 


By Walter Weir 
Executive Vice-President 
Donahue & Coe 


Jack Paar tells the story of a man who, 
catching a late train from the city, fell 
asleep the minute he sank into his seat. 
Just as the train pulled out of the station, 
a woman in a mink coat, wearing long 
white gloves, sat down beside him and, 
peeling off her gloves, dropped one of 
them on the man’s shirt front. At one of 
the suburban stops, the man awoke and, 
in his confused state, thinking the glove 
he saw was part of his shirt, quickly 
stuffed it inside his trousers. As Paar 
finishes the story, when the woman got 
home she couldn’t find a glove and, 
when the man got home, he couldn’t find 
a suitable explanation. 

I think this story provides an excellent 
parable for those of us who earn our liv- 
ing, in one way or another, from adver- 
tising. We are all too prone to stuff words, 
dropped into our consciousness, into our 
daily conversation and, only later, try 
to find a suitable explanation for them. 


s You may recall when we were trying 
to define what we meant by “merchandis- 
ing”’—and not having too much success. 
These days the word is “marketing.” 

You read in the trade press that, within 
ten years, advertising agencies will be 
known as marketing agencies. Every- 
where today companies are appointing 
marketing directors—or vice-presidents 
in charge of marketing who, in turn, are 
appointing agencies, so that I perhaps 
should not appear to speak too slightingly 
of them. Management consultants, who 
once confined their activities largely to 
time studies, now peddle marketing 
studies. (Since we have a management 
consultant as a client, maybe I shouldn't 
mention this, either—but how careful 
can you get?) Marketing is the word of 
the hour—and, for the moment, I would 
say, has even minimized its immediate 
predecessor, research. 


After All the Research, 
the Idea Is Still King 


Dave Danforth, exec vp of BBDO, said 
just a few weeks ago, “There will never, 
in my opinion, be any question that an 
advertising agency’s primary job is still 
to create the basic theme that will sell 
a product to the consumer. Nothing in 
any agency will ever take the place of a 
good, creative idea.” 

I think I would find myself in agree- 
ment with Dave Danforth no matter 
what he said, simply beause Dave is a 
person who evokes agreement. But I find 
myself going beyond mere agreement with 
him. I find myself wanting to amplify his 
particular point of view. 


s I think one of the major anomalies of 
our times, and what could just nossibly 


Marketing, says Walter Weir, is not solely an analytical process, 
a weighing of economic factors, a determination of who are likely 
prospects and where they reside; it is an act of creative thinking. 
Where else to turn, then, than to the creative adman? The role he 
must fill and why are outlined here by creative adman Weir, in his 
usual engaging style, in a speech given to the Advertisers’ Club of 


Cincinnati in February. 


prove the greatest tragedy, is that, in this 
so-called scientific age in which we live, 
we have developed to so great a degree the 
means for accurate diagnosis without 
having shown any comparable progress 
in the cure. Maybe such progress is to 
follow. I hope so. But if it does, I wonder 
if it will come through the technique of 
science? 


= I had an earnest talk recently with a 
good and respected friend of mine who 
feels that creative work could be vastly 
improved if those who engage in it first 
agreed among themselves, as a group, on 
the basic selling argument in writing. I 
could only think of Bertrand Russell’s 
statement that, even in the most purely 
logical realms, it is insight that first ar- 
rives at what is new. It is possible that 
a great idea can be slowly assembled, 
piece by piece. I am inclined to believe it 
is more likely to spring like Athene, full- 
grown from the head of Zeus. 

Having been reared in scientific meth- 
od, my friend, I am certain, was shocked 
when I told him that, while I knew of no 
small number of successful advertising 
campaigns that had grown out of a care- 
ful and painstaking accumulation of fact, 
I was also vividly aware of as many that 
had started as a sudden inspiration around 
which a rationale was only later built. 


= What, you may be asking, does this 
have to do with today’s emphasis on 
marketing? First, of course, we must de- 
cide what marketing is. Since, in becom- 
ing marketing minded, companies gener- 
ally appoint a marketing director or a 
vp in charge of marketing over both the 
sales manager and the advertising man- 
ager, I would say that business in general 
has come to look upon what is currently 
referred to as “marketing” as the coordi- 
nation of all activities involved in selling, 
so that those activities are all directed ef- 
fectively toward the same goal. 


s And when I say all activities, I mean 
just that—from the very formula of the 
product, through its packaging, its meth- 
od of distribution, the kind and number 
of incentives offered the sales force, the 
company’s relations with its wholesalers 
or distributors, its retail outlets, the aim 
of its research activities, the extent and 
the nature of its advertising, its merchan- 


dising, the very media it employs and the 
manner in which it employs those media. 
And so on. 


Marketing Isn't Analysis 


Now in the weighing and assaying of 
these activities a great deal of scientific 
method must be brought to bear—for 
this is the means of measurement, this is 
the process of analysis. But all this weigh- 
ing and assaying, this measuring and an- 
alysis, can only provide a background for 
action, a basis for judgment. Determin- 
ing the method of distribution to be em- 
ployed, whether to employ company sales- 


men or to sell through jobbers, what to 
do about packaging or the nature of the 
product, the number and kinds of outlets 
through which to sell—all these require, 
in order to be most effective, creative 
imagination of the highest order. 

That is why I say I not only find myself 
in agreement with Dave Danforth’s state- 
ment (about an agency’s primary respon- 
sibility being the creation of ideas), I find 
myself going beyond mere agreement with 
him. 


® I believe an agency’s creative respon- 
sibilities today cover every phase of the 
selling operation. And I believe that 
marketing—the collective name applied 
to all these phases—cannot be considered 
solely as an analytical process, a weigh- 
ing of economic factors, a determination 
of who are the most likely prospects, 
where they reside, and so on. I believe it 
must be conceived much more importantly 
as an act of creative thinking—in develop- 
ing the most effective selling program, no 
matter what the particular state of the 
economy happens to be; in deciding not 


DUDLEY J. LEBLANC—who used razzle- 
dazzle merchandising and widely criti- 
cized advertising to parlay $4,000 in bor- 
rowed capital into multi-million dollar 
Hadacol (LeBlanc Corp.) in three years, 
and then saw it fall from peak sales to 
bankruptcy in six months in 1951? 

Mr. LeBlanc, who referred to himself 
as a “country boy” who once sold tobacco 
for $17.50 a week 
for George Wash- 
ington Hill and 
whose parents 
couldn’t speak Eng- 
lish, was a Louisi- 
ana state senator 
before he began 
selling tonic on a 
grand scale. When 
he left politics for 
business, he made 
the “senator” title stick (“the only state 
senator in our short knowledge,” said 
ADVERTISING AGE before the bubble broke, 
“who has made such capital of a minor 
title”). Starting Hadacol on a borrowed 
shoestring in Lafayette, La., in 1948, Mr. 
LeBlanc soon was building sales in the 
South. 

He dreamed up promotions such as a 
$250,000 Hadacol Caravan to tour 50 
cities, putting on shows with nationally 
known entertainers and delivering “$1,- 


Dudley LeBlanc 


What They're Doing Today 


WHAT'S BECOME OF ... 


000,000 worth of Hadacol” on the way. By 
April, 1951, profits soared to $3,594,000 on 
sales of $25,000,000 in 15 months. Then 
trouble began: 


s In Chicago the American Medical Assn. 
cited Hadacol as a user of misleading 
ads; in suburban Northbrook the mayor 
banned its sale except by licensed liquor 
dealers, asserting that “teen-agers can get 
plastered on Hadacol—it’s 24 proof.” 
ADVERTISING AGE rapped advertising or- 
ganizations for giving Mr. LeBlanc a 
platform to expound his methods of ad- 
vertising to “a gullible public.” Second 
quarter sales dropped abruptly for a 
net loss of $1,850,000. In August Mr. Le- 
Blanc sold the company for $8,000,000 
($250,000 cash, the remainder profit- 
sharing and other arrangements). Six 
weeks later, as the Federal Trade Com- 
mission slapped charges of false adver- 
tising on Mr. LeBlanc and the company; 
it went bankrupt, owing millions to 6,000 
creditors. Reorganized and policies 
changed, the company continues under 
new management. 

Mr. LeBlanc today heads the LeBlanc 
Medicine Co., Lafayette, which sells 


Kary-On tonic primarily in Louisiana. He 
uses a small office adjoining the Hadacol 
plant, but there is no connection. Towns- 
people observe he “seems to live the life 
of Riley.” # 
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just who the most likely prospects are, 
and where they live, but how to reach 
them most effectively. 


® Acquaintance with and experience in 
all these areas are valuable, to be sure. 
But of much greater value is the creative 
imagination required to cope with them 
most successfully. And this, because mar- 
keting is so practical and scientific and 
hypnotic a word, we are all too likely to 
overlook. For how are we to weigh cre- 
ative imagination? How are we to tell 
how good it is, how reliable? 

It is so much easier to look back on ex- 
perience than to look forward to still un- 
measurable performance in arriving at 
somie conclusion concerning the value of 
an idea or, for that matter, of a man, or 
of a service organization. As a result, we 
find ourselves today in an era of speciali- 
zation in which, as the story goes, if we 
have a cake mix with powdered egg in it 


to advertise, we must find people who . 


have had specific experience in writing 
about or merchandising or even buying 
premiums for other cake mixes with pow- 
dered egg. 

And, as an advertiser, if we have a 
need for something fresh and new in 
automobile advertising, we start by set- 
ting a limit on the minimum amount of 
billing an agency must have and con- 
clude by deciding that it must also have 
had experience in the automotive field— 
regardless of whether that experience was 
good or bad. 


®# I use automobiles and cake mixes only 
as examples. I am sure you all realize 
that, today, even if you sell bird seed, 
you look for a writer, or an art director, 
or an agency that has had experience in 
the bird seed field. The quality of the 
agency’s or the individual’s creative imag- 
ination you seldom take into considera- 
tion. The first question you ask is, “Have 
you had experience in our field?” 

Actually, this is probably one of the 
most misleading questions you could ask. 
For if either the person or the agency has 
had experience in the field, and is now 
available, it is more than likely that the 
experience plus the availability is due to 
the person’s or the agency’s having been 
fired because of creative incompetence or 
some other undesirable factor. 


Our Lingo Attracts Us 


In either case, one thing the experience 
brings, of course, is a comfortable and re- 
assuring knowledge of the particular jar- 
gon used in the bird seed field, so that 
the impression is given that the person 
speaking really knows what he is talking 
about. (And frequently he is speaking 
strictly for the birds.) 

It’s surprising how prone we -are to 
cotton to somebody who speaks our lan- 
guage—or interests. If you are in Paris 
and are from Cincinnati and by chance 
come upon somebody in a bar or a bistro 
who is also from Cincinnati, the odds are 
you will take that person to your bosom— 
even though you are surrounded by 
hundreds of Parisians who may be con- 
siderably brighter and much more inter- 
esting. (And who, just possibly, might 
like to take you to their bosom.) 

I have been asked by many job appli- 
cants, when I question them about their 
background, why agencies look for per- 
sons with particular experience, and I 
can only reply that it is because, despite 
our fantastic scientific and material ad- 
vances, we live in a most fearful period 
in which, having lost all faith in medicine 
men, we seek the assurance of so-called 
experts—largely medicine men who have 
discovered the saleability of esoteric 
jargon. 

Similarly, if one wants to make any 
impression at all these days, he talks 
about marketing. I’ve been in this business 
now for almost 30 years and there is lit- 
tle that a conscientious advertising agency 
does for its clients currently that it didn’t 
do when I hit my first agency typewriter 


key. 

We have new names and new tech- 
niques—like motivation research. But, es- 
sentially, we are still concerned with the 
same thing—arriving at the clearest and 
most persuasive call to come buy our 
merchandise that we can devise. And, in 
this respect, while we have more research 
to guide us, we have still only the creative 
skill of the human intellect to call on for 
the realization of our aims. 


® We can call it marketing, if we wish, 
but let’s not forget that, spearheading all 
the activities involved in moving a prod- 
uct toward its ultimate use, is the com- 
munication, the idea, the creative stuff of 
advertising. You can pick the wrong me- 
dia and, if the idea is right, it will still 
make itself felt. But if you put a third-rate 
idea in a first-class schedule, you will get 
only third-rate results. And the same 
thing happens when you couple a third 
or fourth-rate idea with first-class distri- 
bution or first-class anything else. There’s 
only one thing that will kill a first-class 
idea, and that’s a second-rate product. 

I want to inject something here. I had 
a most stimulating evening on the train 
last night with Gil Lea of McCall’s. Mc- 
Call’s, let me explain, is a client of mine. 
So Gil and I came out on the same train 
in order to practice what we preach. Be- 
sides, it’s cheaper with two in a room. 
Anyway, I was telling Gil of a lunch I 
had had with Charley Lipscomb of the 
Bureau of Advertising just the previous 
day. We were discussing media and we 
both agreed that advertisers and agencies 
got off the road somewhere in their anal- 
ysis of media and their tendency to re- 
gard them as being in competition with 
one another. 


Starting at Wrong End 


We agreed that, in selecting media, ad- 
vertisers start at the wrong end when 
they ask for comparative costs in order 
to arrive at what they consider to be the 
“best” media buy—since no medium is 
any better than the use made of it, re- 
gardless of its price to the purchaser. In 
fact, we agreed that media cannot intelli- 
gently be chosen until after some decision 
is made on the advertising idea. For the 
purpose of the media is not just to reach 
people, but to take an idea—a selling 
message—forcefully to them. 

And some ideas, like Harry and Bert, 
are better suited to tv, for example, than 
to, say, newspapers; just as some are bet- 
ter suited to magazines than to tv—such 
as “Modess, because .. .” And this goes 
for differences in the same medium de- 
spite cost per thousand, one way or the 
other. An idea that might go great guns in 
McCall's could lay an egg in Life—or vice 
versa, my client notwithstanding. 


® This, in my opinion, is using media as 
an integrated part of the over-all mar- 
keting plan and not selecting them as if 
the job were that of the accounting de- 
partment rather than of the agency space 
or time buying department. If the mar- 
keting concept has anything to contribute 
it is undoubtedly in convincing customar- 
ily production and dollar minded manage- 
ment that all things, all activities, must 
be conceived of in terms of the ultimate 
sale and must be designed or directed 
toward that end. 

A manufacturer today cannot afford 
to turn out a product blindly and then 
expect an advertising agency to sell it 
for him by trying to inject into the adver- 
tising whatever it is the product lacks. 
Unfortunately, this does occasionally hap- 
pen, and a certain widely publicized car 
presents one of the most glaring and 
tragic examples of that fact. 


® Marketing, then, is not a technique so 
much as a catching up with what com- 
mon sense has been saying is essential 
for so many years. Its principal advantage 
has been, I think, that it has proved a 
painless way to convince management 
that it is responsible, first, not to its stock- 
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The Creative Man’‘s Corner... 


It's Superlative | 
NEW FAB WASHES CLOTHES 
CLEANER, WHITER, BRIGHTER, 


MORE LASTINGLY ODOR-FREE 
than any other washday product in the world ! 


No wonder New FAB is approved and recommended by 


during World War II. 


be eliminated. 


so little genuine thought. + 


the nation’s leading manufacturers of fabrics and clothing! | ‘ 


Soap and detergent advertising reminds us of the atomic arms race. First 
we get nuclear fission, then we get nuclear fusion. A modern hydrogen bomb, 
we are told, is equivalent in destructive power to all the bombs dropped 


Well, the claims of the soapers have certainly reached the point where 
they are beginning to equal all the superlatives employed over the past 25 
years. New Fab, for example, “washes clothes cleaner, whiter, brighter, more 
lastingly odor-free than any other washday product in the world.” First thing 
you know, P&G will be countering with a claim that one of its products washes 
clothes so clean you can eliminate every other laundering. And before long, 
Lever will claim that one of its products eliminates washing altogether. This 
will be the milennium, and not just because washing will be eliminated 
altogether, but because, when it is, inane, insane advertising like this will also 


Frankly, we are a little bit frightened when we stop to think that the 
soapers not only pump up their advertising claims to the bursting point, but 
pump up their advertising budgets with millions of inflated dollars—to the 
point where this flood of big-bubbled insubstantiality threatens, in our opinion, 
to blow up and destroy every last bit of belief in the written or spoken 
word. We consider it tragic that so much money should be spent to convey 


holders, but to its consumers; that, in or- 
der to make a profit, it must first make 
a sale; and that, in paying dividends, in- 
vestment in plant and equipment is far 
less important than investment in what 
creates sales—product research, market 
research, sales and advertising brains, 
and advertising itself. 

I am still astounded at the manner in 
which business seems to create its own 
hard times—first, by convincing itself 
that times are going to be bad and then 
by taking every step it can possibly take 
to make them bad: cutting down produc- 
tion, reducing the advertising appropria- 
tion. I have said many times to myself 
that I am in a business in which you can’t 
possibly win. For, when times are good, 
advertisers say they don’t have to adver- 
tise. And, when times are bad, they say 
they can’t afford to. 

Just as business men today—Democrat 
or Republican—look to the federal gov- 
ernment to stimulate the economy by 
pouring tax money into it when they 
themselves are reducing their expendi- 
tures in all directions, so I find myself 


thanking chiefly the internal revenue bu- 
reau for giving many business men their 
principal incentive to advertise: that it 
costs them only 48¢ on the dollar. But 
what an unrealisitic reason for adver- 
tising. 


® I realize, as I say this, that I may ap- 
pear to be wandering from the central 
theme of my topic. Yet investment, and 
the reason why it is made, is also part of 
the marketing concept. And it is just pos- 
sible that if business management takes 
the current craze for marketing seriously 
enough, it may eventually come to the re- 
alization that it makes far more sense, in 
times like these, to spend than to retrench. 

Until business arrives at this conclu- 
sion, no matter now much of a free- 
enterpriser you happen to be, you can 
thank your lucky stars that the federal 
government is more voter-minded than 
business is customer-minded. And that, 
when business, out of what it calls pru- 
dence, is unwilling to bolster the economy, 
government is there to fill the gap. This, 
too, has become part of our marketing 
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Maurice Parker, Chairman of The Board of Wilson Brothers and The Enro Shirt Company, Inc. 


“We have just completed a major change in the concept of operation of Wilson 
Brothers whereby its operations were integrated with that of its wholly-owned 
subsidiary, The Enro Shirt Company, Inc. The consolidation of offices and the 
selection of a base of operations was of primary importance. After extensive 
surveys we selected Louisville for our executive offices and our base point for 
manufacturing, warehousing and shipping. Our confidence in Louisville for 
future development has already been justified and is best evidenced by the 


fact that we are rapidly developing plans for more modern and substantially 
larger facilities.” 
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LOVISVIL 


A Midwestern Industrial Market 


in the Ohio River Valley— 


The Ruhr of America 


where one Daily Newspaper Combination 


reaches 99% of the People. F 


ALL im * = worRtH#H! 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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process. 

As advertising men, we are perhaps 
more conscious and aware of this than 
most people. For we are closest to the 
consumer. It is we who must endeavor, 
more than anyone else, to understand him, 
to learn why he buys and what he is look- 
ing for. It is we who, therefore, are most 
keenly aware that prosperity occurs—not 
when people have plenty of money to buy 
—but when they are willing and want to 
spend that money, and that the amount of 
money they have available to spend comes 
principally from their very act of buying. 
This is the heart of the economy. This is 
what keeps money in circulation, as the 
heart keeps the blood in circulation. 

The marketing concept, with all activ- 
ities in which a business engages concen- 
trated on the stimulation of the consum- 


er’s urge to buy, is not a new concept. It 
is something we as advertising people 
have known for a long time. It is new 
principally to those who have felt that 
production for its own sake, or investment 
without relation to sales, were profit- 
making activities. 

And we who have toiled at creating the 
essential bridge of communication be- 
tween manufacturer and consumer, we 
who have long realized that no sale takes 
place until the consumer’s mind has been 
moved, we of all people are qualified to 
define what is meant by “marketing”— 
and not only to spearhead it but to guide 
it. For we of all people have, out of the 
very nature of our profession, been ines- 
capably “consumer-minded.” And this is 
the very essence of the new orientation 
which we call marketing. + ~ 


Mail Order and Direct Mail Advertising ... 


Does Your Direct Mail Live Up 
to These Standards? 


By Elon G. Borton 

Direct mail generally is clean, decent 
and honest. But there are exceptions, 
sometimes through intent, but in most 
cases through carelessness or ignorance. 
And direct mail as an industry cannot af- 
ford any such lapses— 
it cannot afford such 
occasions for irritation 
and criticism by the 
public. 

The Direct Mail Ad- 
vertising Assn. realizes 
this problem. In 1953, 
it appointed a stand- 
ards and practices com- 
mittee headed by Jess 
S. Roberts of Atlanta. I 
had the privilege of meeting with that 
committee as it drew up a code of ethics 
and secured its incorporation in the con- 
stitution and by-laws of DMAA as a re- 
quirement for membership. Now Mr. 
Roberts is urging an increased effort to 
implement that code by both DMAA 
members and others. 

The code is divided into two parts: 
general standards of practice and specif- 
ic standards of practice. The first has six 


Elon G. Borton 


parts: 

1. We’ll be service minded. 

2. Our statements and promises will 
be clear and understandable. 

3. We'll be honest. 

4. We'll be decent. 

5. We'll be businesslike. 

6. We'll reach, or exceed, specific stand- 
ards of practice established by DMAA 
membership. 

The five specific standards of practice 
are naturally efforts to put the general 
standards into more definite words. They 
are: 

1. Members will make their offer clear; 
avoid misrepresentation of an offer, prod- 
uct, or service; will not use ambiguous 
statements. 

2. They will return money promptly 
upon receipt of merchandise returned be- 
cause of misrepresentation. 

3. They will not make vulgar, immoral 
or offensive mailings. 

4. They will not use the mails to pro- 
mote the sale of gambling devices, porno- 
graphic material, or other matter not 
acceptable for mailing on moral grounds. 

5. They will not mail unordered mer- 
chandise for which payment is requested. 


Looking at Radio and Television ... 


The Deal: Business Boomerang 


By the Eye and Ear Man 

One of the crying needs in the televi- 
sion business is a consistent policy with 
respect to pricing, options, and deals. 
This is sometimes referred to as a “most 
favored nation” clause or a “last deal in” 
policy. 

The most common violators of good 
business principles are surprisingly 
enough the members of top management 
on the client and network or station lev- 
el. A call comes in for an important col- 
league to the network or station boss and 
the conversation goes something like this: 

“Hey, Joe.” 

“Yeah, Pete.” 

“Whatsa matter with that joint you 
run?” 

“Whadaya mean?” 

“] just tried to buy a little tv and 
whatya think them guys wanta charge 
me?” 

“What?” 

“Eighty grand a half-hour show.” (Or 
two grand a spot, if this little story was 


about a station.) 

“Whatsa matter with that?” 

“Whadaya think I’m runnin’ here, a 
charity?” 

“We gotta make a profit, don’t we?” 

“Sure but not a hunert per cent.” 

“Okay, wadya want me to do?” 

“Gimme a deal.” 

“How much?” 

“Gimme ten shows for $500 grand.” 

“C’mon, Joe.” 

“Take it or leave it.” 

“T gotta talk to the boys.” ; 

“Talk to the boys—I thought you ran 
the joint.” 

“Téa, wat...” 

“Take it or leave it.” 

“Make it 650.” 

“Okay.” 

“You gotta deal—and, say, Pete...” 

“Yeah?” 

“Keep it quiet—no blabbin’ at the 
club, hey?” 

“You know me, buddy boy, a clam.” 

“I don’t want every joker in town 


after me for this kinda deal—right?” 
“Right—best to the wife and delin- 
quents.” 
“Same to you. See you at the smoker.” 
“Okay, pal.” 


® Now at this point, the old clam begins 
bragging about his great deal. Not only at 
the club, but all over town. Then the 
regular channel boys begin asking the 
salesmen for an equivalent deal and the 
poor chaps have never heard of the first 
deal. Soon the word gets out that Joe is 
the guy to see for the deal and he never 
can set up an organization again. 

These conversations take place on the 
beach in Florida, in the steam room at 
the club, at the bar of a high-priced res- 
taurant, or at a poker game. The deal 
boys are always the ones who complain 
the loudest, demand the most, and usu- 
ally run small businesses on the border 
of success or failure. 

The end result is devastating. Whether 
it is a station that deals on spot pack- 
ages, or a network that gives a little of 
this and a little of that, it is tough on 
the true-bluers who stick to the rate 
cards as though they were put out by 
serious thinkers. 

They either look like dopes to their 
managements or they have to get the 
same kind of deal that Pete got, which 
by now was liberally reported in the 
trade papers with interviews supplied by 
the old clam himself. 


= There is no secret in the television 
business. Even the guy who got the deal 
has to tell his agency, who promptly re- 
ports it to all its other clients. Or the net- 
work salesman gets a memorandum from 


Employe Communications... 


Joe about the deal and he immediately 
assumes his other accounts can wheel 
and deal a little. 

Once the dirty deed is out, the network 
or station has to revise its rates accord- 
ingly or face a group of disgruntled buy- 
ers who threaten to take their business 
elsewhere. And, now that Pete knows 
that the other guys have got “his deal,” 
as the pace-setter, he is bound and de- 
termined to get a still better one. 

The network or station official who 
falls for this line of flattery is a sucker. 
The con man is simply appealing to his 
vanity by implying that he really doesn’t 
run the works. The end result is the 
same as investing in a phony uranium 
mine. 


s Why, then, does the executive fall for 
this line? Because he has to prove he is 
a man regardless of the consequences. 
Well, now the time has come when the 
net profit is more important than vanity. 
Supply and demand will, of course, dic- 
tate special adjustments from time to 
time, but they should be for all comers— 
not just for old buddies. 

Too many of these irresponsible deals 
are being made now that free periods 
have opened up on television. + 


Trends in Employe Annual Reports 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Along with the management newslet- 
ter for employes, the employe annual re- 
port has been growing steadily in man- 
agement favor. The authors of this col- 
umn for the past four years have con- 
ducted a nationwide contest to determine 
the best reports, and as the fifth annual 
contest shapes up, considerable interest 
attaches to the question: “Is manage- 
ment going to report a lean year, after 
the years of plenty?” 

Early indications suggest that it will. 
Granted it’s a lot easier to describe a 
rosy economic situation than to paint a 
gray one, but there is a feeling among 
communications men generally that there 
was never a better time than this to talk 
the economic facts of life. As one vet- 
eran in the craft recently put it, “Now 
we've got visual aids.” 


= Management has been hinting for 
some time at the dire penalties of low 
quality and critical customer reaction. 
After a year of veiled threats, the com- 
pany generally wound up with a healthy 
balance sheet which made the officials 
look like’ poor prophets. Today manage- 


‘ment need only nod in the direction of 


plants that have shut down, at the 
queues of the unemployed. “Sales hit 
new high; earnings decline” is a stock 
headline. 

Employe reports issued thus far reveal 
that managements are talking business 
declines with a mew candor. They are 
not dumping all the responsibility for 
tightened times at the door of mounting 
labor costs, but some of the load is left 
there. The reports are suggesting that 
it’s high time the water was squeezed 


out of plant productivity, that shop work- 
ers must help revive the economy too. 

Four danger signals in employe report- 
ing were posted last year, and they might 
be helpful for 1957 report authors to ob- 
serve: (1) Reports tend to be too skimpy, 
to provide only the bare essentials of a 
year’s activity; (2) reports are too often 
gimmick-burdened—they bury the report 
story under devices; (3) reports are 
needlessly wordy, expending their ener- 
gies in extolling the free enterprise sys- 
tem instead of answering the direct ques- 
tion, “How did we do?”; (4) reports which 
sought to appeal to the stockholder and 
employe group alike wound up appeal- 
ing only to stockholders; the report failed 
to “get through” to employes. 


# Are employe reports for 1957 going to 
be colorful and costly? Actually most 
such reports over the years have heen 
neither, for logical and proper reasons, 
and there is little evidence that compa- 
nies in these times are going to invest 
heavily in employe reports. Even in good 
times, critics agree, an elaborate em- 
ploye report stirs up unfavorable com- 
ment from the expenditure-conscious 
folks in the shop. This is no hour for 
splendor. 

About half the employe reports issued 
last year were in the form of special 
publications devoted entirely to the report. 
Probably 40% were produced as issues of 
employe publications or as sections there- 
of. The remainder took the form of bul- 
letin board reports, moving pictures and 
slide films. 

Whatever the medium, the authors of 
employe reports appear to be saying to 
themselves, “This is the year to build the 
team. We’ve been talking teamwork for a 
long time. Perhaps now we can make it 
something more than a catch-phrase.” # 
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THE NEW YORK TIMES WEEKDAY CIRCULATION .. . show- 


ing a consistent, year-by-year increase, is now at a record 


high average of 633,106, up 92,019 in 5 years. 
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THE NEW YORK TIMES SUNDAY CIRCULATION .. . a signi- 
ficant indication of the trend in the nation’s No. 1 market, 
now averages 1,291,134, a 5-year gain of 109,119. 
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THE TIMES WEEKDAY SUBURBAN CIRCULATION. .. sparked 


by growing home delivery demand, stands at an all-time 
top average of 158,902, up 49% since 1953. 
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THE TIMES SUNDAY SUBURBAN CIRCULATION... reflecting 
the all-round growth of The Times, now averages 309,074 


with 73,985 added since 1953. 
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Salesense in Advertising ... 


How to Create Favorable Brand Images 


By James D. Woolf 

It seems to me that there exists consid- 
erable misunderstanding concerning how 
favorable brand or corporate “images” are 
created. The assumption, at least in some 
quarters, appears to be that the most ef- 
fective concepts to this 
end are off-beat, left- 
field devices, unique, 
exotic. Thus, not al- 
ways but very often, 
discussions of the art 
of imagery point with 
pride to such gimmick: 
as Ogilvy’s one-eyed 
Baron Wrangel and the 
bewhiskered Com- 
mander Whitehead, to 
Burnett’s tattooed he-man, and to gents 
encased in suits of armor. 

I have no quarrel with these distin- 
guished knights as symbols of elegance 
and snobbery. Unquestionably they have 
done a good selling job for the products 
involved. But I do have a quarrel with 
the notion that such anomalistic devices 
are necessarily the one and only way to 
achieve a valuable image for a brand or a 
corporate name. 


Lary adi" agi a 


James D. Woolf 


= I say that any attractive and credible 
claim of virtue on behalf of a given prod- 
uct (even a nuts-and-bolts selling point) 
contributes to a favorable brand image. I 
say further that the reason-why advertis- 
ing produced by the controversial Claude 
Hopkins created appealing brand imagery. 

Take, for example, his famous Schlitz 
campaign which dramatized the fact that 
the Schlitz bottles, before being filled, 
were washed with live steam. This live- 
steam concept connotes to me a scrupu- 
lously clean and sanitary brewery that 
jealously guards the fine flavor of its beer 
in hospital-clean bottles. It suggests to me 
that the brewer is a proud man in love 
with the quality of his product. It paints, 
in the words of Webster, “‘a picture drawn 
by the fancy, a conception; idea.” “Washed 
with live steam” is a hard-sell product 
fact, but it is, notwithstanding, a persua- 
sive image-maker. The campaign, I be- 


lieve, was enormously successful. 
Certainly nobody could possibly con- 
tend that Campbell’s soups do not enjoy 
an almost priceless brand image. The con- 
suming public has an image, I am sure, 
of soups that are pure, nutritious, delic- 
ious, and abundantly worth their modest 


Have you had your soup today? 


ee 


SOUP — Campdell. of course ! 


PRICELESS IMAGE—Certainly nobody could 

possibly contend that Campbell’s soups 

do not enjoy an almost priceless brand 

image. Yet Campbell’s advertising has al- 

ways been along conventional, on-beat 
lines. 


So moe @ day... every day 


There are some valves that Crane doesnt make 


but Crane makes more valves 


than anyone else 


i 


CRANE VALVES | 


WHAT'S THE IMAGE?—Crane Co. makes Crane 
preferred plumbing and Crane quality 
heating equipment. The image created by 
the gimmick in this two-color page has no 
connotation of quality and leadership to 
me. Sure it’s an eye-catcher—but so what? 


retail price. Yet Campbell’s advertising 
has always been along conventional lines 
and has never, as far back as I can re- 
member, used the sort of exotic, off-beat 
gimmicks that today are so revered by 
practitioners of the art of imagery. Ditto 
for General Mills and Betty Crocker. Ditto 
for Kraft Foods Co. Ditto for Budweiser 
beer. Ditto for General Electric and 
Du Pont. Ditto for Kroehler, leader in the 
furniture field. 


® Reason-why copy, so called, is under 
constant attack by the “image’’ boys. Ac- 
tually, it is reasons-why that create per- 
sudsive images. The reason may be an 
emotional one, or it may be a hard-sell 
fact about the product, or it may be a 
combination of both. No matter. Unless 
the consumer believes something good 
about the product or the company that 
makes it, he cannot possibly hold favor- 
able thoughts about it. If the gimmicks 
used are not clearly symbols of something 
that connotes quality and value, they can- 
not contribute very much, in my opinion, 
to an attractive brand or corporate image. 


WHAT IS IT?—An exponent of the off-beat 
philosophy tells me this Dunbar ad is a 
fine example of the art of imagery at its 
best. Perhaps so, but I wouldn’t know. It 
looks pretty silly and totally without 
meaning to me, but I could be wrong. 


Noturolly rom 


CRACKER BARREL, BRAND 65 0 mee om as prom amare 


WONDERFUL IMAGE—This captivating color 
page uses no gimmicks or off-beat image- 
makers, but it surely creates a beautiful 
image just the same. When an ad makes 
the reader believe something good about 
the product, or the company that makes 
it, a favorable image has been created. 


What They Were Saying 25 Years Ago... 


President Franklin D. Roosevelt, com- 
menting on a bill he offered to Congress, 
prohibiting advertising of securities in any 
interstate medium until detailed informa- 
tion had been filed with the Federal Trade 
Commission (AA, April 1, 1933): 

“This bill puts the burden of telling the 
whole truth on the seller. It should give 
impetus to honest dealing in securities and 
thereby bring back public confidence. The 
purpose of the legislation is to protect the 
public with the least possible interference 
to honest business.” 


J. J. Hartigan, vp of Campbell-Ewald, 
Detroit, in a letter to the editor (AA, April 
1, 1933): 

“I believe there are several reasons that 
are keeping advertisers from using roto- 
gravure sections to a larger degree. 

“The first is the differential over the 
black and white rate. As your editorial 


stated, this ranges from 20 to 200%. 

“The second point, at least from our 
standpoint, is the closing date. Closing 
dates vary from ten days to six weeks. 
One of the reasons for using newspaper 
space is the flexibility and the importance 
we attach to changing schedules upon a 
day’s netice.” 


W. Paul Jones, manager of advertising 
and sales promotion of Servel Sales, in an 
announcement of a new policy requiring 
every wholesale distributor to maintain 
his own retail outlet as well as selling 
wholesale, because some wholesalers “had 
not been giving enough sales help” to re- 
tail dealers (AA, April 1, 1933): 

“We do not infer that this is a general 
condition with all companies or distribu- 
tors. However, the new policy insures cov- 
erage of every important city in the coun- 
try with a retail organization comprised 


Advertising Age, April 28, 1958 


ROSEMARY CLOONEY, ste of “THE LUX SHOW. 
we fru wry Thurede oor NOC 


Naas oJ 


gentle, so gentle, so gentle to you 


softer and smoother your skin will be, too 

THATS THE BEAUTY 
Setar OF _ OF LUX 
~ our a wo vtet ywood Stare depe rc * lew 

AURA OF QUALITY—To be appreciated, this 
page must be seen in its original full color. 
The total effect is one of quality and beau- 
ty, and what better way is there to create 

a desirable image? 


~~ a, 


Opportunity knocks... 
als knit socks... your ship 
dowks ... life takes om an added 
who smokes 
a Dutch Masters Brighten your 


low for the man 


world with thie supremely fine 
superbly mild cigar 
In seven sizes [rom 


2 for only 2 to Bie each 
The Fine 


Dutch Masters 
‘ Ouar 
IMAGE-MAKER?—Does the gimmick picture 
in this Dutch Masters ad subtly connote 
quality, insidiously suggest a “supremely 
fine, superbly mild cigar’? Does it sur- 
round the cigar with an aura of elegance 


and distinction? Your guess is as good as 
mine, but I doubt it. 


- 


wholly of men trained in retail selling and 
enjoying the benefit of the longest possi- 
ble profit margin on which to deal in high- 
ly competitive markets.” 


A classified ad in Advertising Age, sev- 
eral weeks before the sale of beer was 
legalized (AA, March 25, 1933): 

“Beer! Beer! Beer! Accurate list just 
compiled 2,100 brewers and bottlers. $12. 
Interlocking List Co. 310 Lakeside Ave., 
Cleveland, O.” 


A classified ad in Detroit newspapers 
the same week (AA, March 25, 1933): 

“Old Time Saloon Keeper—German 
type, weight 250 pounds, mustache. Must 
understand serving, cooling. One of the 
old-time boys.” 
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bors want to know about Modern 
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they ask Jerry Ganz ior scranrov, pa) 
who reads MECHANIX ILLUSTRATED 


As neighbors watched Jerry Ganz re- 
model his old house . . . removing and 
relocating interior walls, installing new 
plumbing and heating, adding new 
flooring and windows .. . they realized 
that here was no ordinary “do-it-your- 
self” man. 


For Mr. Ganz, this extensive modernizing job was more than a 
home improvement project. A former sales engineer and gradu- 
ate of Long Island University, he had taken his savings and em- 
barked on a career closer to his own interests—contracting. And the 
renovation of his own home was his first advertisement. 


Starting his project in January, 1956, Mr. Ganz had won his 
neighbors’ interest and confidence to the extent that by April he 
had been awarded two jobs by them. By the time his own home 
was completed in October, he had other jobs, and two men on his 
payroll. Today he has four regular employees and an established 
reputation for dependable work. 


Sources: Starch Consumer Magazine Report, June, 1957 
MECHANIX ILLUSTRATED ‘Do-it-Yourself’ Survey, 1957 
Publishers’ Statement to ABC, December 31, 1957 


This, perhaps, makes Mr. Ganz unique among M. I. readers. 
Most of our more than 1,500,000 male readers—professional men, 
skilled craftsmen and operatives—would not give up their present 
jobs to become building contractors. With them “do-it-yourself” 
is an avocation, but they do have the know-how and desire to build 
things with tools and materials. 


Most of them have home workshops, power and hand tools and 
plan to purchase more. All of them are responsive to questions 
from friends and neighbors about the best ways to make things. 
They are anxious to help. They purchase products advertised in 
MECHANIX ILLUSTRATED-~—their favorite “how-to-do” maga- 
zine. And they advise others to buy M. I. advertised products. 
They're likely to do that for yours if you advertise 
in MECHANIX ILLUSTRATED. 


MECHANTEIX ; 
ILLUSTRATED & 


THE HOW-TO-DO MAGAZINE <See 

A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO + MIAMI 
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HAPPY EATING—Wheat Flour Institute, Chicago, is 
again sponsoring National Sandwich Month, August, 
and has provided promotion kits to chain and inde- 
pendent grocers, to food processors and manufactur- 


posters made available for what the institute says 
is, “year by year, the biggest promotion in the foods 
business.” 


As always, KDKA reaches 
and sells the growing suburbs 
as no other medium can. 


RADIO 


KDEA WV prirrssurcs 


50,000 WATTS + CLEAR CHANNEL « Represented by PGW 


O@@O westINGHOUSE BROADCASTING COMPANY, INC. 


ers and to bakers and millers. Here are two of the p 
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Sales of Chain Stores 

March % Gain 3 Months % Gain 
1958 1957 or Loss 1957 or Losss 

Food Chains 
Colonial Stores ....$ 34,863,383 $ 33,375,379 + 4.4 $ 102,910,848 $ 98,432,089 + 4.5 
Grand Union ...... 34,259,818 30,637,842 +11.8 -— 
Kroger Co. ........ 136,081,844 124,560,354 + 9.2 407,484,775 367,648,982 +108 
National Tea ......... 58,556,491 48,358,179 +21.1 175,242,410 143,361,026 +22.2 
EE 6 dita de 5 ks 166,765,974 156,953,085 + 6.3 491,352,852 467,452,854 + 5.1 

Group Total ..§ 430,527,510 $ 393,884,839 + 9.3 $1,176,990,885 $1,076,894,951 + 9.3 
Mail Order 
©Montgomery Ward . 71,468,299 70,028,334 + 2.1 126,589,186 125,610,861 + 0.8 
ss | 11,095,600 9,696,630 +14.4 24,233,676 21,837,313 +11.0 

Group Total $ 82,563,899 $ 79,724,964 + 3.6 $ 150,822,862 $ 147,448,174 + 2.3 
Drug Chains 
ES 5,730,637 5,353,796 + 7.0 16,520,705 15,421,358 + 7.1 
ee 20,634,884 18,895,948 + 9.2 59,414,914 53,229,523 +11.6 

Group Total ....$ 26,365,521 $ 24,249,744 + 8.7 $ 75,935,619 $ 68,650,881 +10.6 
Vartely and Wisssemsems —i—(‘“‘™C‘iCi‘*C*(*C*t*‘“(‘#SC#C@N”#WNC#§#N C4 pete ces cr ccvcces 
“Bond Stores ...... 6,252,071 5,547,311 412.7 58,758,034 62,264,277 — 5.6 
Butler Bros. ....... 12,078,950 9,837,033 +22.8 35,071,586 29,198,225 +20.1 
Diana Stores 3,032,001 2,853,581 4+ 6.3 24,080,205 24,076,724 —— 
Edison Bros. ...... 9,123,901 7,389,899 +23.5 20,054,497 18,138,688 +10.6 
Fishman, M. H. .... 991,567 943,482 + 5.1 2,477,202 2,382,574 + 4.0 
Franklin Stores ... 3,254,056 2,894,501 412.4 29,976,910 28,150,473 + 6.5 
 * * ae 28,390,184 27,906,253 + 1.7 69,068,250 69,492,789 — 0.6 
*Grayson-Robinson . . 3,212,660 2,824,941 +13.7 27,899,565 27,117,942 + 2.9 
. -— ee 7,629,449 7,801,462 — 2.2 13,382,203 14,206,745 — 5.8 
Hartfield Stores ... 1,527,273 1,410,395 + 8.3 2,596,087 2,566,546 + 1.2 
Interstate Dept. 

DEE shksevencee 4,680,008 4,662,328 + 0.4 7,937,111 8,327,991 — 4.7 
Kinney, G. R. .... 5,540,000 4,052,000 + 36.7 11,657,000 9,168,000 +27.1 
, 3 ae 26,741,707 25,663,584 + 4.2 70,351,434 68,970,043 + 2.0 
9 Saar 10,274,806 11,326,779 — 9.3 600, 31,924,308 —10.4 
Lane Bryant Inc. .. 6,919,440 6,468,268 + 7.0 16,096,719 15,913,583 + 1.2 
Lerner Stores .... 13,896,476 11,913,848 +16.6 22,096,022 20,841,379 + 6.0 
4Mangle Stores .... 4,226,471 3,618,859 +16.8 5,878,068 5,417,453 + 8.5 
McCrory Stores .... 7,634,055 7,683,588 — 0.6 20,587,149 21,566,727 — 4.5 
McLellan Stores .... 3,987,679 4,021,487 — 0.8 7,171,526 7,484,771 — 4.2 
Melville Stores .... 9,221,303 7,438,330 424.0 22,405,460 21,334,767 + 5.0 
©Mercantile Stores Inc. 11,184,000 10,570,000 + 5.8 19,270,000 19,259,000 + 0.1 
Murphy, G. C. ..... 13,785,501 14,232,615 — 3.2 36,183,971 37,680,096 — 4.0 
National Shirt Shops 1,248,077 1,366,313 — 8.7 3,245,475 3,683,667 —11.9 
Neisner Bros. ...... 4,588,118 4,856,157 — 5.5 11,989,879 12,798,698 — 6.3 
Newberry, J. J. .... 14,505,726 13,538,503 + 7.1 38,363,368 ,091,308 + 3.4 
Pomme, & 6. sccorve 86,857,200 86,469,782 + 0.4 232,910,823 232,288,859 + 0.3 
Shoe Corp. of America 5,619,037 4,983,288 +12.8 15,715,674 14,718,191 + 6.8 
Western Auto ..... 15,261,000 16,029,000 — 4.8 42,888,000 43,474,000 — 1.3 
White Stores ...... 2,815,225 2,184,284 +28.9 8,277,747 6,325,779 +26.8 
Woolworth, F. W. .. 61,425,922 57,259,139 + 7.3 163,620,255 159,807,616 + 2.4 

Group Total ....$ 385,903,963 $ 364,841,757 + 5.8 $1,068,311,083 $1,055,871,219 + 12 

Combined Total ..$ 925,360,893 $ 862,701,304 + 7.3 $2,472,060,449 $2,348,865,225 + 5.2 
* Eight month period. ® Nine month period. © Two month period. ¢ Five weeks April 5; Nine weeks 


April 5. 


Canadian, U.S. PR 
Companies Join Forces 


Petrencs Joins F&S&R 

Jules A. Petrencs, formerly vp of 
Tisdall, Clark & Lesly Ltd., pub-|Smith, Taylor & Jenkins, Pitts- 
lic relations coun. has been|>urgh, has joined Fuller & Smith 
formed in Toronto by Tisdall, |* Ross, Pittsburgh. Before his con- 
Clark & Co., Toronto, and Philip nection with Smith, Taylor & Jen- 
Lesly Co., Chicago. Address of the|*ins, Mr. Petrencs was assistant 
company, which succeeds Tisdall,|24 ™anager of the aeronautical 
Clark & Co., is 60 St. Clair Ave.,|division of McGraw-Hill Publish- 


W., Toronto. ing Co. 


Hipple, Irelan & Kinzer Bows 
Hipple, Irelan & Kinzer, cap- 
italized at $100,000, has been 
formed in Dayton by Patrick H. 
per Markets chain in Colorado|Irelan, formerly with Delco Prod- 
Springs. The chain will be op-jucts; M. L. Hipple and William E. 
erated and serviced by the Miller| Kinzer, both formerly with Drury 
Super Market branch of the Na-|Pprinting Co., Dayton. The new 


tional Tea Co., with heaquarters|agency will occupy new office 
in Denver. space being built about May 1. 


more people read Sunday} 


than any other magazine 


n° LOWEST 
COST PER THOUSAND 
4-COLOR PAGE 


National Tea Adds Chain 
National Tea Co., Chicago, has 
acquired the three-store Bank Su- 


$3.18 


AMERICAN WEEKLY 3.56 
' PARADE 3.58 
THIS WEEK 3.60 
LADIES’ HOME JOURNAL 5.13 
LOOK 6.22 
SATURDAY EVENING POST 6.25 
LIFE } 6.58 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 


CHICAGO « DETROIT « LOS ANGELES » SAN FRANCISCO 
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You Ought fo Know . Louis A. Weil Ir. 


Louis A. Weil Jr., new board|junior. “Never have I been so de- 
chairman of the Bureau of Ad-/lighted that my relations with the 
vertising, American Newspaper|bank are friendly—at least to 
Publishers Assn., is “in the news-| date,” jokes Mr. Weil when dis- 
paper business simply because I/cussing the weddings. 
have never wanted to do anything The new BofA chairman has a 
else.” jcompletely optimistic outlook for 

Born in Port Huron, Mich., Mr.|the future of newspapers. He is 
Weil started his newspaper career |convinced that newspapers are the 
at the tender age of 12 as a carrier |basic advertising medium and he 
boy for the Port Huron Times Her- | intends to preach his views to any- 
ald, a newspaper established in|one and everyone who will listen. 
1900 by his father, Louis A. Weil! “Our economy is expanding, and 
Sr. . |I feel that newspapers will more 

While attending high school and|than keep pace with the expan- 
college, Mr. Weil worked in almost |sion,” Mr. Weil says. “However, 
all departments of the Times Her-|newspapers must develop new and 
ald. better methods in the area of color 


Mr. Weil said that the BofA in- 


by Charles T. Lipscomb Jr., BofA 
president, “and prove, beyond a 
doubt, to advertiser and agency 
alike that the newspaper is more 
flexible, more penetrating, has 
greater impact and saturation and 
coverage, and can do a better job 
at no more cost than any other 
medium.” # 


TPA Signs 50 Stations for 
‘Depth Programming’ Plan 
More than 50 tv stations have 
bought two or more programs un- 
der the “programming-in-depth” 


plan introduced early this year by 
Television Programs of America, 
New York. The plan enables sta- 
tions to purchase 10 or more pro-| 
grams at a time with air starting 


| The number of programs the sta- 
tends to follow the plan established | 


tions buy is optional, and each 
program cost is set individually. 

TPA’s programming-in-depth is 
built around five series: “Jeff's 
Collie,” re-runs of “Lassie”; “New 
York Confidential’’; 
of Tugboat Annie”; “New Adven- 
tures of Charlie Chan” and “It 
Happened in Spain.” “Ramar of 
the Jungle,” “Mystery Is My Busi- 
ness,” “Halls of Ivy,” “Stage Sev- 
en” and “Hawkeye & the Last of 


the Mohicans” also are offered un-| 
‘der the plan in some markets. 


‘Homeselling’ Bows 
Home Facts Inc., New Canaan, 


/Conn., has published the first is- 
\sue of Progressive Homeselling | 


with a guarantee of 7,200 and a 


“Adventures 


115 


|EWRR Appoints McDonough: 
‘Names Keavey, McComb VPs 


Erwin Wasey, Ruthrauff & Ry- 
‘an, Chicago, has appointed James 
ic. McDonough, formerly vp and 
| Chicago office manager of Al Paul 
Lefton Co., an account executive. 
EWRR also has elevated John H. 
McComb, production manager for 
|the past 12 years, to vp and direc- 
tor of production in its Chicago 
office. 

John M. Keavey, account execu- 
| tive on KLM Royal Dutch Airlines 
in EWRR’s New York office, has 
'been named a vp. 


Bristol-Myers Boosts Two 
Bristol-Myers products division, 
|New York, has promoted E. Harry 


After receiving an A.B. degree 
from the University of Michigan, 
Mr. Weil went to work as a police 
reporter for the Flint Journal. He 
worked as a reporter for several 
years and then moved into the 
business office. He left the Journal 
to take a job as credit manager of 


reproduction, 

“Newspapers have many prob- 
|lems but no one major problem. We 
|are alert to those problems and we 
| will solve them as we get to them. | 
|We feel that the BofA is on the 
right track and we intend to keep 


dates ranging from one month to 
a year from the date contracts are 
signed. This is a departure from 
the usual industry practice. A syn- 
dication film run generally begins 
within 30 days of a contract sign- 
ing. This formula was designed to| 


b&w page rate of $380. The mag- | Fletcher to vp and national field 
azine’s content centers on selling| sales manager and Edward Gels- 
methods for builders, building|thorpe to vp and general sales 
salesmen and realtors. The pub-|manager. Mr. Fletcher joined the 
lication, measuring 8%x11”, will | division in 1952 and has been 
be brought out six times annually. assistant vp and assistant sales di- 
The first issue, published April 1,| rector. Mr. Gelsthorpe rejoined the 
contained 50 pages. The magazine|company last year as assistant vp 


it there.” 


the Grand Rapids Herald, which 


enable stations to plan in advance. 


sells for $1 a copy. 


and director of merchandising. 


was then owned by his father, 


s For the record, Mr. Weil is exec 
vp of Federated Publications Inc., 
which includes the State Journal, 
Lansing, Mich.; the Enquirer, Bat- 
tle Creek, Mich., and the Journal 


Louis A. Weil Jr. 


& Courier, Lafayette, Ind., 
which Mr. Weil is publisher. 

Mr. Weil also is vp of the Times 
Herald Co., which owns the Port 
Huron Times Herald as well as 
WTTH, Port Huron radio station, 
and the Marysville Printing Co. 
The Times Herald Co. is directed 
by Mr. Weil’s brother, F. Granger 
Weil. 

Mr. Weil also was publisher of 
the Grand Rapids Herald for 11 
years until the newspaper was sold 
April 1 to Booth Newspapers. 


of 


# In addition to his regular job, 
Mr. Weil has been very active in 
professional clubs and civic proj- 
ects. He is a member of the board 
of directors of the ANPA, and was 
named vice-chairman of the BofA 
board two years ago (AA, April 
30, 56). He also is a past president 
of the Inland Daily Press Assn. 

In civic work, he is a member of 
the board of trustees of Blodgett 
Memorial Hospital in Grand Rap- 
ids, and was chairman of a cam- 
paign which built $4,000,000 worth | 
of additions to Grand Rapids hos- 
pitals. He headed a $1,000,000 fund 
drive to build a new Catholic high 
school among other church proj- 
ects. He has served as president of 
Michigan Community Chests and 
has headed up Grand Rapids Com- 
munity Chest, United Fund and 
Red Cross drives. 


s In his leisure hours Mr. Weil 
grabs his fishing tackle and heads 
for the nearest fish-populated | 
stream or lake. His wife, Kathryn, 
also is a fishing enthusiast: The 
couple met at the Flint Journal, | 
where Mrs. Weil was society editor. | 

Wedding bells currently are’! 
ringing loudly in the Weil home in 
Grand Rapids. Mary Kathryn, 22, 
was married April 12, and Eliza- | 
beth Lee, 20, will be married June | 
21. The other member of the Weil 
clan, Louis A. Weil III, better 
known as Chip, is a high school 


of cities and towns. 


iv i Soa oa ; 
Te gaa See 


Case 


A smart novelty manufacturer in California set his 
sights on a share of the juicy $80,000,000 souvenir 
business at New York and New Jersey beaches. It’s a 
hurry-up seasonal bonanza. But this executive was 
able to shoot the works against local competition with 
pinpoint overnight deliveries — all from his California 
plant. And he did it by using Air Express, the only 
complete door-to-door air shipping service to thousands 


This is a selling strategy you can use too... whatever 
you make, and whenever you sell it. Air Express allows 
you to draw a bead on any market in America! It 
expands your own delivery force to include 10,212 daily 
flights on scheduled airlines, 13,500 trucks (many radio 
controlled), a nationwide private wire system, a person- 


CALL AIR EXPRESS & . ee division 


Aims straight at *80,000,000 


nel of 42,000. Yet Air Express is inexpensive—actually 


costs less for many weights 


and distances than any 


other complete air shipping method. 
Explore all the facts. Call Air Express. 


L—>— 
LAUR RULESS 


GETS THERE FIRST via U. &. 


of RAILWAY EXPRESS AGENCY 
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Combination Sell Seen as Magazines’ 
Key to Winning Media Hegemony — 


(Continued from Page 3) 
merchandisable. “Broadcast media 
have very little merchandisability,” 
Mr. Carr commented, whereas 
“magazines have authority and 
weight and conviction. Advertisers | 
need authority, and they need mer- | 
chandisability.” 

5. Magazines—as a medium—| 
have suffered from an indifferent | 
selling job. “One has to realize,” | 
Mr. Carr says, “that our target! 
moves—all advertising is growing, | 
and the next ten years will show 
the greatest growth in advertising 
history. Last year magazines car- 
ried around $800,000,000 in adver- 
tising. The fact is that if we had 


sold the medium right in previous 
years we could have carried $1 
billion in 1957. If we had sold that 
$1 billion, our percentage would 
be, perhaps, 35%. Advertisers 
could profitably have put $200,000,- 
000 more into magazines than they 
did.” 

Where do magazines want to go? | 
How high a percentage of the na-| 
tional advertising dollar do they | 
want? Gibson McCabe, publisher | 
of Newsweek and vice-chairman of | 
MAB, says it simply: “We'd like| 
to be first.” 


The Road to First Place 


ae Se 
up to Jan. 1, "58 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative !! 
3-year space check. All °55-6-7. 
Over 1,000 pages of data. | 
10,000 reconstructed ad schedules. 


write BRAD-VERN’S Yoriscy 


Maryland 


The opinion of the men guiding | 
selling is that the medium has been 
short-changed, through (1) per-| 
mitting misunderstanding of mag-| 
azines to develop and (2) poor! 
sales techniques. 

“There is a definite need among 


DEPARTMENT 


CIRCULATION 
NOW 


100,949 


ABC Publishers Statement 
ending Sept. 30, 1957 


Picisinis to good SS 


UP 6% IN JAN. ’58 


OVER JAN. ‘57 


YEAR 1957 UP 2% 
OVER 1956 


Sth Federal Reserve District Figures 


STORE SAL 


You can’t cover North ee without the—. 
WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY . EVENING © 


National Representative 


me De nee 
TWIN CITY 


KELLY-SMITH COMPANY 


William 8B. Carr 


\“This recession has forced a re- 


examination of print vs. broadcast 
... the swing is back to print.” 


advertisers and agencies for more 


|the industry effort in magazine |information on the proper use of 


magazines,” Mr. Carr says. “A more 
intelligent use of magazines—that’s 
our selling job.” 


In the process, magazines may 


abandon—or inhibit—the old-line 


|in-fighting which has so long dis-| 


tinguished magazine selling. Mag- 
| azine salesmen were particularly 
| well informed on their competitors’ 
| shortcomings, and did so deft a job 
|of cutting them out of the business 
jthat the medium was frequently 
hamstrung. The devastating attacks 
delivered by skilled salesmen on 
each others’ magazines led ulti- 
mately to a number of decisions 
not to use magazines at all. 

The new approach is via com- 
bination. One may look for joint 
calls by ad directors of magazines 
on prospects aimed at selling them 
a combined list—a joint promotion. 
It has already been tested, on a 
rather unofficial basis, with some 
major accounts, and it gets a won- 
derful reception. One of its enthu- 
siasts is Mr. McCabe: 


|@ “We've been doing it on News- 
|week for several years. We call it 
marrying a magazine. For various 
advertisers we show how they can 
buy Newsweek plus Time and U.S. 
|News, or Newsweek, Time and the 
| Post, or Newsweek, Business Week 
land Fortune, or any other number 
of combinations. I can tell any- 
| body that it works.” 

| “No single magazine,” Mr. Carr 
|chimes in, “even a Life or a Read- 
er’s Digest, is big enough to swing 
the job that needs to be done 
alone.” 


s Similarly, advertisers will be 
told more about the grip magazines 


have on readers (the top six mag- 
azines, says Mr. Carr, get $150,- 
000,000 a year from readers in 
cash), and they'll be told much 
more about using magazines “‘com- 
pletely.” How to build a media list 
to cover more potential users of a 
product, how to attract and hold 
their attention. 


lh 
|magazines for a bigger impact. 
|\Says Mr. McCabe, “An advertiser 
| ought to know that for not too 
|much money he can stage a spec- 
|tacular in magazines.” 

| “That’s right,” Mr. Carr agrees, 
adding, “Advertisers must learn to 
use magazines ‘completely,’ and 
they must do it with commanding 
space.” 


Accent on Marketing 


It is one of the recurrent boasts 
of the magazine business that it 
possesses the best salesmen among 
media. “In a class by themselves,” 
runs a typically glowing adjective. 

However, the magazine salesman 
must now adapt to new circum- 
stances. 


s In Mr. Carr’s view, the magazine 
business has gone through three 
distinct selling phases and now is 
ready for a fourth. The phases: 


e The first phase was that of the 
’20s. The magazine salesman was 
debonair, fast in speech, and an 
improviser. He had no kit, and he 
used as few statistics as possible. 


e The ’30s found him immersed 
in research. He carried a lot of 
statistics, and his selling technique 
was formed around a statistical 
core. 


e In the late 30s and the ’40s, 
magazine salesmen were in a mer- 
chandising phase. 
carried away,” Mr. Carr concedes 
ruefully.) Selling was wrapped up 
in promotions and promotion tech- 
niques. 


phase—“enlightened magazine sell- 
ing,” Mr. Carr says—and it re- 
quires of the 3,000 magazine sales- 
men who will be engaged in it a 
better knowledge of marketing, 
which is simply matching needs to 
the availability of market. 

There won't be any letup in com- 
petition among magazines, and 
there will always be “either, or” 
situations which call for a salesman 
to do his best to land his book on 
a media list. But the marketing 
concept calls for the growth of the 
combination marketing tool de- 
|seribed earlier, and for men with 
‘the imagination to understand both 


Architectural Forum/the magazine of building/Published by TIME INC. 


They will also be told more about | 
ow to put comparable money into | 


(“We all got} 


e The new phase is a marketing | 
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the advertiser’s need and how the 
various factors in the magazine 
field can be grouped to supply it. 


The Obstacles 


It is generally conceded that the 
present drift among advertisers 
and agencies toward broadcast me- 
dia hasn’t made the selling job any 
easier. There may be signs of a 
reversion to print; it still calls for 
some tough selling. 

Magazine men are inclined to 
look hopefully toward the adver- 
tiser. They figure he’s the guy 
with the problem; it’s his product 
that isn’t selling, and it’s his money 
that will be moving back to print 
if the back-to-print movement is 
real. 


= Part of the problem is an in- 
ternal development in the agency 
field. Right or wrong, magazine 
men feel that the print business has 
been downgraded at various agen- 
cies in favor of electronic media. 
The most important result has been 
that the best brains available to an 
agency have been shifted into the 
broadcast area. 

“This is wrong,” magazine men 
say, “they are needed in print— 
they’ll be needed when the inevi- 
table swing back to print begins.” 

When they come back—and if 
they come back with imagination 


| 


| 
| 


Gibson McCabe 


“An advertiser ought to know that 
... he can stage a spectacular in 
magazines.” 


and the itch to do new things in 
the magazine medium—they’Il find 
a change in climate. A few years 
ago magazines were hurting them- 
selves by a high-button-shoe at- 
titude toward change. If an adver- 
| tiser or agency wanted a gatefold, 
dutch door, five-columns-across- 
the-gutter, he usually found pub- 
lishers a reluctant lot. 

Times have changed. “A few 
years ago we were stuffy as hell,” 
admits one ad director, “but we’ve 
jseen the light.” Some of the ob- 
|stacles have been erased by new 
and more flexible printing process- 
es. Magazines are willing to ex- 
periment. 


The Invisible Plus 


As advertisers swing back to 
print, which is what magazine men 
think is now beginning to happen, 
|they will rediscover something. 
Magazine men repeat it to adver- 
tisers: They only have to concern 
themselves with advertising. Where 
jin television they must be con- 
scious of programming, must fol- 
low comparative programs, see 
what can be done to build ratings, 
and share responsibility for pro- 
gram defects, the editorial part of 
magazines is solely within the 
province of the publisher. 

The editorial portion rests with- 
in the magazine’s control, is not 
susceptible to pronounced adver- 
tiser influence and is designed to 
interest (and therefore to deliver 
to advertisers) a certain body of 
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-foldings is imminent. 


W. H. Mullen 


“Magazines follow the education 

curve. So we expect to sell more 

magazines per capita as school and 
college population increases.” 


readers. The advertiser and his 
agency can, in a sense, concentrate 
on their advertising. 

Also, any analysis of magazine 
growth finds it most closely relat- 
ed to education. Education—and 
the income that usually accompa- 


nies it—is linked to the magazine | 


medium. The number of magazines 
entering a household is usually 
predictable on the basis of the ed- 
ucation of that household, and 
there is no happier augury for the 
longtime success of magazines than 


the present teeming population of 


U.S. schools and colleges. 


s “We find that magazines follow 
the education curve,” says W. H. 
Mullen, director of the Magazine 
Advertising Bureau, and Mr. Mc- 
Cabe adds the moral: “So we ex- 
pect to sell more magazines per 
capita as school and college popu- 
lation increases.” 


Gerson Joins Blonder-Tongue 

Herb Gerson has been named 
assistant advertising manager 
of Blonder-Tongue Laboratories, 
Newark, manufacturer of tv am- 
|plifiers, converters and distribu- 
tion equipment. Mr. Gerson pre- 
viously was a copy-contact man 
with Conti Advertising Agency, 
Ridgewood, N. J. 


AAAN Adds Crawford & Porter 
| Crawford & Porter Advertising, 
|Atlanta, has joined Affiliated Ad- 
vertising Agencies Network, be- 
|jcoming the 49th agency in the in- 
ternational agency network. With 
the addition of the Atlanta mar- 
ket to AAAN’s coverage, member 
agencies now are located in 17 of 
the nation’s 20 largest cities. 


Hancock Oil Boosts McLin 

Ted McLin, with the advertising 
department of Hancock Oil Co., 
Long Beach, Cal., for the past sev- 
en years, has been promoted to 
advertising manager. 


Influence of Research on Creativity Is 
Remaking Ad Business, Says K&E’s Christian *"'"* 


Boston, April 22—Frank Chris- | 
|tian, vp and regional manager of | 


“You know—a man went into 


the room, shut the door and came | 
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duces evaporation. These two prod- 
ucts are being introduced this 


Willys Promotes Two 
Paul J. Steil, formerly controller 


|\Kenyon & Eckhardt’s Boston of- up with an inspiration. This was of Willys Motors, Toledo, has been 


| fice, 
|business management two of the | 
most noticeable trends in adver-'| 
tising today. 

In an interview in the Boston 
Herald Mr. Christian recalled he 
had told an adman friend 17 
years ago, “he wouldn’t be caught 
dead in that business.” He added, 
however: 

“Like many people, I had wrong 
notions about this business. To 
like advertising a lot depends on 
your metabolism. But I like the 
diversification, the different prob- 
lems we wrestle with.” 

“Most people,” he said, “think 
of us as a group of shallow tip- 
plers on the verge of a nervous 
breakdown, living on lavish ex- 
pense accounts, sitting around 


thinking things up. 


got the reputation of being Bo- 
hemians living a fast-paced ex- 
istence,” he said. 


® Today, he commented, crea- 
tiveness still plays a vital role but 
inspiration is more and more dic- 
tated by the cold statistics of mar- 
ket research. + 


Eldridge Adds Crystal-X 
Eldridge Co., Philadelphia, has 
been appointed to handle the pro- 
motion of a new line of plastic 
aids for the home gardener manu- 
factured by Crystal-X Corp., Len- 
ni Mills, Pa. Among the products 
are a reusable cold frame and a 12” 
square plastic sheet, slit for sliding 
around the stem of a plant. The 
sheet inhibits weed growth and re- 


called research and tight | related to show business, and we| elected vp and manager of its do- 


'mestic marketing ~»erations. The 


‘office is a new one Wr. Steil will 
|continue to head ilys’ finance 
division. C. W. Moss, assistant 
general sales manager, has been 
promoted to vp and general sales 
manager of Willys Sales Corp., a 
subsidiary. 


Minneapolis Copy Club Formed 

Copywriters from seven Minne- 
apolis agencies have formed a 
Copywriters Club of Minneapolis 
and elected Roy A. Newquist, copy 
director of Knox Reeves Advertis- 
ing, its first president. The group 
|plans to meet monthly for business 
jand social activities. The first full 
meeting of the club is slated for 
May 13, when other officers will be 
elected. 


What's Ahead? 


As the magazines get set for the 


struggle to get back into first place, 
what kind of future do they en- 


visage for magazines and for the 


MAB? 
For one thing, they don’t expect 
that there will be very many more 


magazines on the scene. Mr. Carr 


figures that about three magazines 
in each major field is the optimum 
number. 


s Mr. McCabe frankly doesn’t see 


any more major magazine launch- 
ings—not at present costs and un- 
der prevailing conditions. 

In a sense, the magazine industry 
is going to play its hand with about 
the present number of players. No 
one feels that a wave of magazine 


The MAB will work from a 
larger budget—“We’ll get the mon- 
ey if we can do the job, and I 
think our managements are begin- 
ning to see the prospect,” Mr. Carr 
says. “But it is unlikely that MAB 
will ever be the same kind of pro- 
motional arm other media afford, 
certainly not in budget.” 


® Its future role is probably some- 
thing like that of the past—a flex- 
ble, small group, strongly financed, 
but without a field staff. It will 
work through the 3,000 salesmen 
of magazines—at least in part. And 
it will try to offset the effective 
attack of newspapers at local level 
in this way. A new MAB slide 
movie, “Ideas for Sale,” found a 
warmer reception among magazine 
space salesmen than preceding ef- 
forts. New promotion efforts of 
MAB are largely self-liquidating, 
with cooperative pooling of funds 
from members. 

Further, the merger of MAB with 
the Magazine Publishers Assn. was 
supposed to entail some industry- 
wide promotional events, which 
could help considerably in the edu- 
cational job which the industry 
faces in its battle to regain first 
place among national advertising 


THE TRADING STAMP: 


Lt is only one of 


that help keep 
Jood prices down 


many competitive tools 


It is an axiom of American business that for every new 
competitive sales tool that comes along, another new one will come along 
and try to surpass it. So it is with the trading stamp. 


media. # 


Trading stamps are only one of several competi- 
tive tools available to the merchant seeking to 
increase his business volume. He may give a 
discount for cash. He may cut some prices and 
feature “loss leaders.” Or he may use prize 
contests, giveaways or other promotion devices. 

All these sales tools have two things in com- 
mon. First, to be successful, they must pay their 
own way by the creation of new business vol- 
ume. Second, they cause intense competition 
which has the effect of helping to hold prices 
down even during inflationary times. Because 
stamps are given nationwide, marketing experts 
connected with universities have been able to 
measure this effect in the case of stamps. 

Food prices in five cities where stamps were 
not given by supermarkets and in ten cities 


where stamps were given were compared with 
the U.S. Bureau of Labor Statistics Price Index 
for the two years ending in December 1956. 
Food prices in the “stamp” cities rose less than 
the national average. Price increases in “non- 
stamp” cities were more than the average. No 
evidence was found that stamp stores, as a class, 
charged more than non-stamp stores. 

It seems clear that in these inflationary times 
the trading stamp is needed to work side by side 
with the many other competitive tools also 
helpiag to keep prices down. 

* * * 


REFERENCES: “Status of Trading Stamps in Food and 
Drug Stores.” Selling Research, Inc., New York, 1957. 

“Competition and Trading Stamps in Retailing.” Dr. 
Eugene R. Beem, School of Business Administration, Uni- 
versity of California. 


This message is one of a series presented for your information by 
THE SPERRY AND HUTCHINSON COMPANY, 114 Fifth Avenue, New York 11, New York. 
S&H pioneered 61 years ago in the movement to give trading stamps to consumers as a discount for paying cash, 


S&H GREEN STAMPS are currently being saved by millions of consumers. 
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The Voice of the Adv 


|stantial and “not just another mi- 


Cites a Prognosticator 
| nor recession.” 


Who Called the Turn 


Sew " Paired with this clipping I have 
Pe rg gO gH rer another from AA itself dated 


“ : Nov. 11, 1957, in which the same 
daatned<hh hoe ? po Prof. Bassie repeated his gloomy | 
article with which I entirely forecasts and predicted a contin- 
agree, I must point out, for the uous decline in 1958 and 1959. 


: Based on his record to date, I} 
sescta, me eronomist who ae think I’ll watch for Prof. Bassie’s | 
rectly (perhaps by accident?) | 


called the turn next report before personally 


I have been saving a clipping | 2 tic!pating an ee — 

from Automotive News of Dec. 3 a Oem ms 

: - - ’| Advertising Manager, Arvin 
1956, in which Prof. V. Lewis Bas- “ 
sie of the University of Illinois! ——— ss os ot Ind. 
is quoted as predicting a major) . f 
decline in business. He said, “My Finds ‘Commercial Necessity 
own view is that the downturn is Linked to Morality 
near at hand. The economy can| To the Editor: Re: Your editori- 
hardly hold another year at this|al, “Who Owns Those Airways, 
high level.” He also said that the Anyhow?” (AA, April 7): Maybe 
decline would probably be sub-| we don’t read the same papers. I’ve 


Bia 
on ts 


_ ryt Pa ‘ > i —— sett 
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DIRECTORIES DELIVER 


— INQUIRIES .. . 22% of total, topping 

be all media in NIAA Survey of Buying Fe 
ont Practices. 

oe SALES... only media with sustained 

ae usage and repeated selling action all year. 
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Mac RAE’S DELIVERS 
TOP INDUSTRIAL COVERAGE 


he 21,500 industrial purchase points, highest 
é per issue of any directory. 


Mac RAE’S DELIVERS 
DECISION LEVEL COVERAGE 


53% of circulation goes to Engineering, 
Management and Production executives. 
; 38% goes to Purchasing Directors. 


Mac RAE’S DELIVERS 
LOWEST COST COVERAGE 


Puts you in the pre-purchase plans all 
year at lowest cost per thousand of any 
directory. 


“a 


NEW BOOKLET, 
Ris FACTS FOR BUDGET PLANNERS 


will help you plan for ‘59. 
Write for it. 


Mac RAE’S 


be BLUE BOOK ‘ 
* 18 East Huron Street, 
bs Chicago 11,111. 
2 ~ 
a ie Ria BEI 6k Hasae “Sega SOs Sei glt. or Aah ei ee 
5% “EARLY-BIRD" 
DISCOUNT! 
«++ if your contract copy, listings and pay- 
ment are received by July 1, 1958. al 
f MacRAE'S BLUE BOOK : / 
és a See, — ra 2% 
tte <2 1 Reece a 


This department is a reader’s forum. Letters are welcome. 


ertiser 


seen qnly a few statements from 
the “vaste horde of writers, pro- 
ducers,” etc., that you refer to. 
And in those few statements, they 
make sense. The Chrysler Bldg. 
deal merely bespeaks a trivial 
mind; the question of whether or 


| . 
‘not a writer can tackle a contro- 


versial subject on a commercial 
network is considerably more 
basic. And it warrants more serious 
consideration than you gave it in 
your wiseacre editorial. 

If a sponsor doesn’t want to 


show his competitor’s building on| - 
television, that’s his business. But} ) 
necessities” | ' 


when “commercial 
amount to censorship over what 


will or won’t be shown to the pub-| | 
lic, then let’s be reasonable enough | | 
|to say that it’s at least a problem 
|...@thical or moral or maybe just 


intellectual. 


| And your questions of “What is 
to Judge?”)' 


Art?” and “Who’s 
|sound like a genuine gutter men- 
tality. Maybe you find it still fash- 
|ionable to be anti-intellectual. But 
after your recent sermon about 
raising our standards of morality, 
|I'’m amazed that you can’t see any 
‘connection between morality and 
this question of “commercial neces- 
| sity.” 
Marshall C. Lewis, 

Vice-President, Marsteller, 
| Rickard, Gebhardt & Reed Inc., 
| Chicago. 

. 


Give Artists a Break 

To the Editor: Your editorial, 
“Who Owns the Airways Any- 
| how?” interested me. 

The complaints that artists 
make in public print about the 
|abortions conducted on some of 
their brain children—or seedlings 
|—should not rile up any smart 
sponsor, even though it may give 
him a few uncomfortable min- 
j}utes. The show that’s complained 
about is likely to have more 
viewers immediately after the 
|complaint than before. Only the 
| writer, the agency and the spon- 
sor are aware of what the shoot- 
jing’s about. When the public 
hears the hootin’ and hollerin’, it 
wants to get in the act too—and so 
is more inclined to watch. 

Actually, we shouldn’t be so 
damned snobbish about Art with 
a capital “A”. In the long run 
|this is what has made tv pay off, 
both in terms of audience and 
sales. Art is distinctive and identi- 
\fiable and the sponsor who is 
looking for product identification 
| wants a show that isn’t like every 
other show on tv. Except for the 
late Mike Todd’s ill-fated Madi- 
|son Square Garden party, virtual- 
ly every one of the major tv rat- 


ings have come from shows that) 


were the result of some artist’s 
creative concept. 

We need everyone in the show 
business operation of selling prod- 
ucts—the down-to-earthers who 
create the quiz shows and the 
westerns... the 
give us our musicals ... and the 
artists who reset the standards 
and shoot them up a peg when- 
ever the public grows weary of 


the same old fare week in, week 


| out. 


needed to stimulate viewing. Art- 
ists are acutely aware of the perils 
of sameness. When they complain 
in public print about an agency’s 
foot firmly planted on their necks, 
they are, in the long run, doing 
|the tv medium a favor. They are 
rocking us out of doldrums. 

| Rather than lambaste the com- 
plaining artist, we should provide 
a forum for him, both in mass 
media and in AA. The forum will 
pay off in more viewers, addi- 
tional interest in tv and a gold 
mine ‘of new ideas for the spon- 


impresarios who)! 


Artists provide the excitement 
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| sor. Let’s not be afraid of the art-|tinental Marketing Services Ltd.” 
ist, the real artist. All he wants to|Our correct name in the United 
do is make money for us. |States is “I.M.S. Incorporated.” 
Emanuel H. Demby, These are subsidiary companies of 
Motivation Research Associ- |L. W. Frohlich & Co. Inc. 
ates, New York. In the last paragraph of this sto- 
. - ry, you quote us as saying “...we 
One Medium to Another |also have created a network of as- 
To the Editor: I find it very dis- | sociated and medical consultants in 
concerting to see one advertiser 52 countries.” It should have read 
knock another. “...Wwe also have created a net- 
This ad for Zenith appeared in a work of associates and medical 
national publication, Look, hoping | ©°Sultants in 52 countries.” 
its message would be read. This is for your information and 
Yet they have the audacity to future use, as there certainly is no 
condemn another medium—televi- |5©"S¢ in perpetuating an crror. 
sion—for also trying to reach an Richard I. Robinson, 
audience for advertised products. Executive Vice-President, 
Under no circumstances do 1I| 1-M-S. Inc., New York. 
hold with a statement at the bottom e e ba 
Here's Another Reader's 
View on Research-Intuition 
To the Editor: I would like to 
comment on E. B. Weiss’s article 
(AA, March 24) on the Edsel mar- 
keting story. It seems to me that 
Mr. Weiss is being a bit presump- 
tuous with the way market re- 
searchers evaluate their services. 
He indicated that we in the market 
research profession believe that 
|market research is the answer to 
jall business problems. This def- 
; jinitely does not represent my or 
|our company’s views and I am sure 
j|many other practitioners’. It has 
always been our contention re- 
search can only provide additional 
facts on which to base decisions. In 
|other words, it is an aid in making 
executive decisions, whether it be 
intuition or executive judgment. 
of the ad, “This button tells your; Mr,.Weiss went on to explain 
set to shut off the sound of long|that the final design of the Edsel 
annoying commercials while the|WaS decided in the “White Towers” 
picture stays on.” i Detroit. If this be true, maybe 
Suppose a television advertiser |!f some consumer research had 
stated, “Don’t read magazines be-|been done, the Edsel story might 
cause they have long, annoying | have been different. The consum- 
full-page ads which will only con-|€TS may not have agreed with the 
fuse you.” designers. The present sales curve 
Frankly, the whole idea is in bad | Seems to indicate this. 
taste. William H. Gacke, 
Matthew B. Cole, Gould, Gleiss & Benn Inc., San 
Production Manager, K. C. Francisco. 
Shenton Advertising, Hartford, | ° 


7. When you clime home cred, e. 
rj and want te wateh TV 4 
4) o. 


TA ds the getting up thal gets you down i. 


Now tune TV from your easy chair with “Silent Bound’ 


Conn. . P |He’s All for Weiss 
. To the Editor: Of course, re- 
Intercontinental’ Is the Name | searchers would like to tear Mr. 
of I.M.S. Inc. 


Weiss apart (AA, March 10). 
To the Editor: In the March 10, When a person’s source of income 
issue of ADVERTISING AGE you listed is attacked, it isn’t likely that he 
our London subsidiary’s name as | will take it calmly. 
“International Marketing Services But I am all for Mr. Weiss. Re- 
|Ltd.” in a story you carried on search certainly has its place, but 
Page 3 under a London dateline of more reliance on good, plain com- 
March 4. The correct name of our| mon sense, or “disciplined inten- 
subsidiary in London is “Intercon- | tions” would result in a much 


| 
| 


| 


‘more people read Sunday 


than any other magazine 


ote. ae 
| | Advertisers earn SUNDAY 
network rates on all space 
which is common to the first 
26 cities within a year’s 
period. In two-paper cities 
either one or both may 

be used. 


Advertisers can make 
changes paper-by-paper 
in product, copy, insertion 
dates, and ad sizes. 


[ Dealer listings may vary in 
size from paper to paper and still 

earn network rates. 

| 

Advertisers may buy color in 

some papers, monotone 

(black and white) in others for 


any SUNDAY insertion. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
_ 260 Madison Avenue New York 16,N.Y. MuUrray Hill 9-8200 


CHICAGO e« DETROIT e LOS ANGELES e SAN FRANCISCO 
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better understanding of human 
behavior. 

If a large percentage of the ad- 
vertising we see is the result of 
marketing and motivation § re- 
search, then most of this research, 
in my opinion, is for the birds. 

William M. Profit, 
William M. Proft Associates, 
East Orange, N. J. 
| 
Says Satisfying Public Need 
Is Road to Economic Success 

To the Editor: I want to congrat- 
ulate ADVERTISING AGE for its pres- | 
entation of the controversy caused | 
by a criticism of the Edsel mar- 
keting research (AA, April 7). It is 
obvious in light of today’s market 
that the Edsel Division of Ford Mo- 
tor Co. missed the mark so com- 
pletely that it did not even scratch | 
the target. 

I am sure that if the Edsel mar- 
keting people had strayed away! 
from their IBM computer long 
enough to ask a few of the common 
people at the grass roots they| 


would have found that public opin- |Christmas. Many merchants have | 


ion was building up to a definite 
preference for smaller cars and 
less expensive price tags. It is per- 
haps on this score that Mr. Weiss| 
was taking David Wallace, “Bureau | 
of Applied Social Research,” “Co- 
lumbia University, Research Con- 
sultant,” “M-E-L Division, Ford | 
Motor Co.,” to task for not making | 
a more thorough study of public! 
opinion concerning the automotive 
market in general... 

Another very important aspect 
of the controversy raised by the| 
criticism of the Edsel marketing) 
research is the serious consequence | 


that can result from marketing in-| 
formation that is based purely on| 
statistics and the misapplication of | 
research when it is used to justify 
an opinion or a desire of top man-| 
agement. | 

It is obvious that in today’s or 
tomorrow’s or next year’s market, 
marketing plans must have a| 
foundation of practical sales expe- 
rience, and open lines of communi- 
cation with all strata of our eco- 
nomic and social society. Without 
these, all the data processing ma- 
chines in the country are meaning- 
less. 

The simple truth of the matter 
is that the American automobile 
maker has almost priced himself | 
out of the biggest auto market in | 
the world, the U.S.A. It will be! 
interesting to see how many Edsel 
units have been sold to date and 
how many have been ordered for 
future delivery. 

Those of us who are not only 
marketing but advertising and 
sales executives as well, have a 
responsibility to ourselves, our 
companies or agencies and clients, 
to use our knowledge and ex- 
perience to research truth and 
to determine bona fide objec- 
tives. Through marketing research 
backed by sound sales and business 
experience,’ both industry and the 
public will be better served. 

Satisfying the real need of the 
public is still the soundest road to 
economic success in the American 
market. 


Lawrence B. McKay, 
A. D. Adams Advertising, New 
York, 


Harris & Co. Is Agency 
for Basic G Industries 

To the Editor: In the March 10 
issue of your publication you re-| 
ported under “Last Minute News| 
Flashes”; (Houston, March 7)—| 
that Basic G Industries named | 
Erwin Wasey, Ruthrauff & Ryan) 
to handle advertising for Basic G! 
plant food. 

The fact is that Harris & Co. | 
Advertising Inc. of Miami has) 
handled this account for better | 
than a year and is still their) 
agency. This is a Florida company | 
and the parent company; the Bas- | 
ic G Industries referred to is actu- 
ally Basic G Industries of Texas, | 
a franchise holder for the state of| 


Texas only. 


Industries, will 


endeavored to make a Roman|man?” 
The parent company, Basic G/|holiday out of this sacred event. I 


There is no doubt that advertis- 


continue to be personally have watched, particu- ing men may “smear” themselves 


handled by Harris & Co. Adver-| larly since the end of World War|through careless conversation. 


tising Inc., 
ecutive, Harry M. Jobson. The 
president of Basic G Industries is 


ters in Haines City, Fla. 
Harris & Co. Advertising, 
Miami, Fla. 


. J . . J 
Backs N&éW Railway 


on Christmas Ad 

To the Editor: Our art cirector 
marked for my attention your is- 
sue of Jan. 20—where the Crea- 
tive Man was at some pains to 
take Norfolk & Western Railway 
to task concerning the Christmas 


|message that was used, I believe, 
|on the front cover of the railroad’s 


house organ, entitled “Let’s Keep 
Christ in Christmas.” 

Those who have founded their 
religious faith on the teachings of 
Christ have been continuously 
alarmed by the commercialism of 


Miami—account ex-|II, the greediness of the retail 


A case in point on Page 94 of 


| roup which, in most instances, | the same issue of AA we find this 
icannot wait for Thanksgiving to|statement: “and Mr. Sackheim is 
Kenneth F. Nash, with headquar-|pass before they start their “buy | happy to be back in the mail order 
‘for Christmas” programs. There | business, which he considers more 
jis nothing sacred at all about their | honest than most advertising.” 


| endeavor. 


I am glad that N&W carried 


the art and caption. I am quite | 


Louis H. Brendel, 
James Thomas Chirurg Co., 
New York. 


sure that they were not “slogan- | e e e 
/eering.” They were attempting, as Printer Lends a Hand 


|we have, to bring back to th 
world the concept of love and | 


isharing that is the basis 
Christ’s teachings. 
E. R. Coombes, 
Chairman, Mechanization Inc., 
Washington, D. C. 
+ . 


Urges Admen to Watch Out 
for Careless Conversation 


e 


of 


To the Editor: You are certainly | 
right in your comments in the|inches of identical copy from two 


To the Editor: In the lead para- 
graph on Page 75 of the April 7 
| ADVERTISING AGE are the follow- 
\ing words: “We presented one in 
|these columns last week; here 
|we present at least a dozen oth- 
/ers, most of them severely briefed 
in order to save space and to 
avoid repetition of essentially the 
same arguments...” 

After reading seven column 


March 10 issue of AA under the different writers, I begin to won- 


119 


Did Louis Cheskin, director, Color 
Research Institute, write Robert 
C. Garretson’s, Vice-President, 
Advertising, Carling Brewing Co., 
or was it the other way around? 
Or is the reader being given a 
test in subliminal reading which 
in this case exploded into supra- 
liminal perception? Or are the re- 
search people testing the same 
thing with identical facts (identi- 
cal copy, word for word)? To tell 
you the truth, it leaves me a lit- 
tle confused as to what you are 
trying to accomplish in this man- 
ner. I’m sure there must be an 
answer which readers of your pub- 
lication are entitled to know... 
Jess Willoughby, 
Assistant Advertising Manag- 
er, The Carey Salt Co., Hutch- 
inson, Kansas. 


It leaves us confused, too. Our 
printer apparently decided those 
paragraphs deserved repetition, so 
he tacked them on to Mr. Garret- 
son’s piece—for their second ap- 


title of “Who wants to be a pitch- | der who is writing copy for whom. | pearance. 


Mark 


market 
on your 


this 


list! 


- MONTGOMERY 


ALABAMA 


WSFA-TV 


Channel 12 NBC/ABC 


WSFA-TV 


CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties—one-third of 


Alabama’s popula 


tion and retail sales! 


You reach this big and growing market only 
through WSFA-TV’s maximum- power VHF 


signal. You cannot cover it with any other TV 


station or combination of stations! 


Mark Central and Southern Alabama on your 


list... and buy it 


with WSFA-TV! 


WSFA-TV’s 35 Alabama counties * 


PCTS venice ddtecs nats 
Te 


Drug Store Sales.............. 
Effective Buying Income....... 


baud 1,093,100 
...$ 741,637,000 
...$ 184,927,000 ‘ 
...$ 21,859,000 
... $ 1,062,690,000 


Source: Sales Management Survey of Buying Power, May 1957. 


*WSFA-TV’s 35 Alabama counties, including 29-county mar- 
ket area defined by Television Magazine 1957 Data Book, 
plus 6 counties which have proved regular reception. Does 
not include 3 Georgia and 3 Florida bonus counties. 


The WKY Television System, Inc. WKY-TV and WKY Oklahoma City « WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
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Ad Exec Stilson Never Comments 
on Ads; His Job: Minding the Store 


McCann Exec VP Leaves 
Just One Function to 
Boss Harper—Advertising 


By Milton Moskowitz 
New York, April 22—In 1951, 
McCann-Erickson Inc. concluded 
what was up to then its most suc- 
cessful year: Billings, $81,000,000; 
employes, 1,500; offices, 25; rank, 
5th—behind J. Walter Thompson 


Co., Young & Rubicam, Batten,) 
Barton, Durstine & Osborn and 


N. W. Ayer & Son. 

Six years later, in 1957, McCann- 
Erickson had a year like this: 
Billings, $262,000,000; employes 


president. 

Bert Stilson has been Marion 
Harper's alter ego 
for ten years. The 
two of them fash- 
ioned an ap- 
proach to agency 
management that 
eliminates dou- 
bling in brass: 
Professional as- 
pects are separat- 
ed from business 
aspects. 

(Mr. Healey, 
McCann’s other 
exec vp, has professional line re- 
sponsibilities, serving as manage- 


. 
| 


Bert Stilson 


*}ment supervisor on a number of 


4,000; offices, 40; rank, 2nd—be-| ,,jor accounts. He also is chair- 


hind J. Walter Thompson. 

One of the chief architects of this 
growth structure is a man who 
has attracted little attention out- 
side of McCann-Erickson. He is 
Wilbert G. Stilson, one of the agen- 
cy’s two exec vps (the other is 
Robert E. Healey) and the officer 
who wields more administrative 
power in the agency than any other 
besides Marion Harper Jr., the 


|man of the international company, 
'a member of the board and a mem- 
| ber of the finance committee.) 


s “At McCann-Erickson, the line 
is drawn very sharply,” Mr. Stil- 
json explained. “I mind the store, 
\leaving Mr. Harper free to devote 
over three-fourths of his time to 
the professional areas of the busi- 
|ness.” 


TV-TULSA covers 45 


THERE ARE 340,423 


TV 


Within the “fabulous 


counties where... 


FAMILIES* 


45” are 31 Oklahoma 


counties where the retail sales equal half of 
Oklahoma's total — the half you can’t reach 


without TV-TULSA. 


Missouri and Arkansas 
Oklahoma market. 


Counties in Kansas, 
are a bonus to this rich 


you get the fabulous 45. GN. . 


* Television Magazine 
August 1957 


TULS 
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“Minding the store” means re-|tive deputies in all offices, here|ward N. Mayer, formerly president 


sponsibility for all administrative, 
personnel, legal and financial mat-| 
ters that arise in the operations of 
McCann-Erickson. 


long ago at the Mark Wiseman 
School, he conceded he is not 
qualified to judge the product Mc- 
Cann-Erickson is in business to 
produce. 


s “In fact,” he said, “I’ve never 
made any comments on a piece 
of advertising; I’ve never attend- 
ed a plans board meeting and I’ve 
never sat in on a creative meeting. 

“My only concern with our ad- 
vertising product is to be sure 
that we build our staff and deliver 
the advertising on time—and on 
a sound business basis.” 

One of his recent projects, for 
example, was the organization of 
an IBM machine system “tying 
in our records with those of our 
clients.” He believes McCann has 
the most extensive IBM system 
in the agency business. 

Housing is another Stilson re- 
sponsibility. Last year he super- 
vised the biggest move ever made 
in the agency business—shifting 
McCann’s home office into a new 
30-story building at 485 Lexing- 
ton, where it is the largest tenant, 
under a long-term lease calling 
for annual rent estimated at $1,- 
000,000. 

“That,” said Mr. Stilson, “was 
my baby. Mr. Harper never set 
foot in the building until it was 
completed and he was _ invited 
over.” 


s Explaining how the Harper- 
Stilson one-two punch has worked 
in connection with McCann’s di- 
versification moves (Market Plan- 
ning Corp., Communications Coun- 
selors Inc., Sales Communication 
Inc., Marschalk & Pratt), Mr. Stil- 
son said: 

“The basic idea originated with 
Harper. The doing of it was Stil- 
son’s. It was my assignment to 
put the offices in place.” 

This division of responsibilities, 
Mr. Stilson pointed out, extends 
through the entire McCann-Erick- 
son organization. 

“Each division—creative, re- 
search, television and so on—has 
its professional director and its 
business manager,” he noted. Mr. 


Stilson also has his administra- 


and abroad. 


® Bert Stilson is 


word.” 


McCann, Mr. Stilson reported, 
is always on the lookout for cre- 
ative administrators. The Harvard 
Business School is scouted every 
year. Even there he found that a 
business administration career at- 


tracted few takers. 


One administrator Mr. Stilson 
lured to McCann last year was Ed- 


enthusiastic 
‘about administration as a career 

While Mr. Stilson admitted hav-|and is unhappy over the tendency 
ing taken a course in advertising| of young men to overlook the field. | 

“We have to sell people on this 
work,” he said sadly. “They think 
it is a routine, dull job. But there 
is really nothing fixed or stolid 
about it. New ideas have to be cre- 
ated in this field every day. Busi- 
ness administration can be crea- 
tive, in the purest sense of that 


of James Gray Inc. Mr. Mayer, who 
almost qualified for the title, “Mr. 
Direct Mail,” because of his long 
association with the field, is now 
chief administrative officer of all 
McCann affiliate companies. 


a Mr. Stilson does not hold with 
those who say creative people are 
inherently disorderly and ineffi- 
cient. He has found that creative 
people “like order—as long as they 
don’t have to maintain it them- 
selves. They like an orderly home. 
They like well-planned operations. 
They just don’t want to have to 
do it. They like to be sure that 
someone is taking care of the busi- 
ness side for them.” And, at Mc- 
Cann-Erickson, that is Mr. Stil- 
son’s job. 

The spectacular growth of Mc- 
Cann-Erickson is no accident, ac- 
cording to Mr. Stilson. On the 


more people read Sunday 


than any other magazine 


The publisher's 
own locally 
edited magazine 
consistently 
attracts the 
highest over-all 
readership of 

any section in the 
entire Sunday 
newspaper. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 
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the new force in building 
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contrary, he calls it “planned”— 
part of a program for “controlled 
growth.” 

“We have always operated here 
on a five-year plan,” he says. “We 
are on a five-year plan now. And 
each of our offices has a similar 
plan for growth. The most im- 
portant element in this plan is 
probably self-confidence. You 
have to believe that you are able 
to grow, and we have always be- 
lieved it.” 


® In anticipation of this growth, 
McCann-Erickson has hired many 
top-level people from other com- 
panies over the past five years 
(Anthony Hyde, George Park, 
Henry Mattoon, Roger Purdon, 
Stuart Watson, Bob Cole, Thomas 
McAvity—to name only a few). 
Mr. Stilson regards this staff- 
building program as a form of 
capital investment for future ex- 
pansion. 

“We have a basic policy of man- 
aged growth,” he explained. “This 
requires a high caliber of leader- 
ship and high caliber of personnel 
at every level. When manufac- 
turing companies grow, they make 
news by adding machines. Agen- 
cies add people. 

“Our two sources of competent 
people are (1) an intensive train- 
ing program which helps people 
advance from within and (2) the 
attraction that a growing, success- 
ful company always has. We've 
invited a number of people to join 
us in recent years, but the large 
majority have managed to find the 
company’s address or phone num- 
ber.” 


® In addition to his extensive ad- 
ministrative portfolio, Mr. Stilson 
currently wears another hat, pres- 
ident of McCann-Erickson Corp. 
(International), a. -division that 
now accounts for 20% of the agen- 
cy’s total billings. 

As a matter of policy, McCann 
is rotating its top officers in the 
international command posts so 
that they will be familiar with this 
side of the agency’s business. The 
two exec vps now split the as- 
signment. Mr. Healey, as board 
chairman of the international com- 
pany, supervises Latin America; 
Mr. Stilson is responsible for Eu- 
rope, where McCann has nearly 
900 people and $35,000,000 in bill- 
ings. 

Mr. Stilson has spent more than 
half of his time in Europe during 
the past year. He has an apart- 
ment in Frankfurt, where he keeps 
a small wardrobe. This allows him 
to travel unencumbered. He once 
dumbfounded a customs inspector 
at Idlewild by arriving from a 
three-week stay in Europe without 
a single pieee of luggage. After 
several minutes of “You’ve got to 
have something!” the inspector 
asked Mr. Stilson what business 
he was in. Mr. Stilson said: “Ad- 
vertising.” The inspector said, 
“Oh,” and waved him on, 


s Mr. Stilson’s background is 
rather unlikely for an advertising 
executive. A native New Yorker 
(he stills says “idear’’), he got his 


early business experience on Sev- | 


enth Ave., with silk and hosiery 
companies. He went to night 
school for seven years, taking an 
assortment of business courses at 
an assortment of schools, never 
getting a degree “because that’s 
not what I was interested in.” 
Among other skills, he learned to 
be an expert stenotypist. 

In 1936, when he was 30, Mr. 
Stilson went to work for the 
Franklin Simon department store 
as personnel director, later be- 
coming general superintendent. In 
1941, he moved to Sperry Gyro- 
scope, on Long Island, where he 
set up the company’s “protection 
department,” organizing a plant 
security force of 480 guards. He 
became manager of general office 
services before leaving in 1943 to 
join the Kaiser cargo division in 
Bristol, Pa. 


Mr. Stilson came to New York 
one day in 1944 on Kaiser business 
when he ran into an ex-school- 
mate who said to him, “Stilson, I 
knew a great job for you. With an 
advertising agency, McCann-Er- 
j|ickson. They have been looking for 


months.” 

“At the time,” said Mr. Stilson, 
“the only advertising agency I had 
ever heard of was J. Walter 
Thompson.” é 


® Having some time on his hands 
that day, Mr. Stilson decided to go 
to the movies. “I was headed 
across Rockefeller Center for the 
Music Hall,” he recalled, “when I 
remembered about this job. I 
looked up McCann-Erickson’s ad- 
dress and saw it was right there. 
So I went upstairs and was in- 
terviewed by John L. Anderson, 
who was the treasurer. 

“I then went back to Bristol, 
and a few weeks later I got a call 
from McCann-Erickson asking me 
when I could start work. 

“The main reason I took the 


someone with your background for | 


job was that it was the first time 
in my life I had been promised a 
five-day week. I never got it, but 
that’s beside the point.” 

Mr. Stilson became McCann’s 
office manager and assistant to 
Stan Briggs, general manager of 
the eastern region. He worked un- 
der Mr. Briggs for three years. 

“Harper was coming along very 
rapidly then,” Mr. Stilson said. 
“He became assistant to the pres- 
ident and then began using me 
more than Briggs did. We have 
worked together ever since.” 


® Mr. Stilson advanced successive- 
ly to director of the budget, treas- 
urer, chairman of the finance com- 
mittee, member of the board and 
exec vp. 

“Yes, I could be doing this job 
in any other business,” he says, 
“but I prefer this to any other I 
know. The administrative work of 
an agency is not too different from 
administering a department store. 

“In the advertising business, 
though, the emphasis is on people, 
particularly the creative ideas of 


| people. It’s more simplified be- | Floor Covering Assn. 

cause you have no inventories or | Enjoined from Price-Fixing 
momunss, But is — complex | A final judgment of permanent 
because you are dealing with peo- |injunction has been entered in the 


ple.” # ‘New York supreme court, Buffalo, 
Both Sides File Briefs in against the Allied Floor Covering 
‘Woman's Day’ Anti-Trust Suit SS". 0f Western New York, pro- 
Briefs have been filed with the |hibiting its member dealers from 
U.S. court of appeals, Chicago, by | ©28asing in alleged price-fixing 
all plaintiffs and defendants in a/@¢tivities. = 
$3,000,000 anti-trust suit against} The association, composed of 11 
Great Atlantic & Pacific Tea Co., | 2rea retailers, consented to the in- 
Woman’s Day, General Foods | Junction and agreed that its activi- 
Corp., Hunt Foods Inc. and Morton | “tes were in violation of the state 
Salt Co. brought by 20 independent monopoly law. Original charges, 
retail and two wholesale grocers | filed in 1956, held that at weekly 
in the Chicago area two years ago meetings of the association, mem- 
(AA, March 12, ’56). bers “agreed upon prices that each 
Oral arguments before the higher member would charge for identical 
court are expected to be held in| "ticles. 
May. Judge William J. Campbell | 
in U.S. district court last year held ‘Stevens Joins Weightman 
that it was not discriminatory or a| Leonard Stevens has joined 
violation of the Robinson-Patman Weightman Inc., Philadelphia 
Act for the three food companies| agency, as director of radio and 
to advertise in Woman’s Day, al- | television, a new post. He formerly 
though the magazine is owned by|was an account executive and ra- 
A&P and sold only in A&P stores|dio-tv director of Benjamin Katz 
(AA, July 29, ’57). Agency, Philadelphia. 


... That's really LIVING! 


For young homemakers, LIVING is like that today—and more. It’s the 
promise and the fulfillment. The dream come true... 


it’s true. Tuday’s young couples have the incomes, the yens, the press- 
ing needs—they just need the know-how; and LIVING provides that. 


LIVING provides the thrilling ideas, what to buy—where, and for how 
much. It’s down to earth. It’s heaven, too... 


It's heaven for advertisers because young homemakers are today’s 
T.O.P.% market—They buy more, because they need more. They're in 


IAVAlEINEG 


feeling! 


Young, vibrantly alive and loaded—with everything it takes to knock 
life for a loop!—To buy a house, buy a car, have a baby—have a ball 


the “must buy” years. That's why, today, they’re buying more houses, 
more furniture, food and appliances than all the other people in this 
country put together. 


...Meet the market that needs no coaxing. 


ee ee ee 
—§ ‘*T.0.P. means Time of Purchase... greatest when: 
4 1. New families are being formed 
t 2. Families are expanding 
e 3. Families are moving 
| LIVING’s readers are in these stages. 
we se ss a ee ee 


FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE, NEW YORK 22, N.Y. 
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THE 


LANDING 


STRIP \ 


as seen by 
JOHN BURGOYNE 


In the paper we read recently that 
the head of the School Board in 
Cleveland, Ohio was appalled at a 
petition he received. It was signed by 
over one hundred “puples.” Also 
mis-spelled in the document were 
“fill” for “feel,” and “wair” for 
“where.” Then we read how in Cald- 
well, Kansas the word “litter” had to 
be changed to “trash” on the refuse 
cans to keep the citizenry from 
posting their mail in the wrong 
receptacles. 


Spelling is obviously a difficult 
subject for many folk but these two 
urban centers ought to get together 
on the problem. We wunder how 
miny of the adults in Caldwell gott 
ose education in Cleveland wair 
I did. 


xk * 


Ever seen a real honest-to-good- 
ness candy bar that was good for 
your teeth, good to your taste, good 
for your tummy, and packed some 
vitamins, too? No? “Tell ’em all 
about it Rover. You’ve been guzzling 
them for months, now, and you've 
got more pep than your fleas!” 
Burgoyne finds that dogs influence 
people to buy things like dog candy 
in such places as Cedar Rapids, Day- 
ton, and Harrisburg. His facts indi- 
cated to one manufacturer that he 
ought to bark louder and further 
afield about his product. He’s gonna 
do it, too! 


:.2 


Not long ago the manufacturer of 
a fast-acting headache reliever came 
to Burgoyne with a new product. It 
did not have one, two, or even three 
ingredients . . . it had seven. It was 
faster in action than a “cat on a hot 
tin roof.” He wanted a market test 
and an accurate count on all sales 
during a saturation campaign in 
Charlotte, Des Moines and Grand 
Rapids. The facts Burgoyne’s re- 
searchers brought in convinced our 
man he needed a different product 
or a better sales approach. He saved 
money by testing, first, and second, 
by checking with Burgoyne. Good 
way to avoid a really bad headache. 


x*«re 


Checking grocery and drug store 
sales of various products and re- 
cording the facts accurately is a daily 


Advertising We Can Do Without... No. 48 |Shell Agrees to 


Adding Machines 


© 10-Key Keyboard 

© Portable 

e Sturdy 

© Fully Guaranteed 

® In Modern 
Colors 

© Fully Electric 

© Made in USA 

® No Money Down 

® No Payments ‘Til May 20 


Just S@ of Clork 
OFFICE MACHINES MRaAauUAD 


See The World's 4 
HERMES |= 


Ftd "BUY IT NOW" AT (Mea 
Te ALLIED ibea 
Saeed | “Electric ~§ 


3141 W. 25th | 5306 Euclid | 14907 St. Clair 
| are sm 
UT. 1.2190 


| 


ONLY 


119° 


NO TRADE NEEDED 


3910 LEE 
gia: Between Kinsman 


A) of "and Harvard 
Gt. 1.6565 | WA. 1.7370 


WHAT'S THAT NAME AGAIN?—Charles Abel, editor, The Professional 
Photographer, nominates this ad from a Cleveland paper. “Struck 
by the fact that although General Electric makes many products I 
had never heard of an adding machine by that name,” he writes, 
“TI read the copy, noted that the trademark on the machine was not 
the well-known circular G-E symbol, and then looked again at the 
words, General Electric Adding Machines. Only then did I read— 
and I doubt if you can spare the space to reproduce this large enough 
so it will be legible, the word ‘fully’ set vertically in small caps be- 
tween the words ‘General’ and ‘Electric.’ If this isn’t a new low in 
attempting to capitalize on a famous name, what is?” 


Classified Ad Group 
Grows Faster Than 
Anticipated: Miller 


New York, April 22—Newspa- 
per classified advertising is now 
available in a package that in- 
cludes virtually every major mar- 
ket. 

A total of 64 daily newspapers 
in over 50 cities, with a combined 
circulation of about 4,300,000, are 
now represented by the National 
Classified Advertising Network, 
221 W. 57th St., New York. The 
organization began operation early 
this year (AA, Feb. 17). 

Robert Miller, president, said 
that growth of the network 
had been more rapid than antici- 
pated and that most major mar- 
keting areas in the U. S. now 
included at least one member 
newspaper. 


s For the newspapers, there is a 
27% fee involved, broken down to 
15% for the advertising agency, 
2% cash discount to the advertiser 
and 10% for the network’s service 
as a representative, Mr. Miller said. 

Mr. Miller said the package of- 
fer of a group of markets should 
appeal to national advertisers who 
want to “follow up” display space 
and supplement point of purchase. 


Shulton Slates $1,000,000 
Father's Day Drive 


Shulton Inc., New York, expects 
to spend $1,000,000 in the week 
preceding Father’s Day in what it 
believes to be the most intensive 
campaign for Father’s Day ever 
held within the toiletries industry. 


Borgoyne activity in more than a 
score of the nation’s top test markets. 
Call him in if you like your research 
thorough, fast and economical. 


FIRST MATIOWAL BANK BLOG, CINCINMATI 2, ONO 


eight programs on the NBC and 
ABC networks, up to 12 radio spots 
j}daily in 48 key markets, four- 
color pages in June issues of Life, 
Look, Redbook and The Saturday 


|Evening Post and newspaper -ad-|- 


vertising in 94 markets. 
Gooperative advertising and a 
window display contest for drug 
and department stores are also 
jtimed for the event. Wesley As- 
sociates, New York, is the Shulton 


agency. 


33 network spots are scheduled on | 


— 
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-* “ 
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_ 
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118 SOUTH CLINTON STREET ° 
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|\Connecticut Farmers Push Milk 


23 Connecticut daily newspapers 
are carrying ads containing the 
message, “No one ever outgrows 
his need for Connecticut fresh 
milk” every week for 13 weeks in 
a campaign backed by the Con- 
necticut Milk for Health, which is 
financed and controlled by 3,000 
dairy farmers. The newspaper push 
will continue through June 10. 
Kaufman Advertising, Hartford, is 
the agency. 


Latshaw Named Art Head 

William N. Latshaw has been 
promoted to art department man- 
ager of Waldie & Briggs, Chicago. 
He joined the agency in 1955. 


End Pricing Setup 


Favoring 2 Dealers 


WasuHIncTOoN, April 22—Shell Oil | 
Co. has accepted a consent order | 
from the Federal Trade Commis- | 
sion which prevents it from selling 
gasoline to two taxicab companies 
on terms which enable them to re- 
sell to the public at more favorable 
prices than Shell’s regular outlets 
can offer. 

FTC’s complaint said the taxi 
companies, both located in Wash- 
ington, were getting such favorable 
terms from Shell that they resold | 
gas to motorists for 214%4¢ less than | 
regular Shell stations. FTC noted | 


tion. 
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|competition with gas stations are 


prevented from buying on more fa- 


| vorable terms than the stations. + 


Lester Opens Agency 

Tom M. Lester Jr. has opened 
Lester Public Relations & Adver- 
tising Agency at 9210 Linkmeadow 
Lane, Houston. The agency spe- 
cializes in handling special events, 
campaigns, and styling new market 
demands for products and services. 
Mr. Lester handled the develop- 
ment of the Riverbend Country 
Club and formerly was a_ pub- 
lic relations representative of Shell 
Oil Co. in Houston and New York. 


]WT Boosts Hyland, Bennit 
Richard Hyland, magazine buy- 
er in the media department of the 


tnat Shell was aware of the situa-| Chicago office of J. Walter Thomp- 


son Co., has been promoted to as- 


Under the order there is no} sociate media director. He will be 
change in the price cab companies | 
pay for gas for their own use. How- | 
ever, cab companies which sell in| 


succeeded as magazine buyer by 
Louis H. Bennit, a staff member in 
the media department. 


In SUNDAY you do a 
massive local job on a 
coast-to-coast basis. 
You gear impact to 
potential in all markets, 
virtually eliminating 
UNwanted markets and 
circulation, 


In the process, you 
Strengthen the hands 
of your Sales 
Department. You give 
each local office 
maximum advertising 
support for most 
wanted packages, 
flavors or styles—and 
relieve them of 
UNwanted deals. 


sis people read Sunday 


than any other magazine 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
260 Madison Avenue New York 16,N. Y. MUrray Hill 9-8200 


CHICAGO e« DETROIT « LOS ANGELES e 


SAN FRANCISCO 


when INITIAL IMPA 


expert engravings # 

can make good advertising; 
look better...do a better .”! 
selling job! yA 


. R.OP. color, too! 


HOTO ENGRAVING COMPANY 
CHICAGO 6, ILLINOIS ° 


FRANKLIN 2-6343 
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ISIM Will Be Born, With or Without 
NIAA, Myers Tells Chicago Unit 


(Continued from Page 1) 
Southern California will oppose 
adoption of ISIM at the NIAA 
convention in June at St. Louis. 
Pittsburgh apparently will vote 
for ISIM. Of course, there can 
be switches of votes at the 
convention, but at this stage of 
the battle, the consensus of the 
membership at the loca! level 
seems to be either openly hostile 
or at least moderately skeptical 
of the ISIM proposal. 


® Neither side has deployed all of 
its forces as yet. There are nine 
more important chapter meetings 


scheduled in May: Detroit and 
Montreal (May 1), New York 
(May 5), Newark (May 6), 
Milwaukee (May 8), Columbus 
(May 9), Chicago (May 12), 


Boston (May 15), Houston (May 
19) and Baltimore 
Members of the NIAA implemen- 
tation committee and the head- 
quarters staff are expected to 
attend most of these meetings to 
explain ISIM in detail and to 
answer questions from the floor. 
Either ballot or mail votes on the 
issue are expected to be taken by 
the chapters after these meetings. 


s The Chicago chapter today 
checked its directors for their 
opinions about ISIM. Three favor 
its adoption, ten oppose it, and 
one is noncommittal. The chapter 
membership is being sent a 
summary of the directors’ views 
along with a questionnaire asking 
their opinions about ISIM, NIAA 
as it operates now and related 
questions. 

The chapter will meet again 
May 12 to give its final instruc- 
tions to its delegates to St. Louis. 
The Chicago chapter has between 
23 and 25 votes to cast and, 
though chapter by-laws say noth- 
ing about a unit rule, chapter 
sentiment reportedly favors voting 
as a unit. 

Much of the heat in last night’s 
discussion at the Chicago chapter 
meeting arose from ISIM’s plan 
to restrict membership to the 
upper echelons of the marketing 
hierarchy of member companies. 
Donald P. Byran Jr. of United 
Press Assn. pinpointed the objec- 
tion when he explained that he 
and many others like him weren't 
top drawer executives, “but we 
somehow made it out of the mail 
room.” ISIM would exclude such 
people from the training and 
education they joined NIAA to 
get, he protested. 


= Along the same line, Mr. Myers 
was asked if ISIM member 
companies wouldn’t also want 
their junior market executives to 
gain the training available through 
ISIM. 

Mr. Myers acknowledged that 
some Chicago chapter members 
would be dropped in the switch. 
He noted that 39% of the present 
Detroit chapter members would 
go and 41% of the Pittsburgh 
chapter members would _ be 
dropped. Some Chicago chapter 
members estimated they might 
lose as much as 50% if ISIM 
were adopted. 

A strong protest against ISIM 
was voiced by J. Wesley Rosberg 
of Buchen Co., secretary-treasurer 
of the Chicago chapter, who said 
he is “unalterably opposed to 
ISIM.” 


s He said the ISIM task force 
committee had failed to follow 
one of its own basic precepts by 
failing to meet the needs of the 
market involved. He said one of 
the Chicago chapter’s motivating 
purposes has been “to build the 
function of industrial advertising,” 
whereas ISIM (he called it “a 


(May 20).| 


hydra-headed calf”) would have 
the chapter’s energies and efforts 
diffused over a much wider range 
of concerns. With the chapter’s 
budget halved and its. burden 
multiplied, he said, ISIM could 
hardly be looked to as a step 
forward. 

Mr. Rosberg asserted that 
NIAA, particularly at the national 


level, had not made a_é good 
showing in achieving its stated 
objectives. But, he said, “we'd 


rather go along in our own stupid 
way, if you please,” toward achiev- 
ing the chapter’s traditional goals 
rather than laboring toward new 
goals that are way out of reach. 


# One of the few conciliatory 
views heard last night came from 
Keith J. Evans of Joseph T. 
|Ryerson & Co., one of the founders 
of NIAA. He said he’s seen many 
changes in the marketing world 
since he joined the chapter (he 
was the chapter’s president in 
1921-22) and suggested that “It’s 
the pain of a new idea that’s 
bothering us all.” 

He said he is not now satisfied 
with the job NIAA is doing in 
serving its members and _ said 
ISIM might be able to do a 
better job. 

But he, like several others at 
the meeting, said he thought the 
conversion time being considered 
for the NIAA-ISIM switch is 
too short and that some compro- 
mise on this and other controver- 
sial facets of the plan might be 
worked out. 


® In Milwaukee, meanwhile, the 


Defeat ISIM Committee (now 
being called the Save NIAA 
Committee) organized by the 


NIAA Milwaukee chapter (AA, 
April 21) has decided against 
trying to run its own slate of new 
NIAA officers in reproof of the 
present leadership, but is still 
planning to engineer the defeat 
of ISIM in St. Louis. 

The committee is planning a 
June 3 caucus of ISIM opponents 
in St. Louis to map defeat of ISIM 
either at the directors meeting or 
on the floor at the business 
meeting. 


= The story behind the 50 to 5 
vote of the Albany chapter of 
National Industrial Advertisers 
Assn. against changing NIAA into 
ISIM (AA, April 21) has now 
been released by Dana T. Hughes 
of Alco Products Inc., Schenec- 
tady, N. Y., president-elect of the 
Albany chapter. 

Final tabulation of the mail 
vote, Mr. Hughes said, showed 20 
active and 30 associate members 
out of a total chapter roster of 
73 were against ISIM. 

At the April 9 chapter meeting 
on ISIM, Mr. Hughes took the 
floor against the proposed new 
unit. “Basically,” he said, “we 
feel that there is need in this 
complex industrial society of ours 
for an organization devoted speci- 
fically to the needs of the 
industrial advertising man. We 
think that NIAA has been of 
definite benefit to us profession- 
ally.” 


® The proposed ISIM, he said, 
“would relegate the advertising 
manager to the position of a 
relatively unimportant member of 
the so-called marketing team. In 
ISIM his problems would be dealt 
with only as a small part of the 
over-all marketing structure. 
“Though it finds a _ definite 
value in NIAA, the Albany 
chapter,” Mr. Hughes said, “recog- 
nizes the limitations of the organ- 
ization as now constituted. More 
/attention must be paid to the 
individual member,” he said, “on 


both national and local levels; 
more industrial companies must 
become interested in the associa- 
tion. The national organization 
must be placed on a more equitable 
basis. 

“But this does not mean,” he 
said, “that it is mecessary to 
establish a new organization to 
accomplish these objectives. There 
is plenty of room for improvement 
and advancement within the 
present framework of NIAA.” 


‘INNOVATIONS ' IS 
WIAA MEETING MOTIF 

New York, April 23—The con- 
troversy over whether to reorgan- 
ize National Industrial Advertisers 
Assn. into an International Society 
for Industrial Marketing will not 
be the only matter to come befcre 
NIAA’s 36th annual conference 
June 3-6 at St. Louis. 

While the vote on ISIM seems 
likely to dominate the convention, 
it is pointed out that most of the 
conference will be devoted to other 
matters. G. Herbert Pfeifer, Chain 
Belt Co., Milwaukee, general 
chairman of the meeting, noted 
in a release today that the theme 
of the conference will be “Innova- 
tions in Marketing.” 

James E. Borendame, Acme 
Steel Co., Chicago, program chair- 
man, emphasized that this year’s 
meeting will be an extension of 
last year’s conference. “This year 
we have speakers who have had 
opportunities to put new and 
original approaches to marketing 
to work in all phases of business 
operation,” Mr. Borendame said. 
“We have persuaded them to tell 
us about their methods and their 
results. We are going to give mem- 
bers information they can put to 
work the day they get back to 
their offices.” 


® Speakers will include Marion 
Harper Jr., president, McCann- 
Erickson; Wroe Alderson, presi- 
dent, Alderson & Sessions; S. E. 
Wolkenheim, vp-marketing, A. O. 
Smith Corp.; John L. Gillis, vp- 
marketing, Monsanto Chemical Co.; 
John McKiven, vp, Fuller & Smith 
& Ross; S. T. Harris, vp-marketing, 
Texas Instruments Inc.; William C. 
Graham, McKinsey & Co.; and Wil- 
liam A. McDonnell, chairman, First 
National Bank of St. Louis and 
president of the Chamber of Com- 
merce of the U.S. # 


Marketing Assn. 
Already Has ISIM 


Functions: Fernald 


New York, April 22—‘Is there 
any significant correlation between 
the fact that American Marketing 
Assn. will hold its first regional 
industrial marketing conference 
here May 1, and the proposed re- 


organization of National Industrial | 
|commercial research, U. S. Steel 


Advertisers Assn. into an Interna- 
tional Society for Industrial Mar- 
keting? 

“Yes, there is. But it is coinci- 
dental rather than intentional,” 
Robert O. Fernald, chairman of the 
AMA conference and director of 
marketing research, National Lead 
Co., told Apvertisinc AcE last 
week. 

“The AMA conference was 
planned long before NIAA pro- 
posed its reorganization,” Mr. 
Fernald said. “But as things have 
turned out we are glad that our 
meeting comes at a time that co- 
incides with the NIAA contro- 
versy, because it emphasizes that 
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TRUCK LINE—Worldwide Automo- 
biles Inc., New York, Volkswagen 
distributor, is attributing a healthy 
increase in truck sales to a drive 
sparked by ads like this. North 
Advertising handles Worldwide. 


Fernald estimated, at least 2,000 
are primarily interested in indus- 
trial marketing. 


s Mr. Fernald, who admitted that 
he is not a member of NIAA, said 
that many AMA members are. He 
said that he and a number of his 
colleagues in AMA have been sur- 
prised and somewhat amused by 
statements that no organization 
exists that could do the work pro- 
posed for ISIM. 

Long before the NIAA reorgan- 
ization proposal, he said, AMA had 
been busy strengthening its indus- 
trial setup. To that end, he said, 
an industrial vp will be added to 
the list of AMA national officers 
this spring. More meetings of in- 
dustrial groups within AMA are 
being organized, he said, and a 
broader over-all industrial pro- 
gram is contemplated. 

AMA’s first regional industrial 
marketing research conference will 
be held here May 1 at the Waldorf- 
Astoria. 


s Speakers will include S. V. 
Reiss, manager, commercial re- 
search, Graybar Electric Co., na- 
tional chairman of AMA’s indus- 
trial marketing committee; R. F. 
Lynch Jr., advertising manager, 
organic chemicals department, E. I. 
du Pont de Nemours & Co.; G. M. 
Robertson, manager, advertising 
administration and research, ap- 
paratus sales division, General 
Electric Co.; Frank W. Mansfield 
Jr. director of marketing research, 
Sylvania Electric Products Corp.; 
H. Stanley Lawton, vp, Michigan 
Chemical Co.; B. E. Estes, director, 
marketing staff, U. S. Steel Corp.; 
James L. Rich, assistant director, 


Corp.; Gordon M. Looney, director, 
distribution research, Libbey- 
Owens-Ford Glass Co., and 
others. + 


Chicago Film Seminar Slated 

Fred A. Niles Productions Inc., 
Chicago film producer, is planning 
a film seminar of five nightly 
hour-long lectures on various 
phases of the motion picture busi- 
ness May 5-9 at its Chicago stu- 
dios. Purpose of the seminar is to 
up-date agency tv specialists on 
film-making developments and 
focus attention on Chicago as a 
film-making center. 


there is already an organization Fppert Heads Burroughs 


in the field that is doing many of 
the things proposed for ISIM. 


Ray R. Eppert, who joined Bur- 
roughs Corp., Detroit, as a shipping 


“AMA's activities in the past|cjerk in 1921, has been named to 


have generally stressed consumer 


succeed the late John S. Coleman 


goods marketing. But we have had | 4, president. Mr. Epper has been 
an industrial marketing group for exec yp since May, 1951, and a 
many years, and we fee] that the | member of the board since October, 
time has come to give it more em- | 1948. He was named general sales 
phasis and to make its value better manager of the company in 1941, 


known.” 


and in 1946 was elected vp in 


Of AMA’s 6,000 members, Mr. charge of marketing. 


($2,000,000 Cosmetic 
Account Shifts to 
Doyle Dane in June 


(Continued from Page 1) 
tional information available’’—in 
the words of Warren officials. 

This will not be the first time 
that Northam Warren and DDB 
have worked together. Last year, 
the two were involved in a four- 
way tie-in campaign for Coral Ice 
(a new Cutex color) and Cole 
swimsuits (DDB account). The 
agency’s work on this promotion 
apparently impressed the cosmetic 
company, which was further im- 
pressed when it got a look at the 
sales figures Max Factor rang up 
while in the Doyle Dane shop 
($15,000,000 in 1951 compared with 
$33,497,000 in 1957). 

The arrival of the Northam War- 
ren account puts the Doyle Dane 
billings back where they were 30 
days ago when Max Factor ($3,- 
000,000) and Regal shoes ($200,- 
000) departed. Since then the 
agency has gained Thom McAn 
shoes ($900,000), Benson & Hedges 
cigarets ($400,000) and now Nor- 
tham Warren ($2,000,000) to even 
things out. 


® In the past few months, cosmetic 
companies have become as restive 
as beer and auto accounts. In addi- 
tion to Factor and Warren, two 
other major cosmetic accounts have 
switched agencies. 

First it was Revlon moving out 
of Batten, Barton, Durstine & Os- 
born in September and dividing its 
$7,000,000 account among C. J. La- 
Roche, Warwick & Legler, Dowd, 
Redfield & Johnstone and Emil 
Mogul Co. Coty Inc. thereupon 
moved into the Revlon slot at 
BBDO after eight years at Heine- 
man, Kleinfeld, Shaw & Joseph 
(formerly Franklin Bruck Adver- 
tising Corp.). 

Northam Warren has been a J. 
M. Mathes account since 1949 when 
it appointed Mathes to handle 
Odorono deodorant. In 1951, the 
agency was given the Cutex and 
Peggy Sage brands also, thus be- 
coming the company’s sole agency. 
In 1955, Cutex and Peggy Sage 
went to Dowd, Redfield & John- 
stone for a five-month sojourn be- 
fore being reassigned to Mathes. + 


TvB Plans Book 
Details Use of 
TV on Co-op Basis 


New York, April 24—The grow- 
ing importance of television’s share 
of the approximately $2 billion an- 
nual co-op advertising budget is 
pointed up in a co-op tv plans 
catalog released by the Television 
Bureau of Advertising. 

The 160-page booklet, designed 
as a local and regional selling tool, 
covers 27 consumer categories. Out 
of 345 different co-op advertising 
plans listed for 321 companies, 296 
of the plans now have a tv co-op 
allowance. 

The loose-leaf booklet’s listings 
of manufacturers with tv allow- 
ances, and their division of costs 
and billings procedures, gives an 
indication as to how dealers can 
qualify for co-op tv budgets. 

“The assistance given by manu- 
facturers to wholesalers and re- 
tailers for advertising at the local 
level is moving into special prom- 
inence at this time,” Lisa Gentry, 
manager of TvB’s co-op depart- 
ment, said. + 


Central 4A’s Names Cominos 

James G. Cominos, vp and a di- 
rector of Needham, Louis & Brorby, 
has been named chairman of the 
central region board of governors 
of the American Assn. of Advertis- 
ing Agencies. Other officers are 
Larry Wheery, Wheery, Baker & 
Tilden, vice-chairman, and Alex- 
ander H. Gunn, J. Walter Thomp- 
son Co., secretary-treasurer. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and 


spaces per line; upper & lower case 40 line. Add 
two lines for box number. Closing deadline: Copy in written form in hic 


icago office 


no later then noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 


foch, ‘and 


card discounts, size and f 


AVE 
6 MONTHS ENDING DEC. 


HELP WANTED 


publication date. Display classified takes card rate of $17.75 per column 
requency apply. 


GE PAID CIRCULATION FOR 


40,429 


HELP WANTED 


31, 1957 


FARM ADVERTISING WRITER 
Leading farm equipment manufacturer 
seeks advertising writer with good farm 
background, to develop programs and 
work on all types of advertising materi- 
als. Initiative, imagination essential. 
Challenging, rewarding position with ex- 
cellent opportunity for advancement. 
Ideal working conditions, good starting 
salary. Write in confidence, giving re- 
sume and salary requirements. 

Box 1441, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 

If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt 
Radio, TV, Publishing and 
Pub. Rela. See me now?! 
202 S. State St., Suite 1302-4 


Fully accredited Iowa agency has open- 
ing for an experienced Radio-TV director. 
Must be able to create copy with a 
powerful selling punch, supervise s.ation 
production and service accounts. Séme 
agency experience desirable, but initiative 
is a “must”. You will have complete 
charge of radio-tv operations of this 
growing agency and be given full-creative 
sharing plan. Send complete background 
and availability date. 
Box 1469, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MOLENE 
asa Public Relations 
Copywriters. --A&dvg. Managers 
Artists Media ....Production ..... Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 195 W. Adams 8t., Chge 3 


Advertising - promotion - sales manager 
wanted of proven ability. Excellent 
salary. Prefer man with pet food experi- 
ence or grocery store items. Old com- 
pany, national distribution of pet foods. 
Salary commensurate with ability. 
Answers confidential. 
Box 1462, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DIECUTTING 
Salesman; experienced steel rule diecut- 
ting and finishing, bindery handwork 
lithographed paper & cardb’d advertising 
Also need young man to train for above; 


Editors................ 


should have some experience in graphic | 


arts or allied industry 


ACE FINISHING CO. CHICAGO Mon. 6- | 
4403 


The Midwest's 
outstanding placement 
.. service for Adv.-Art & 
Personnel allied fields, 

erties oe intment on 
Service, 59 £. MADISON « SUITE 1417 

Inc CHICAGO 2, TLL, 
. CEntral 6-5670 


BIRCH 


Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


Columnist for Foreign Import paper, to 
write of European, World import oppor- 
tunities, ete. should be 
in various phases of import. 
Lynn, Mass. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 


ADVERTISING ASSISTANT 
for aggressive Eastern Pa. manufacturer 
Prefer younger man with eng. degree or 
equal experience, to write service man- 
uals, direct mail, technical literature, 
jassist adv. mgr. with administration. 
'Good future. All replies confidential 


Box 1485, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING MEDIA GAL 

With Many Splendored Talents. 
The girl we need must be a jack-of-all 
trades in the Ad-Agency business and 
ithe Master of Media. We believe there 
lis a girl who began as an efficient 
secretary-typist and is now doing all 
the media for a small ad agency or 
who is doing much of the work (and 
thinking) for an aee media man in a too- 
large agency. This is her opportunity 
to become a “Queen bee” in one of the 
| fastest growing young agencies in 
| Chicago .. 
will help Clients, Agency and herself 
prosper. If you are this girl, you will 
aways be glad you phoned us. 

DON KEMPER COMPANY 

SU perior 7-6746 - Chicago 

Mr. Hill. 


ASSISTANT TIME BUYER 
For medium-sized advertising 
| handling major national accounts 
Must have ability to supervise contract 
department. Minimum of 4 years’ experi- 
ence required. Wonderful 
Benefits Salary open. 
Box 1486, ADVERTISING AGE 
/200 E. Illinois St., Chicago 11, Illinois 


“hid Agencies, Manufacturers, Publications, 
TV Film Distributors and TV Stations 
Please Note! 

4% years as regional manager of six 
state area for national consumer maga- 
zine. Successful sales record in selling 
America’s top brand names. 

3 years as television director of mer- 
chandising, promotion, publicity and 
promotion’ in America’s top market. 

3 years as ad manager department 
store chain in middle west. 

Excellent contacts in all fields that 
could mean bigger and better profits 
for you. 

Age 33, Married, 2 children. 

Interested in Chicago area only. 

Available now for interview, send 
for resume. Box 112, ADVERTISING 


AGE, 200 E. Illinois St., Chicago 11, Ill. 


Box 591-C 


agency 


ACCOUNT 


replies held in strict confidence. 
AGE, 200 E. Illinois St., Chicago 


BEER ACCOUNT 


This national advertising agency needs seasoned account execu- 
tive who understands thoroughly beer distribution, sales, point 
of purchase, consumer advertising, etc. He must be well versed in 
all practical phases of beer merchandising and selling, and able to 
coordinate activities of agency and brewery. Outstanding oppor- 
tunity for right man. Some travel. Write all details first letter. All 


EXECUTIVE 


Write Box 113, ADVERTISING 
11, Illinois. 


FOR PR-PUBLICITY 
IN PHILA. AREA... 
Agencies, companies needing expert 


[ae ye d on one-shot or con- 
— basis, 
he Bea 


call or write: 

con Agency, Inc. 
Western Savin d Bidg. 
Phila. 7, Pa. Kingsley 6-1 


will send qu ations. 


“HOW TO SELL TO CHURCH GROUPS” 
Groups—92,000 of them—buy for cash and 
sell to raise money for projects. To know 
Details of market—-Best Approaches to use 
—How to test at low cost Success of oth- 
ers—Products wanted by Groups—Rules 
to follow! Add to profits 

SEND FOR YOUR COPY 

$1.00 Postpaid 

Box 109, Advertising Age 
Illinois St., Chicago 11, 


. 200 E. Illinois 


POSITIONS WANTED | 


REPRESENTATIVES AVAILABLE 


SPACE SALESMAN. Exp., hard-working 
good record. Avible. temporary basis in 
Summer months 

Box 1480, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Rep with fine record, top contacts wants 
trade publ. Comm. Covers N.Y.C. & N.E. 
send magazine with reply. 

Box 1351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PRINTING BUYER 
12 years experience in buying letter- 
press, offset, rotogravure printing, its 
allied materials and services. Well quali- 
fied to handle four color process as well 
as single and multi-color reproduction. 
Also have a good printing plant back- 
ground. Have been employed for past 
5 years by nationally known organization 
buying annually $750,000 of printing 
services. 38 years old. College graduate 
Am eager, aggressive, adaptable, and 


experienced | 


Where her work and wisdom | 


opportunity. 


available now. 


| Box 1464, ADVERTISING AGE 
|200 E. Illinois St., Chicago 11, Illinois 
HOUSE ORGAN EDITOR 
Eight years experience as editor on 2 
company pubdlications—internal & exter- 
nal. Know complete operation. Now in 
| N. Y. C. Will relocate for right position. | 
Box 1487, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
DETROIT-Young PR-Advertising man 
wants te locate in your cliy. Solid 
newspaper (advertising & editorial), 
PR _ experience, J-school grad. Now 
| working, earns $8000. A_ careerist-good | 
| worker. 
| Box 1488, ADVERTISING AGE | 
|200 E. Illinois St., Chicago 11, Illinois | 
AD MANAGER—ACCT. EXECUTIVE 
Experienced creative AM, 
growth opportunity. Now AE 
j}agency. Industrial consumer experience 
|Age 36, BA degree, salary $9,000—$10,000 
| Box 1489, ADVERTISING AGE 
|200 E. Illinois St., Chicago 11, Illinois 


15 YEARS A COPYWRITER 
| IN 3 GREAT AGENCIES 
Attention New York and Chicago agencies 
If you have woman’s copy job to fill on 
food, fashion, furnishings, ete. write 
Box 1490, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

ADVERTISING MGR/ASST - IND 
|7-Yrs. experience. Agency & industrial 
manufacturer. All ad dept. functions and 
promotion. 28 years old; family. 

Box 1491, ADVERTISING AGE } 
|200 E. Illinois St., Chicago 11, Illinois 
} ADV. & SALES PROMOTION MGR. 

8 yrs. Exp. in Retail and “Borax” Adv. 
Direct Mail, Production, Merchandising. 
Age 30, Married, BS Degree, Proven Abil- 
ity. 

| Box 1492, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
4A ART DIRECTOR-ARTIST 


| Young, 9 yrs. broad exp. relocate South | 


or S. W. with top potential organization. 
Box 1493, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
| 37 YEAR OLD “HAS BEEN” 
Creative ad/promotion, 15 years agency 
& media experience. Folding present | 
agency/publishing business to accept 
challenging offer Northeast or Florida. 
DOUGLAS VAN VALKENBURGH 
100 Orange Ave., Fort Pierce, Florida | 
SPACE SALESMAN - CHICAGO BASE | 
Tailored Presentations, 31, Det. Resume. 
Box 1495, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 
NEED ONE-MAN RADIO/TV DEPT. 
OR HEAD OF LARGE OPERATION? | 
}12 years agency, film production and | 
Station management experience. Present- 
ly, Asst. Director of Radio/TV Dept. of 
4A Agency. Willing to relocate | 
Box 1494, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MONTREAL OFFICE? If you are looking 
for reliable, loyal, all-round ad man to 
start Montreal and Canadian representa- 
tion and account servicing, I am your | 
man. Knows Canada-U.S. problems and | 
French. All dept. agency experience 

Box 1497, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


FOOD AE, to work on famous- 
name product of big food adver- 
tiser. Major food-account expe- 
rience. 30's or early 40's. Strong 
in mktg., merchandising. Gener- 
ous profit-sharing, 

MKTG. RESEARCH, 
search agency or mfr., 

Grad. degree. Knowledge all 
techniques to $15M 

ASST. MKTG. MGR., pkging 
Sales presentations to food mirs. $9M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


PUBLIC RELATIONS 
Can develop business articles maga- 
zines and ancial editors will use 
—over-all corporate PR knowhow, 
lus ideas for ads, sparking sales, 
road industrial experience—look- 
ing for more challenging opportu- 
nity. Box 114, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, II. 


and references. 


TO A COPYWRITER WITH BACKGROUND IN HARD GOODS 


Kentucky’s largest agency has a top spot for experienced 
creative writer to handle both print and collateral ma- 
terials for hard goods (industrial and appliance) accounts. 
Outstanding opportunity with state’s fastest growing 
agency. You will work with topflight art staff and account 
group. Pleasant suburban living only minutes from office. 
Insurance and other benefits. Salary open. Write in con- 


fidence; include complete résumé, writing experience 


Box 115, ADVERTISING AGE 
200 E. Illinois Street, Chicago 11, Illinois 


OPPORTUNITY FOR 
FASHION COPYWRITER 


If you have ideas for the promotion 
of women’s apparel and have proven 


Trade, business, industrial or class publi- 
cation being sought for Chicago repre- 


sentation by top producer with excellent | 
record whose publishers know of this ad. | 


Box 1496, ADVERTISING AGE 
200 «+E. Iillineis St., Chicage 11, Illinois 
Well established Rep, based N.Y.C. seeks 
sports, athletic or sports equip. pubis. 
Comm. basis. Excellent record, top con- 
tacts. college, mature. Send recent issue. 
Box 1350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Experienced professionals. New York and 

Chicago offices ready to go for one sub- 

stantial consumer or 

WALTER E. BARBER CO. - Est. 1947 
516 Fifth Ave., N.Y. MU 2-5253 


BUSINESS OPORTUNITIES 


EXTRA INCOME 
for ARTISTS and COPYWRITERS 
Only accomplished men and women ac- 
cepted for affiliation to provide “big 
agency” creative services to small ad- 
vertisers. Send bonafide samples, resume 
and $5.00 affiliation fee today! 
ADVERTISING ASSOCIATES OF 
AMERICA 
Box 1111, Topeka, Kansas 


trade publication. | 


Advertising Age, April 28, 1958 


ADVERTISING MANAGER 
WANTED 


Position open with a leading man- 
ufacturer of home heating and 
cooling equipment. Experience in 
heating and cooling field desirable 
but not mandatory. However, 
background should include adver- 
tising and promotional experience 
in consumer durables. 


Growth opportunities sre excel- 
lent. Company is well established 
and reputable with excellent 
products and dealer loyalty. You 
will join a management team that 
is young, capable and progressive. 


Company is located in a medium 
size, midwestern city with excel- 
lent residential and recreational 
areas nearby. 


Write qualifications to Box 111, 
ADVERTISING AGE, 200 E. Illi- 
nois Street, Chicago 11, Illinois. 


Redes 


ART SALESMAN—would you like to participate 
in the ownership of an established studio? 


Some “‘live-wire’’ art salesman with an established following of 
customers will be given an opportunity of joining our organization 
and participating with a congenial group in its ownership. A very 
attractive plan has been worked out whereby he can acquire stock 
based on sales performance—without making any cash investment ! 

This is a well-established general art studio staffed with top-flight 
talent in layout & design, illustration, retouching, art assembly, etc. 
We are financially sound with assets of over $50,000.00. 

If you are now selling a monthly average of over $5,000.00 worth 
of work, you may qualify for this once-in-a-lifetime opportunity. 
Write in complete confidence—or if you wish to remain anonymous, 
have a friend contact us for preliminary details. 


P.O. Box 3840, Merchandise Mart, Chicago 54, Illinois 


OPPORTUNITY 
FOR MANAGING EDITOR 


The man we want probably is now 
managing editor of a business publi- 
cation which offers no further chal- 
lenge—or, he is a senior associate 
editor who is ready to move up. 

This man will be experienced in the 
problems of producing a business mag- 
azine and he will be capable of taking 
over direct supervision of a small, 
competent staff in New York which 
now handles the details well. He must 
have demonstratabie ability and expe- 
rience in business paper make-up, ty- 
pography, physical treatment and posi- 
tioning of article content in relation 
to editorial values. He will spend less 
of his time in this supervision than he 
will in developing information for 
major stories. He must like meeting 
and working with important people, 
who will be his sources for informa- 
tion. He must be able to translate this 
information into tightly written, fast 
moving stories which wili be read by 
business executives who have too little 
time in which to get the information 
they need 

He will be expected to work on an 
idea and planning level with the edi- 
tor. He must be capable of assuming 
complete responsibility, with minimum 
supervision, for projects assigned to 
him 


Age is not important, except that 
the man we want must be young 
enough in mind to want a challenge 
We will pay this man an adequate 
starting salary. He will be joining an 
important publication which is grow- 
ing according to plan. The man we 
want will be able to grow along with 
the rest of us. 

you are the man, write to us in 
confidence and tell us about yourself. 
State salary requirements. Our em- 
ployees know of this ad. 


Box 117, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


IF YOU GET A BOOT 
OUT OF WRITING... 


. .. and your samples show it... 
you could be the man for us. This 
medium-sized 4-A agency is look- 
ing for a senior print writer with 
8-10 years solid agency experience 
on substantial accounts ‘(hard 
goods, food, industrial, farm). 


You'll combine creative ability 
with campaign planning savvy. 
You'll work well with artists and 
other writers. You'll have im- 
mediate supervisory potential. 


In return we offer you a five- 
figure salary that’s sweetened by 
profit-sharing, retirement plan, 
life insurance and a _ square- 
shooting management. If you're 
our man you'll also like our loca- 
tion on the East Coast, a deep 
breath away from NYC. Send de- 
tails on experience, salary expect- 
ed, in strict confidence. 


Box 110, ADVERTISING AGE 


480 Lexington Ave., New York 17, 
New York 


yourself as an experienced fashion 
copywriter, there’s a spot for you in 
the wonderful Pacific Northwest. We 
hope to find a woman 27 to 40 who 
wants a future in advertising with a 
AAAA agency with part-ownership op- 
portunity. Write us details about your- 
self and your work, with recent snap- 
shot. Box 102, Advertising Age, 4041 
Marlton Ave., Los Angeles 8, Calif. 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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PUBLICATIONS 
OUT OF THE WEST COAST 


Business, professional, hobby and 
special interest publications—both 
nationals and regionals—published 
in California, Washington and Ore- 
gon may join in this special dis- 
play-classified section the last week 
4 each month by writing AA’s 

estern classified representatives: 


Classified Departments, Inc. 
(Bill Bowen ), 4041 Marlton Ave., 
Los Angeles 8, Calif., AX minster 2-0287 


rr 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale: prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write Irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (DUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) is now off the 
press. 


agency 
partnership 


Highly regarded New York agency 
in the over-a-million class invites 
individual or agency owners to 
talk about a coming-together. 
This is a sturdy, flourishing busi- 
ness that functions in a creative 
and profitable climate. Box 116, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N.Y. 


_ WANTED—A.E. 
WITH PROMOTION FLAIR 
FOR MEN’S SPORTSWEAR 


If you're right for this job, you're 
bursting with sound ideas for adver- 
tising and selling men’s sportswear. 
You're probably 28 to 38 in age, with 
a deep interest in all sports. Copy 
ability is desirable, as is a background 
of retail store and agency experience. 
You are interested in living in the 
Pacific Northwest and working with an 
AAAA agency with an opportunity avail- 
able for ownership participation. Write 
us with details and picture. Box 101, 
Advertising Age, 4041 Marlton Ave., 
Los Angeles 8, Calif. 


World’s No. 1 Sports Car Bi-Weekly 


WHY 
P Yunus 


725 N. Wesern, L. A. 29, Calif. 

Data, sample copies on request 
Reach Top U.S. Sports Car Market! 
Read by Dealers, Fans, Drivers, etc. 


MARKETING & SALES MANAGER 
$20,000+- 
Well-known manufacturer of pleasure 
boats and guns seeks dynamic ex- 
ecutive to supervise National Sales 
and Marketing Program. Knowledge 
of boating industry helpful but not 
mandatory. For confidential represen- 


WE WILL FINANCE 

THE NEXT PRINTING 

OF YOUR CATALOG 
Or, all your printing needs 
Well equipped Offset Lithog- 
raphy and Letterpress plant 
located near Chicago’s loop 
and main post office. 


IF your market includes administrative 
and technical personne! in these labs: 
Hospital, private clinical, public health, 
research, commercial— 


THEN you will want to know more about 
LAB WORLD 
“The National Newsmagazine of the 
Clinical-Scientific Laboratory oa 
Write for sample copy, rates. to 
LAB WORLD, 672 8S. Lafayette ‘Pak PL, 
Los Angeles 57, Calif. 


tation contact— Complete typesetting and 

GEORGE E. PYLKAS plate making facilities “un- 
Executive Advertising Consultant der one roof.” 

CADILLAC ASSOCIATES, INC. Well equipped for color 


220 So. State St. - Chicago » WA 2-4800 work, direct mail pieces, cir- 

culars and catalogs . . . en- 

graving, layout and artwork. 
Our Service & Prices 
Are All-Ways Right 


Box 118, Advertising Age 


Fine, Fast, Fairly Priced ggg 


pics 


200 E. Illinois St., 


Sell the Vast West Coast 
AUTOMOTIVE MARKET 
through its leading trade paper. 
Advertise where the orders are signed! 
AUTOMOTIVE DEALER NEWS 
1700 West 8th St., Los Angeles 17, Calif. 
ALSO: PACIFIC OIL-MOTIVE MAGAZINE 


Chicago 11, Illinois 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS ADVERTISING 
PUBLICITY COMMERCIAL We handle your employment problem 
co dential! d effectively. 
NVENTION = INDUSTRIAL || copy cHier $20, 


a p a. in toiletries and 


Write, wire, phone . 


CALIFORNIA is the 

NUMBER 1 year ‘round 
OUTDOOR MARKET in the U.S.! 
WESTERN OUTDOOR NEWS 

is the ONLY 

STATEWIDE 

OUTDOOR NEWSPAPER 

serving this market! 


Complete weekly fishing, boating, hunting news. 


+ 1100 W. Olympic 


Los Angeles 15, Calif., Richmond 9-9395 


wanvenn aenscunvuns 6 Spanked 


LIVESTOCK / DAIRY / CROP PRODUCTION 
You can SELL te each speciatized group or to all three thru: 


WESTERN DAIRY JOURNAL 
WESTERN LIVESTOCK JOURNAL 


Write fer complete detoiis ond current isswes to: 


NELSON R. CROW PUBLICATIONS, INC. 
4511 Produce Plaza 


los Angeles 58, Colif. 


PUBLISHERS! 


phauas cd cadeae $15,000 
Solid Sead. 7 major auto- 
Complete Representation meter 6 accounts. Contact exp. nae 
peaunes ¢0ees-<oe j 
in Washington, D. C. Area 4A Agency needs expd. man 
We are in a position to take care of or major consumer account. 
the complete Washington-Baltimore- ARKET RESEARCH ............. 9,000 
Richmond interests of publishers . . . 2-5 yrs. in consumer anc indust. 


from space selling to political and 
economic reporting. We have con- 
tacts with advertisers, agencies, po- 
litical figures, bureau heads and 
many other sources of reliable in- 
formation and up-to-the-minute news. 
We have centrally located offices, 


surveys. Midwest eager. 

ASST. MKT. RES. 

To create customer presentations. 
or sales v / in packaging. 


3-5 years space sales one. Admin.” 
opportunity may be added. 


and a complete staff, from which B. L. Clem 
detail service can be efficiently : 
handied. Washington is the focal Advertising Consultant 


IMPERIAL PERSONNEL 


point of the free world. Representa- 
37 S$. Wabash Ave., Chicago 3, FR 2-4233 


tion here is almost a ‘‘must” for any 
publication. 


BANK AND TRADE REFERENCES | 
FURNISHED 


Write, Wire or Telephone CUTS $1.25 
for an Exploratory Interview = 
wi 


Line or halftone fush mountea. 
Wm. J. Appel or Mannie R. Klein i ~ _ 
MANNIE R. KLEIN, INC. 
1424 K St., N.W., Washington, D. C. 


setae 3-233 


WARD EAH 
Box A 87, Glendale. Calif. 


More than 
13,000 
Engineers 
in the Los Angeles area 
subscribe to, and read, the 
Engineer of Southern California 

626 N. Garfield Ave., Alhambra, Calif. 
Usual agency discounts. Need reps. 


WANTED: COPY CHIEF 
DECIDEDLY CREATIVE 


If you believe you can successfully 
fill the top copy spot with an ex- 
ceptionally keen, fast-growing Chi- 
cago Advertising Agency, this ad- 
vertisement is meant for you. Here 
are things we seek: Package goods 
experience, either toiletries, food, or 
both; the ability to produce stimu- 
lating. effective ideas; forceful writ- 
ing and intelligent copy direction. 
If you can fill these requirements— 
and if you're a team worker, with 
ability to inspire others—there's 
a top salary for you here with un- 
bounded opportunity. Our accounts 
are leaders; our people are pros. 
Send résumé to Box 108, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Ill. Our staff knows of this ad. 


MAIL ORDER 
AD MANAGER 


One of our clients, located in Chi- 
cago, has asked us to find an aggres- 
sive, personable young ad man who 
knows mail order selling inside out. 
He must (1) be able to write two- 
fisted, patel reese yo | copy; (2) 
handle departmental affairs and de- 
tails with thoroughness and dis- 
patch. Excellent opportunity for 
man, age 25-35. Salary open. Mail 
order background is a must. 


Send resume or phone: John Miller, 
Alex T. Franz, Inc. Advertising 
Agency, 221 N. LaSalle Street, Chi- 
cago. CEntral 6-5025. 


PRO PROMOTION WRITER 
AND PLANNER 


We want one. Not a man who aspires 
to be one; a man who IS one. He'll 
work with clients including one in the 
home appliance line, an unusual op- 
portunity in the growing field of 
built-ins. Air conditioning too. Related 
experience counts. Job description? 
The man we seek will know! Write 


KIRCHER, HELTON & COLLETT, Inc., 
2600 Far Hills Ave., Dayton 19, Ohie. 


PUBLICATION, BOCK 
and CATALOG PRINTING 


We have excellent facilities for produc- 
ing saddle-stitched publications up to 
9” x 12” and up to approximately 80 

ges, in quantities of about 5,000 to 


CHICAGO OFFICE SPACE 


Entire Fourth Floor 
1,000 sq. ft. 


Completely 
air conditioned 
Receptionist 


0,000, one color or more. Good mail Automatic elevator 


8,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
GREATER COVERAGE 
THAN 43 STATE MEDICAL MAGAZINES 

Agency Commission 

1925 Wilshire Bivd., Los Angeles 57, Calif. 

Frank M. Cohen, Adv. Mgr., DUnkirk 5-1581 


facilities. We are an old established firm 

with 35 years of publication, book and 

catalog printing eapestenes, located 275 

miles west of Chi ~~ mail 

and freight service. orkmanship 

at fair prices. Why not investigate? Box 
. Waverly, Iowa. 


National Sperting 
Goods Association 
716 N. Rush St., 
Chicago 11, Ill. 
DE 7-3876 


with 5 private offices. 


TV COPY FOR AUTO DEALER 


Capture the Class Market of the West 
With the Class Magazine for RESTAU- 
RANTS-HOTELS-MOTELS. Our best sales- 
man is the magazine itself. So. just ask 
for a sample copy (and rate card) of 


WESTERN HOTEL & RESTAURANT REPORTER 
(A Western Business Publication Since 1874) 
Donald J. 9 Associate Publisher, 


Restaurant Bepertes, 
Les Angeles, 
irk 8-2981 


Western Hotel 
3723 Was iva. 


500 SCRIPTS—HUNDREDS OF PROVED GAMPAIGNS—READY FOR YOU! 


In the past two years we have placed two million dollars worth of TV time 
for retail dealers of all makes. We originated and used literally thousands of 
scripts. The best of these, proven by actual sales, we're packaging in new 
areas. Commercials are complete—for new and used cars. You merely insert 
local name and address—perhaps add a local sentence or two and you're using 
PROVED material! Easy to use for radio as well. No samples sent. But we 


reach [e.s00 ] restaurants 


Your onl — to get Concentrated Cover- 
age of ¢ California’s Fastest Growing in- 
dustry. 2nd Largest Dollar Volume Area in 
the Count . Buyers-Owners-Managers. In- 
quiries invited from Agencies-Advertisers- 
Media Reps 
RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
MUtual 4953 


guarantee all of the campaigns have been used successfully! Top advertising 
and automotive references. 


Not available in following cities: Los Angeles, San Diego, Sacramento, 
Stockton, Portland, Fort Worth, Dallas, Salt Lake City, Phoenix and Denver. 
Total Price: $100.00—Exclusive rights in your city. 


ALEXANDER-BAILEY ADVERTISING 
5800 Sunset Boulevard 
Producers Building, Paramount Lot, Hollywood 28, California 


| 
| 


More for your Printing Dollar 
With Rotary-Web Offset 
High Quality Lithographic 
Production 
With Our Modern Presses 


fF olders-Catalogs-Publications- 
Letters-Mailing Cards, etc. 


Rotary-Web Offset Lithography is 
our Specialty, not just an added at- 
traction, but the main feature. 
Learn more about the savings and 
high quality workmanship you can 
attain with Rotary-Web Offset. 
Write for consultation with one of 
our Rotary Consultants Now. No ob- 
ligation of course. Plant in Chicago 
Metropolitan Area. 


Box 107, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


'N.J. Law Sought to Regulate 
Superhighway Outdoor Signs 

The New Jersey state highway 
department is drafting legislation 
to limit and regulate outdoor ad- 
vertising along the right of way of 
interstate superhighways sched- 
|uled to be built in New Jersey as 
part of the 13-year federal-state 
road building program. The meas- 
ure would enable the state to take 
|advantage of a provision in the 
|federal aid highway act of 1958 
granting a small bonus to states 
which limit advertising signs re- 
|garded as traffic hazards and 
scenic obstacles. 


KETV First to Buy 
Paramount Film Package 
KETV, Omaha, became the first 
tv station to buy the full Para- 
mount film package of some 700 
films from Music Corp. of Amer- 
ica, when Eugene S. Thomas, the 
station’s vp and general manager, 
signed an MCA contract Aprii 23. 
The package is the largest unit 
of a major film studio’s output so 
far made available to television. 


Walter Lowen 


PLACEMENT AGENCY 


~ 
Headquarters since 1920 for 
ADVERTISING, MARKe TING, 
PR & EDITORIAL PERSONNEL 


Please write briefly outlining your 
specific experience or pers 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


LOOK HOMEWARD, ANGEL 


WITH AYARS 
BECAUSE . 
1. OUR SALESPEOPLE ARE YOUNG 


PERIENCED BUSINESS MEN CAPABLE 
OF HELPING YOU MAKE A SOUND, IN- 
IN CHOOSING 


TELLIGENT DECISION 
A HOME. 


2. OUR SALESPEOPLE ARE THOROUGHLY 
FAMILIAR WITH THEIR PRODUCTS, 
NEIGHBORHOODS AND AMENITIES. 

3. OUR SALESPEOPLE ARE FAMILY MEN 
WITH HOMES OF THEIR OWN—WELL, 
ALMOST THEIR OWN—AND FAMILIES 
OF THEIR OWN; SO YOU ARE DEALING 
WITH PEOPLE WHO WILL KNOW AND 
UNDERSTAND YOUR NEEDS. 

4. We advertise in your trade publication. 


1034 Wouvkegan Rd. 
North 


REALTY © COMPANY 


_ TL ee See a 
MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


nce pene x [UNG 


than any other magazine 


| —— saan ananassae ae ae ee ee ee es oe 


You'll find in SUNDAY 

new opportunities to develop 
sharper, more profitable 
techniques in strategic 
selling. You'll find us, in 
your vital markets, alert 

to your opportunities and 
problems. You'll find us 
willing and able to share 
our know-how—based upon 
generations of productive 
service to our readers, 
distributors, and retailers. 
The man who said we “know 
our markets as we know 
the back of our hands” knew 
what he was talking about. 


‘METROPOLITAN SUNDAY NEWSPAPERS, 


INC. 


260 Madison Avenue New York 16,N.Y. MUrray Hill 9-8200 
CHICAGO ¢« DETROIT « LOS ANGELES e SAN FRANCISCO 
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Slump Muscles Its Way 
Into Four A's ‘Agenda’ 


(Continued from Page 1) 
J. Davis Danforth, exec vp of Bat- 
ten, Barton, Durstine & Osborn, 
summed up the feeling in a fore- 
cast of what lay ahead of the as- 
sociation: 

“More sales will correct any- 
thing that’s bothering us. Let’s quit 
talking about the recession in| 
headlines. Let’s get on with the| 
job of ‘hard sell’ and even ‘better | 
sell.’ 

“Let’s urge our clients to have 
the courage not to cut back adver- 
tising and promotion budgets. 
Curtailing advertising now may 
have crippling results later on. 
Let’s work together and harder 
than ever before to change the| 
‘let’s wait’ attitude in the public! 
mind. 

“Advertising men—all of us— 


PACES Ce ees ree 


ing there is a line—or to be more 
accurate, a band of tolerance—and 
it is up to this profession to find 
this band and try to practice with- 
in it. 

“Probably the best answer to 
the negatives of the advertising 
business is a strong professional 
public opinion that practices and 
proclaims and supports sound 
standards of conduct.” He advised 
the group to “build an honest 
and imaginative communications 
bridge and you will have no public 
relations problem.” 


® The state of the Four A’s— 
public relations aside—was des- 
cribed as good by Frederic R. 
Gamble, president. He noted that 
the first months of 1958 showed 
a mixed picture—packaged goods 
agencies holding up well or ahead; 


advertisers, medium and agency,| some agencies holding even; others 
have one job ahead of anything) with heavy hardgoods account lists 
else right now. | feeling cutbacks in appropriations. 
“Let’s leave this convention He noted that in 1957, 64% of 
with the personal conviction that Four A’s members had higher 
each of us will do his individual| volumes than in 1956, but 52% of 
part to make ‘operation upswing’| the agencies reporting so far made 
a reality.” | slightly less money than in the 
previous year. Rate of earning, 
® Earlier, Mr. Danforth had re-| fairly level since 1950, dipped in 
ported baldly: “Let’s face it—the 1957—“For the first time in eight 
unsolved riddle is, ‘Can American | Years, agency costs in dollars in- 
manufacturers break down the creased more than agency income, 
sales resistance that is now stifling | ©V€" while income was increas- 
so many major industries: —auto- | "8 
motive, appliance, home construc-| However, 54% of the members 


tion, to mention a few.” 

He paid tribute to the Adver- 
tising Council campaign through 
McCann-Erickson, of which Robert 
M. Gray of Esso Standard Oil is 
coordinator. He reported that re- 


sponse is “excellent and immedi-| 


ate,” but still “this job of break- 
ing the jam is for every one of us— 
it involves all of us.” 


® Admen think people like them | 
less than they do. Admen are 
looked to for news about products. 
The public likes advertising, trusts 
it, welcomes it, wouldn’t be without 
it. 

These words of cheer were de- 
livered to the Four A’s annual) 
meeting by Claude Robinson, | 
chairman of Opinion Research | 
Corp., and were based cn studies 
by Gallup-Robinson’s “Mirror of 
America” laboratory in Hopewell, 


He reported that a strong ma- 
jority of housewives in a panel of 
100, intensively interviewed on 
their views on advertising and ad- 
vertising people, were complimen- 
tary toward advertising. They had 
a better opinion of advertising 
people than a group of 100 ad- 
vertising agency people had in 
forecasting their opinions. 

Mr. Robinson’s analysis and ad- 
vice: “Your self-depreciation is 
largely induced by the licking 
you take in the derogatory 
books. . . Here is a very interesting 
example of how it works to distort 
your image of yourself .. .” 

Also: “Get off the defensive. 
The critics of advertising are 
talking for themselves, not for the 
public.” 


s He found that 20% of 88 re- 
sponding housewives said “mis- 
leading advertising” annoyed them 
most, and another 20% scored 
“loud and silly advertising.” 71 
women said “some advertising is 
an insult to people’s intelligence.” 

He noted that “about all people 
can remember is how you conduct 
yourselves in their homes. . . are 
you an interesting and pleasant 
and helpful guest in the home, or 
are you a bore and an obnoxious 
loudmouth? I don’t know where 
the line should be drawn between 
truth and exaggeration, between 
good and bad taste in advertising. 
All I know is that in public think- 


| charges, two-thirds from commis- 


|alltime high, despite the loss of 
|seven members through merger in 


|reporting showed a higher ratio of 
‘net current assets to average 
‘monthly billing than in the pre- 
vious year, and accounts receiv- 
able over 30 days past due were 
|lower. (He cautioned that “We 
/are now in a period when credits 
and collections may need even 
more than the usual attention.) 


® A significant change appeared 
in agency charges; while income 
from commissions rose, income 
from charges rose more (from 
31% of agency gross income, on 
the average, in 1956 to 32%% in 
1957), so that about one-third of 
agency income now comes from 


sions. 
He reported that there are now 
333 agencies in the Four A’s, an 


1957. 

Mr. Gamble was reengaged as 
president of the association for a 
four-year term. At the same time, 
Richard L. Scheidker was ap- 
pointed senior vp. Mr. Gamble 
joined the association in 1929 as 
executive secretary, became man- 
| aging director in 1940 and presi- 
| dent in 1944. Mr. Scheidker joined 
| the association in 1946, became a 
vp in 1948, and has been in charge 
of Four A’s relations activities and 
tv and radio administration. + 


MORTON AARONSON 

New York, April 23—Morton 
Aaronson, 40, vp in charge of west- 
ern sales for Knomark Mfg. Co., 
Brooklyn, N. Y., maker of Esquire 
shoe polish, was one of the 49 per- 
sons killed April 21 when an east- 
bound United Air Lines DC-7 was 
destroyed by a falling Air Force 
jet over Las Vegas, Nev. Mr. 
Aaronson was on a business trip 
to New York, 

Born in New York, he attended 


SILVER NAll—Frank Headley (right), president of Station Represent- 
atives Assn., presents the first annual “Silver Nail” award for the 
“Timebuyer of the Year” to Frank Silvernail, retired manager of 
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GM, Ford Execs 
Back Car Price 
Labeling Bill 


(Continued from Page 1) 
the last few years as a result of 
price packing,” Mr. Hufstader said. 
“These conditions have become 
progressively worse. Today the 
customer who desires to purchase 
a new motor vehicle is confused 
as to the true asking retail price.” 

The bill would require posting 
on all new cars the suggested 
factory retail price and other in- 
formation about the vehicle (AA, 
March 24). 

Mr. Hufstader pointed out that 
while GM is opposed to govern- 
ment regulation of prices in a 
competitive market, the proposed 
law still leaves the dealer free to 
establish his new car price and 
trade-in allowances. 


station relations at BBDO, in whose honor the award was created. 


NAB Convention 


May Be Last Big 
National Session 


(Continued from Page 1) 
the fall. 

Although the convention does 
not officially get under way until 
April 29, there will be many meet- 
ings this weekend of specialized 
groups such as the Assn. of Max- 
imum Service Telecasters, and 
some of the network affiliate 


groups. 
Important non-agenda events 
scheduled for April 28 include 


semi-official panels on syndicated 
and feature film, and a special ses- 
sion on fm broadcasting. 

At its peak the convention is ex- 
pected to overflow the Biltmore 
and Statler hotels. The annual ban- 
quet, which is devoted entirely to 
entertainment, will be held at the 
Hollywood Palladium the night of 
April 30. 

In addition to the management 
conference for both radio and tele- 
vision, there will be a concurrent 


Exhibitors include equipment man- 
ufacturers, film companies, trade 
publications and many other kinds 
of suppliers. 


s In all, there will be 17 sessions 
for radio and television manage- 
ment, at which some 30 speakers 
and 50 panel members will discuss 
more than 40 different subjects. 
This year’s keynote award will go 
to Dr. Frank Stanton, president 
of CBS, who will address an opefi- 
ing session of the convention April 
29. 

At the same session the conven- 


of the new code film, “A Welcome 
Guest in the House.” 


® Despite congressional criticism, 
six members of the FCC will be on 
hand to participate in a special 
panel discussion at the Wednesday 
morning’ (April 30) session. In the 
past, commissioners have freely 
answered all questions raised by 
broadcasters attending the sessions. 

Following a luncheon speech by 
NAB President Harold Fellows, ra- 


= Listing the federal excise tax 
on labels on new cars would put 
the dealer in an “unfortunate posi- 
tion,” Chrysler chief of dealer 
operations Charles L. Jacobson 
testified. 

Mr. Jacobson was generally un- 
friendly to the bill as a whole. He 
said Chrysler would have no ob- 
jection to it if a majority of dealers 
favored it. But listing the excise 
tax on the label as a_ separate 
item would be an “unwarranted 
invasion of privacy of contract 


dio people will attend a Radio Ad- | between manufacturer and deal- 
vertising Bureau presentation by | ¢t,” he argued. He added that the 
Kevin Sweeney, RAB president, | customer could easily figure out 
and John F. Hardesty, RAB vp. |the price the dealer paid for the 
In addition, they will have a| Car. oe 
panel, “Measuring the Audience,”| The Chrysler official also op- 
featuring Edward G. Hynes Jr.,| posed showing on the label when 
president of Trendex Inc.; George | dealers exchange cars, since a cus- 
Blechta, vp and eastern sales man-| tomer might not want to buy a 
ager of A. C. Nielsen Co.; Dr. Sid-_| car if he knew it had changed 


conference for broadcast engineers. | 


ney Roslow, director of Pulse Inc.,| 
and Frank Stisser, vp, C. E. Hoop- 
er Inc. They will discuss the re- 
cent report of the association’s ra- 
dio research committee. 

Concurrently, tv managers will 
have a panel on sales promotion 
and merchandising featuring John 
C. Cohan of KSBW-TV, Salinas, 
Cal.; Raymond W. Welpott of 
WKY-TV, Oklahoma City, and Ar- 
thur Schofield of the Storer Broad- 
casting Co. 


® Thursday morning’s final tv 
session will involve a panel on 
color television, and ‘‘E-Motion,” a 
presentation by the Television Bu- 
reau of Advertising by Norman 
(Pete) Cash, president of the bu- 
reau; George Huntington, assistant 
to the president; Howard Abra- 
hams, director of retail sales; Wal- 
ter McNiff, directer of the western 
division, and William B. Colvin, 
director of station relations. 
Thursday morning’s final radio 
session will be devoted to forma- 
tion of an all-industry music li- 


tion will receive a report from 


mission’s chairman, John Doerfer. 
At a Tuesday (April 29) luncheon 
broadcasters will get the first of fhe 
“business outiook” reports they 
anticipate with considerable ex- 


Harper Jr., president of McCann- 
Erickson. 
Tuesday afternoon radio and tv 


Columbia University and started 
his career in the leather findings 
field. He was associated with sev- 
eral companies as a salesman in 
the Midwest before joining Kno- 
mark as a sales representative in 
Chicago in 1948. Three years later 
he was named western sales man- 
ager, and in 1956 he was made a 
vp of the company, with headquar- 
ters in Los Angeles. 

He lived at Encino, Cal., where 
he was active in community af- 
fairs, 


people hold separate sessions. Ra- 
|dio’s meetings will open with a 
panel on “This Business of Radio— 
Inventory 1958” featuring F. C. 
Stowell of WLAC, Nashville; Frank 
M. Headley, president of the Sta- 
tions Representatives Assn. and 
Matthew J. Culligan, vp in charge 
of NBC’s radio network. A second 
radio panel Tuesday afternoon will 
be devoted to radio’s role in na- 
tional defense. 

Tv’s Tuesday afternoon session 
will be devoted to the television 
code, and will feature a screening 


the Federal Communications Com- | 


citement ...an address by Marion | 


censing committee. 

The semi-official tv film panels 
on Monday morning (April 28) 
will feature a panel on syndicated 
film with Milton A. Gordon, presi- 
dent of TPA; George Shupert, 
president of ABC Film Syndica- 
tion Inc.; Frederick S. Houwink, 
WMAL-TV, Washington, and A. 
James Ebel, KOLN-TV, Lincoln, 
Neb. 

The feature film panel which 
follows includes Oliver A. Unger, 
president of NTA Inc.; Richard A. 
Harper, general sales manager of 
MGM-TV; Lee Ruwitch, WTVJ, 
Miami, and Dwight W. Martin, 
WAFB-TV, Baton Rouge. # 


Toral Joins Harry Phibbs 

Alvin M. Toral, formerly sales 
manager of Wilke Laboratories 
Inc., maker of veterinary serums, 


vaccines and allied products, has 
|joined Harry C. Phibbs Adver- 
|tising Co., Chicago, 


hands. The practice is common, Mr. 
Jacobson testified, in order to 
obtain a particular color for a 
customer. 

Sen. Mike Monroney (D., Okla), 
author of the bill and chairman 
of the subcommittee, said this par- 
ticular clause is to show if a car 
has been bought from a distant 
dealer. 


® Ford was placed enthusiasti- 
cally behind the bill by Walker A. 
Williams, Ford vp, who said the 
company was in “full accord” with 
its purposes. He told the subcom- 
mittee that “informed and orderly 
marketing of automobiles is im- 
portant not only to the buying 
public, but to the dealer and manu- 
facturer as well.” He said he 
would expect such a labeling 
law to help maintain a high vol- 
ume of car sales and to cut down 
on price packing by dealers. + 


Chesebrough Features Premium 
in 16-Page ‘Redbook’ Section 

Chesebrough-Pond’s Inc., New 
York, is running a 16-page four- 
color special section in the May 
Redbook, said to be “the largest 
cosmetic advertisement ever to ap- 
pear in any publication.” The ad 
features a “beauty book” premium, 
a free 28-page “complete guide to 
skin care and make-up,” available 
for labels from Pond’s creams. 

J. Walter Thompson Co., New 
York, placed the ad. 


FTC Files Against Borden Co. 

Borden Co. has been charged 
by the Federal Trade Commission 
with illegal discriminating in price 
among its customers in the sale of 
canned evaporated milk. An FTC 
complaint alleges that since Jan. 1, 
1956, Borden has charged selected 
wholesale and retail customers 
purchasing evaporated milk bear- 
ing their own label much less than 
their competitors who buy milk 
under the Borden label. 
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Creativity’s Not Enough; Research 
Must ‘Prove’ Ad Will Sell, Ule Says 


K&E Exec Tells 4A‘s 
Ad Budgets Are Too 
Big to Escape Scrutiny 


Waite SvuLPHUR SPRINGS, W. 
Va., April 25—The advertising 
agency business is somewhat 
divided as to whether its future 
lies in stressing creative work or 
in embracing a marketing concept 
in which creativity is an impor- 
tant element but hardly the sole 
reason for the agency’s existence. 

Oddly enough, two speakers hit 
on the same simile to explain 
aspects of advertising work—a 
symphony conductor. One, Ernest 
A. Jones, of MacManus, John & 
Adams, used it to explain the 
role of “creative management” in 


Four A's Meeting 


an agency, knowing the potential 
of each instrument, how to play 
many of them, aware of the intent 
of the composer, the acoustics of 
the hall and the intellectual level 
of the audience (see story on Page 
3) 


The other, Maxwell Ule, senior 
vp of Kenyon & Eckhardt, used 
the analogy in a different way 
to explain the role of a marketing 
director in a company. 

Mr. Ule, leading off a session 
devoted to the marketing concept, 
referred to the coordination de- 
rmanded of a symphony orchestra 
—and an agency. He saw five 
factors contributing to the trend: 
(1) Business’ need for better 
prediction and estimation; (2) 
the need for minimizing business 
risks; (3) the need for increased 
efficiency in distribution and 
selling; (4) the technology arising 
out of behavioral and mathemati- 
cal sciences and (5) “most impor- 
tant,” a new breed of business 
administrators. 


= Mr. Ule asserted that 95% of 
new products and brands intro- 
duced in the past five years have 
either been unsuccessful or have 
not met sales expectations. He 
pointed out that for the top 20 
U. S. advertisers it is estimated 
that 40% of the sales and admin- 
istration budget goes for adver- 
tising and promotion and that for 
three of the top 20 more is spent 
on sales and administration than 
on production—with another two 
spending 70%-85% as much on 
sales and administration as on 
production. 

And he drew a moral—that 
budgets among consumer adver- 
tisers simply “involve too large a 
proportion of the total costs of 
doing business not to be submitted 
to the most searching business 
criticism and scrutiny.” 

The new administrator is better 
equipped with the tools of man- 
agement, more knowledgeable 
about research, more self disci- 


plined, and more skeptical about} 


the “old folklore,” Mr. Ule said. 


Further, Mr. Ule went on, “if| 
the marketing function is to be) rs 
responsible for the profit results| j 


of the business, then it calls for 
the development of a responsible 


internal position where the au-|| 


thority to achieve these results is 
equal to the responsibility for 
getting these things done.” 


= In the creative area, the 
concept “will call for evidence or 
‘proof’ that the proposed ideas 
will maximize the advertising’s 
effect upon consumer attitude and 
awareness of the client’s products 
... And the marketing climate in 
advertising circles will expect 
this justification to be routine,” 
he said. 

Reuel Denney of the University 


of Chicago analyzed the Life con- 
sumer expenditures study (AA, 
Sept. 23, 57) in terms of the meth- 
od employed and the implications 
of the study. 

Mr. Denney said that several 
problems in the general structure 
of society are hinted at in the 
study. 

He said the study showed serv- 
ice by machines is replacing per- 
sonal service, and that the study 
shows these crucial influences on 
the market: Shift of market from 
home centered to non-home cen- 
tered, from durables to soft goods, 
from goods to services, and, in 
services, from federal to state. 


s LeRoy M. King, merchandising 
director of Food Topics and Food 
Field Reporter, pleaded the case 
for point of sale and a realistic 
view of food store operators and 
their problems. A _ supermarket 
operator runs an_ establishment 
costing him more than $500,000, 
he reminded the agency men, 
containing 4,500-5,000 items and 
sizes and measuring from 10,000 
sq. ft. upward. That’s expensive 
floor space and “in 1957, food 
retailers of the nation were of- 
fered more than 16,000 promotions, 
practically all of which were 
backed by either national] or local 
advertising,” he said. 

Mr. King thinks highly of point 
of sale (“a promotional effort at 
retail’). But he urged sensible 
use of it: “A pretty girl drinking 
Glhockenspiegel’s beer and saying, 
‘Oh, my, it’s so delicious,’ is 
nothing but free advertising 
posing under the guise of point 
of sale 

“Safeway refers to this type of 
material as ‘brand-switching’,” he 
said. “That same girl holding a sa- 
lami sandwich while drinking beer 
is point of sale.” 


® He urged hard selling of 
point of purchase to retailers, but 
he advocated that advertisers 
remember the economics of the 
business—show a can of tomato 
sauce, but if the picture shows 
the sauce on a frankfurter, the 
retailer sees “25% when he looks 
at the frankfurter, and 30% when 
he spots the dill pickle relish.” 

But he had one word of comfort. 
Super operators “absolutely de- 
mand that you advertise. Quit 
advertising and he will throw you 
out of the store. Let his customers 
fail to recognize your brand and 
out you go.” + 


‘SEP’ Promotes Brennen 

Edmund N. Brennen, sales rep- 
resentative with The Saturday 
Evening Post’s New York office for 
the past year and a half, has been 
promoted to manager of sales de- 
velopment, a new post. He will 
continue to operate out of New 
York. 


CLAYTON |. KENTNOR has been named 

director of advertising and promo- 

tion of Calo Dog Food Co., Oak- 

land, Cal. He formerly was na- 

tional merchandising manager of 

Brown-Forman Distillers Corp., 
Louisville. 


Last Minute News Flashes 
Schenley Sets Drive for New London Dry Gin 


New York, April 25—Schenley Industries is introducing a new 80- 
proof gin called Schenley’s London Dry gin, said to be distilled by a 
special process which makes it “neither acid nor alkaline.’”’” News- 
paper and magazine advertising is expected to break next month fea- 
turing the new product as “a great new gin that goes with everything 
including people.” It will be priced at $4.10 a fifth here. Batten, Barton, 
Durstine & Osborn is preparing the ad campaign, but neither the 
distiller nor the agency has released details. 


Baxter Resigns as Ludgin Creative VP 


Cuicaco, April 25—John H. Baxter, creative vp of Earle Ludgin & 
Co., has resigned from the agency. 


Pilsener Brewing Names North; Other Late News 

e North Advertising, Chicago, has been named to handle advertising 
for Pilsener Brewing Co., Cleveland, brewer of Pilsener P.O.C. beer, 
effective July 1. The account is expected to bill in excess of $600,000, 


according to North. Clifford A. Kroening Inc., Cleveland, currently 
handles the account. 


e Gillette Safety Razor Co., Boston, will feature a $10 adjustable 
razor, shaving cream, and a “fishing kit” $1 special, including a razor, 
blades and a goldplated fishing lure in its Father’s Day promotion. 
Media include radio and tv—the NBC Friday night fights and the 
CBS Triple Crown horse races—and color comics in 223 newspapers. 
Maxon Ine. is the agency. ‘ 


e Campbell Soup Co. returns to the outdoor medium after a seven- 
year hiatus with a four-month outdoor campaign starting July 1 in San 
Francisco and Los Angeles for its V-8 vegetable juice. 24-sheet posters 


and spectaculars will be used. Needham, Louis & Brorby, Chicago, is 
the agency. 


e Henry L. Buccello has been named by Guild, Bascom & Bonfigli, 
San Francisco, to handle the Skippy and Nucoa divisions of Best 


Foods, following the resignation of Richard St. John, vp and account 
supervisor. 


e Elliott Plowe, formerly vp at Batten, Barton, Durstine & Osborn, 
where he was account group head on Hit Parade cigarets, has joined 
Calkins & Holden as senior vp and member of the board. 


e Additional tax credits for advertising expenses during 1958 and 
1959 are provided for in a bill introduced by Rep. Leo W. O’Brien 
(D., N. Y.). Under terms of the measure, any taxpayer spending 
during 1958 and 1959 more for ads than his average annual expendi- 
ture for advertising during the five preceding years would get an 
additional credit of 10% of such excess, to be allowed as a deduction 
from gross income. 


e Paul Stouffer, pr director of the Sales Executives Club of New 
York, will join Albert Frank-Guenther Law, New York, April 28 as 
an account executive in the agency’s pr department. 


e Roger Wolbarst, formerly an account group manager in the pr 
departmert of G. M. Basford Co., New York, has joined Donahue & 
Coe, New York, as manager of pr and publicity for the latter agency’s 
corporate and industrial division. 


e Alfred S. Gussin, director of advertising, sales promotion and 
public relations for the Firth Carpet Co. for the past nine years, has 
been appointed director of advertising and sales promotion of the 
Karastan Rug Mills, New York. 


e 44 appliance dealers in the Appleton-Neenah-Menasha area in 
Wisconsin will launch a 10-day “Best Appliances Values—Better Buy 
Now” promotion on May 8. The dealers and 17 major appliance man- 
ufacturers will use newspapers, radio and tv to stimulate the sale of 
major appliances in the campaign, which is patterned after the “You 
Auto Buy Now” pushes. Each manufacturer is giving away one major 
appliance in a consumer contest. 


e Wagner Baking Corp., Newark, and Claridge Food Co., Flushing, 
have moved to L. H. Hartman Co., New York, from Blaine-Thomp- 
son Co. Two B-T account people will join Hartman on Monday also. 
This brings to four the number of B-T accounts to shift to Hartman, 
following Herbert J. Stiefel, former B-T vp, who recently joined Hart- 
man as senior vp (AA, April 21). 


e Macwhyte Co., Kenosha, Wis., maker of wire rope, aircraft cables 
and tie rods, has named Hoffman & York, Milwaukee, its agency, 
succeeding Needham, Louis & Brorby, Chicago. Although Hoffman & 
York already has been working on the account, NL&B’s 3l-year re- 
lationship will not officially end until April 30. Macwhyte, which bills 
nearly $100,000, was NL&B’s oldest client. 


Storz Stations Stitfen Topics Publishing Buys 


Local Rate Requirements ‘Forecast for Home Economists’ 
The Storz stations have moved! Topics Publishing Co., New York, 
to tighten the restrictions on ad-| has purchased Forecast for Home 
vertisers who can qualify for the | Economists from the estate of the 
| Stations’ retail rate. The action| late Charles H. Goudiss Jr., who 
was taken last week at the radic| died in March. Forecast, which will 
broadcasting company’s semi-an-| be operated by the Food Publica- 
|nual meeting in Chicago. | tions Inc. branch of Topics Pub- 
| To qualify, an advertiser must| lishing, will continue its bew page 
(1) use locally written or produced | rate of $950. Forecast’s total con- 
continuity (2) devote at least 51% | trolled circulation as of Dec. 30, 
of a national transcription to local | 1957, was 50,682. 
information such as the retailer’s | 
name, address, ete., or (3) meet|NTA Appoints Lang 
certain “local” specifications as to| National Telefilm Associates, 
distribution, manufacturing and| New York, tv film producer and 
placement of advertising or bill-| distributor, has appointed Robert 
ing. The company indicated that) Lang, formerly assistant to the ra- 
it hopes this plan will halt the) dio and tv director of Batten, Bar- 
“trend toward agencies sending | ton, Durstine & Osborn’s San Fran- 
out traveling buyers in an effort to} cisco office, an acc nt executive. 
take advantage of local rates for| Mr. Land’s headquerters will be 
their national accounts.” in San Francisco. 
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Chrysler Shakes Up 
Management in 


Centralization Step 


Detroit, April 24—Chrysler 
Corp., resigned by McCann-Erick- 
son two months ago (AA, Feb. 17), 
today announced a first quarter 
loss of $15,000,000, a slash in the 
dividend from 75¢ to 25¢ per com- 
mon share and a sweeping reor- 
ganization of the corporate struc- 
ture. 

Chrysler has not been in the 
red since the third quarter of 1956 
when it lost $12,400,000. The 25¢ 
dividend is the lowest since 1938. 

L. L. Colbert, president, at- 
tributed the huge loss to “the sharp 
decline in automobile demand and 
the continued high costs of doing 
business.” 


® The keynote of the organization 
changes is centralization. Chrysler 
has set up three corporate-wide 
groups, one for automotive sales, 
one for manufacturing and one for 
product planning. 

Byron J. Nichols, formerly gen- 
eral manager-group marketing, 
will head sales as group vp-auto- 
motive sales. R. S. Bright, for- 
merly group vp-basic manufactur- 
ing, will become group vp-auto- 
motive manufacturing; and Robert 
P. Laughna, who came to Chrysler 
in 1956 from Studebaker-Packard, 
will head the product planning 
group as vp-corporate planning. 

On top of these three groups will 
be E. C. Row, who is moved from 
administrative vp to lst vp, and 
William C. Newberg, who moves 
up from group vp-automotive to 
exec vp, reporting to Mr. Row. 

Each of the car divisions will 
have a corporate vp and general 
manager reporting to the group 
sales head, Mr. Nichols. The Ply- 
mouth division will be headed by 
Harry E. Chesebrough, formerly 
director of product planning; M. 
C. Patterson continues as the 
Dodge head; J. B. Wagstaff be- 
comes head of the De Soto division, 
replacing Irving Woolson, who 
moves up to Mr. Bright’s staff as 
vp-director of manufacturing ser- 
vices; and C. E. Briggs, formerly 
sales vp of the Chrysler division, 
will head the Chrysler and Im- 
perial divisions, succeeding E. C. 
Quinn, who is now general sales 
manager of automotive products. 


® The Chrysler reorganization 
was, in the opinion of many ob- 
servers, long overdue. The cor- 
poration had a reputation for 
“decentralized management,” and 
this structure was reportedly one 
of the prime factors behind Mc- 
Cann-Erickson’s decision to leave 
the Chrysler stable. 

According to well-informed 
sources, McCann tried repeatedly 
and vainly to get Chrysler to re- 
organize before the Buick oppor- 
tunity appeared on the horizon. 

Shortly after McCann’s switch 
to Buick, James Cope resigned as 
Chrysler’s vp for corporate market 
planning (AA, March 31). 

In the new organization, Richard 
E. Forbes, who came to Chrysler 
in 1956 from General Electric, is 
continuing as director of corporate 
advertising and sales promotion 
and will also be responsible for 
coordinating divisional sales pro- 
motion and advertising. 


® When McCann resigned its 
Chrysler business (the Chrysler 
and Imperial divisions, institu- 
tional, Canadian tv and export), 
the accounts were reported to rep- 
resent $27,000,000 in billings. 
However, 1958 expenditures are 
expected to be well below this 
total, as the corporation has cut 
back its advertising in the face of 
declining sales. Young & Rubicam 
is now handling Chrysler and Im- 
perial, while Leo Burnett Co. has 


institutional and export. # 
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Moore Blasts 
Nets Efforts to 
‘Nationalize TV 


(Continued from Page 2) 
|without these restrictive devices 
the networks would merely be 
forced to turn out better pro- 
grams. 

| Mr. Moore told the hearing on 
the Barrow report that option 


time and must buy are “instru-| 


ments of nationalization of televi- 
sion. 


“They are unlawful; they are 
contrary to the public interest; 
they are unnecessary, and the 
three objective and _ thorough 


studies (Senate commerce com- 
mittee, House judiciary anti-trust 
subcommittee, FCC network study 
staff) have found them so. From 
its very first moment, the young 
|television industry has never 
‘known a= situation where the 
prime evening hours were open 
| to competition—on the _ simple 
|American principle of ‘may the 
best man win’,” Mr. Moore said. 
|s He argued that networks oper- 
ate on the principle that tv sta- 
tions are a national medium 
which should reserve their best 
|time for national programs on be- 
| half of national advertisers. 
“The belief that the national 
program is automatically superior 
to the local program runs 
throughout the transcript,’ Mr. 
Moore said. “The notion that the 
national advertiser must have 
protections and guarantees that 
will help him sell his goods or 
services is a dominant theme.” 
He noted that only in 10 mar- 
kets are there as many as four tv 
stations and said that the restric- 
tive network practices effectively 


freeze local advertisers out of 
other markets in favor of their 
bigger national competitors. In 


Los Angeles, with seven stations, 
local advertisers were able 
spend $15,400,000 in tv in 1956. In 
|'a comparable market with three 
|stations, Philadelphia, local ad- 
|vertisers could place only $4,400,- 
000, he added. 

Yet network advertising reve- 
nue in the same year was also 
$4,400,000 in Philadelphia, while 
in Los Angeles it was $4,800,000, 
he said. 


8 When local, national spot and 
network advertisers compete with 
jeach other on three instead of 
seven stations, he continued, “the 
local and national spot advertisers 
/are the ones who get squeezed 
jout, while the network advertisers 
do not suffer at all, because time 
|options and the must buy permit 
| them to fence out their competi- 
| tion.” 

The network practices in ques- 
| tion permit inferior programs to 
|get “bases on balls,” Mr. Moore 
|insisted.““‘We contend that the 
television medium will reach its 
|ultimate promise only when pro- 
| gram clearance is based only upon 
merit. A program which does not 
deserve clearance on its merits 
|should not be assured of clearance 
in advance.” 

He accused CBS _ President 
| Frank Stanton of promulgating 
| “fiction” in his chart of “checker- 
boarding” and “erosion” present- 
ed with the CBS testimony 
show how rejection of a program 
by a station here and there would 


checkerboard the network sched- 


gramming. 


. Mr. Moore noted that “Studio 
'One” showed 98% 
“Lassie” 94.3%, “You Are There” 
(96.2%, “What’s My Line?” 90.1% 
and “Person to Person” 78.3%— 


to| 


(AA, | 
March 10). The chart purported to} 


ule and cause erosion of its pro-| 


clearance, | 


Tutching 


ment as president and treasurer 


Martinez Kendall 


TOKEN—George E. Kendall, International General Electric Co., and 
Al Martinez, Caribbean Networks, receive desk sets on their retire- 


of the International Advertising 


Assn., from Vincent Tutching, McCann-Erickson Corp. (Internation- 
al), who takes over the IAA presidency June 1 (AA, April 21). 


for CBS during the same month 
of 91.4% for its programs within 
option time, he said. 

As to NBC, he testified that 
“Your Hit Parade” achieved 
96.1% clearance outside option 
time. NBC’s “Jane Wyman Show,” 
which had cleared live or de- 
ferred time for 96.2% of the sta- 
tions ordered when it was in op- 
tion time, cleared on 138 stations 
compared to 128 stations when it 
was moved outside of option time. 
“Suspicion,” in March, 1958, was 
being carried by 127 stations 
reaching 95.8% of the nation’s tv 
homes, and “Gillette Cavalcade of 
Sports” by 178 stations covering 
97.2% of tv homes. 


|@ He cited NBC testimony about 
programs outside of option time 
which lost their sponsors and 
said: “We leave it to the commis- 
sion to decide whether success of 
a program depends more on time 
options or on the quality of the 
program itself.” 

Taking up an NBC assertion that 
when its early morning news pro- 
gram moved from option to non- 
option time its clearance dropped 
from 97% to 71%, Mr. Moore not- 
ed that CBS’ “Doug Edwards & 
the News” in March, 1958, was 
being carried on 156 stations cov- 
ering 94.7% of the tv homes. He 
asked whether the competing Ed- 
wards show, rather than the NBC 
move out of option time, might 
|not have caused the erosion. Mr. 
|Edwards, himself, has improved 
his clearance record outside of op- 
|tion time, Mr. Moore argued. 

The present regulations were 
|adopted for radio before tv was in 
|the picture and were transferred 
bodily to tv without change, he 
| testified. He said it would be “a 
jremarkable coincidence” if _ it 
|turned out that the rules exactly 
| fit tv. The rules were also adopted 
|before the Supreme Court ruling 
|in the Paramount case, which, 
he contended, provides a precedent 
|for finding option time and must 
|buy in violation of the anti-trust 
laws. 


® He said the networks in their 
extensive testimony had failed to 
find a major factual error in the 
|Barrow report. Their testimony, 
he added, confined itself to urging 
that the FCC grant to them the 
right to exercise restraints to sub- 
sidize financial prosperity for 
themselves and to shield them- 
selves from competition. 

| Noting the network claim that 
| the nets compete among them- 
|selves, Mr. Moore argued that no- 


Modified Venus Medium & Bertschtype 708 lal outside of option time. The|body should be permitted to 


average for these programs of;choose those who will be permit- 
92.1% clearance outside of option| ted to compete with him and add- 


time, compared with an average) 


ed that independent broadcasting 
is unable to compete effectively 
“against the restrictive tying 
practices that the networks claim 
are essential to their survival.” 

Any network system that de- 
pends on a shield against compe- 
tition will “grow increasingly 
sterile” and will end up “as mini- 
mum service, rather than maxi- 
mum,” he charged. 

Independent suppliers of film 
programming have been forced to 
sell to the networks, and if the 
networks refuse to buy the pilots 
then the series is no longer made, 
Mr. Moore contended. He quoted 
Jack Harris, general manager of 
an NBC affiliate, KPRC-TV, 
Houston, as testifying before the 
Senate commerce committee that 
there is no good syndicated film 
available any more. Mr. Moore 
ascribed this situation to the fact 
that the networks have all the 
best time tied up so the independ- 
ents are unable to risk the capital 
needed to produce programming 
of quality competitive with net- 
work shows. 


® KTTV has been unable to buy 
independent programming, he 
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added, because “such local sale 
would kill the possibility of a net- 
work sale’—not because of any 
Los Angeles competitive situa- 
tion, “but because of the network 
control of access to desirable time 
periods on stations in other mar- 
kets.” 

Must buy is a similar restraint 
on KTTV, he testified. It means 
that an advertiser must use the 
network Los Angeles station if he 
is to gain access to that network’s 
affiliates in other markets. 

“The advertiser must reject 
KTTV, even if we offer better 
time at half the price...” 

“The practice is most repug- 
nant,” Mr. Moore testified, where 
the advertiser owns the program 
and still must place his program 
on the network station as a con- 
dition of gaining access to the 
other network stations. 

In the present proceedings, he 
argued, network arguments can 
be disproved “on the face by the 
record of the recent past.” He 
noted the arguments that net- 
works need at least five vhf sta- 
tions to support their networking 
enterprises and said CBS achieved 
the No. 1 position among net- 
works while owning only one sta- 
tion, taking control of its fourth 
station only recently. 


= Last week, executives of five 
affiliates testified in support of 
earlier testimony of network offi- 
cials that present practices are 
essential to effective networking. 
Those who testified were John S. 
Hayes, president of the Washing- 
ton Post broadcasting division; F. 
Van Konynenburg, exec vp of 
Midwest Radio-Television Inc., 
Minneapolis; Francis E. Busby, 
exec vp of WTVY, Dothan, Ala.; 
H. Moody McElveen, vp of 
WNOK-TV, Columbia, S. C.; and 
Murray Carpenter, president of 
W-TWO, Bangor, Me. + 


Olsen Names Meade Rep 

George A. Meade, who has been 
associated with Olsen Publishing 
Co., Milwaukee, for eight years, has 
been named fulltime resident east- 
ern advertising sales representative 
for the company. 


‘News’ Promotes Rumsey 
Robert C. Rumsey of the general 
advertising staff of the Detroit 
News has been promoted to ad- 
ministrative assistant to Manford 
K. Giles, general advertising man- 
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"Ad Age is 
thoroughly 


helpful to me’”’ 


says RICHARD LOCKMAN 
Vice-President and General Manager 
- Emil Mogul Company, Inc. 


“The advertising business keeps growing bigger, 
keeps growing broader. Creating effective advertising 
is just one part of the giant task of moving 
merchandise across the counter. Now more than 

ever before, a day-to-day awareness of the 

latest promotional ideas, marketing techniques and 
merchandising schemes is indispensable. | find 

that Advertising Age covers all bases remarkably 
well. There hasn’t been an issue that didn’t 
prove to be stimulating reading and 


thoroughly helpful to me.” 


RICHARD LOCKMAN 


Should anyone doubt that advertising can offer unusual 
vistas for bright young people, Mr. Lockman might be 
singled out as a case in point. Starting in advertising at 
19, this New Yorker steadily rose to the front ranks of 
his field. Now, at 36, he is a principal of the Emil Mogul 
agency, where he supervises the Revlon account and takes 
an active part in the plans board functioning on all 
accounts. 


At the beginning of his career, Mr. Lockman worked for 
several small agencies and attended New York University 
evenings. With a B.A. to his credit, he became advertising 
brand manager for The Mennen Company. After five years 
with the company’s men’s line and baby products, Mr. 
Lockman moved on to Bourjois, Inc. During his five-year 
association with Bourjois, he was named vice-president in 
charge of advertising and merchandising, and helped 
launch a number of new cosmetics. He also created the 
names for two new fragrance lines—“Christmas in July” 
by Monico and “Roman Holiday.” In 1955, he joined the 
Emil Mogul Company as a vice-president and director, 
and early in 1958 he also was named general manager. 


Mr. Lockman is a show-business enthusiast, and a record 
collector of considerable range. His 4,000 recordings in- 
clude both classical and popular collector's items. 
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SHAFT NO. 1 


DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY YOU NEED | 


a ¥ BB 


and THE C 


AMDEN COURIER-P QsT 


: THE TRENTON TIMES 


/ / 


You would be a long time mining if you had to 
blast with firecrackers. Professional demoli- 
tion requires (1) real dynamite; and (2) expert 
placing, with careful checks on every geologic 
variable. 


Your newspaper advertising in Delaware Val- 
ley U.S.A. may pack the power to kick up 
plenty of response, but does it? If you are blast- 
ing for sales in the whole valley (and what 
miner ever stopped halfway through a rich 
lode?), better consider the newspapers on the 
New Jersey side carefully. In this growth mar- 
ket, most profitable newspaper coverage is 
offered by a well-read and well-trusted pack- 
age pair, the TRENTON TIMES and the 
CAMDEN COURIER-POST. No outside paper 
can offer the potent penetration of these hard- 
selling dailies. To exploit a vein of profit with 
papers that really ‘‘blast”’ 


IT PAYS TO CROSS THE DELAWARE 


<=> gg 
oo 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


Represented nationally by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK @ CHICAGO © PHILADELPHIA © DETROIT © LOS ANGELES 
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